THE CASE STATEMENT

A compelling Case Statement is one of the most important tools for the success of a major Advancement program.  The Case Statement is a centralization or documentation of all information describing the institution: needs, goals, objectives, strategies and tasks, staff, facilities, budget, institutional plans, financial history, personnel, staff competence to serve the mission, or the cause that the institution represents.  An effective Case Statement is more than a brochure for prospective donors.  It is the rationale for the very existence of the institution as well as for its growth and strengthening.  It shows the institution's productivity and how it benefits society.  It presents clearly the ways the school wants to improve its service to society and the resources required.  The Case succinctly summarizes the vision, goals and plans set forth in the institutional plan.  The board is actively involved in this process and recognizes the importance of consensus around the approval of this significant document.

An effective Advancement program depends on thorough and comprehensive communications with various constituents and publics to create awareness and understanding about an institution's mission and goals.  The Case Statement is the foundation for all successful communication.  It is a narrative developed by the school's key leaders, first for internal and ultimately for external use.  The document serves as a basis for the preparation of communications materials to meet other needs, such as annual reports, promotional brochures, State of the School reports as well as general publicity.  In a word, it states the institution's rationale for existence.

The Case Statement should consider the institution in terms of philosophy, mission, long-range plans, programs, effects on the broader community and resources necessary to achieve the goals.  Under no circumstances should the Case Statement simply present needs.  It should present primarily the school's opportunities for growth, expansion and involvement of people.
A Case Statement makes straightforward comments about the following:

(
The institution's programs and objectives, what it must do to improve or change its activities or aims, and why the institution is valuable to society.

(
The goals of the fundraising program to support the institution.  What are the funds to be used for?  How will the success of the program strengthen the institution?  Why is reaching the goals vital to the special publics of the particular institution, and especially to society?

(
Ways in which the institution will remain significantly productive in the next decade -- both through the generosity of its supporters and through its own efforts to operate more efficiently.

A variety of funding programs can then be developed.  Some of these include annual giving, capital campaigns, trusts and endowments, and deferred giving.  The school’s Advancement program focuses principally on Annual Fund, because it is the cornerstone of institutional support and that vehicle from which all other support is solidly derived.

A Case does not raise money by itself; it "positions" the school's program for Advancement.  It shows how the fund-raising program addresses issues and solves problems that concern your donor community.  It accomplishes this by presenting a distinctive stance that the school takes by way of contrast to other investment opportunities that compete for the attention, energies and dollars of donors.

The Case Statement of an institution provides a reason for giving.  It sums up the academic identity of your school and presents the educational philosophy and specific aims and purposes the school wishes to fulfill.  In order to reach a possible contributor, the school must first analyze and integrate its own objectives and then project them to outside audiences.  The mission communicated in the Case statement is a key element in pursuing a sound marketing strategy.

A marketing-oriented approach is necessary to analyze your school's position in the marketplace.  At the same time, focus should be on the interests of the donor and how these interests can be matched to the institution's objectives.  The winning campaign will be one that is marketed not in terms of institutional needs, but rather in terms of contributors' opportunities; by finding out constituencies' wants and needs and demonstrating how the institution can satisfy them.  

It is necessary to enumerate the institution's goals in terms of academic plans and programs, physical plant, student aid and other areas of need.  Once these causes have been identified, they should then be translated into fund-raising objectives.

Your Target Market - To Whom Is Your Case Addressed?

A Case focuses on the interests of donor prospects.  Who are your donor prospects?  What are the concerns of your prospective donors today?  

1.
The Official Family
Board, Faculty, Advisory groups, etc.

2.
Individuals

Alumni - What would attract the alumni of your school to invest in their alma mater today?

Parents

Grandparents

Past parents

Friends/Parishioners/Non-Parishioners

3.
Businesses
Privately-held small business, from Mom-and-Pop shops to leading major businesses and industrial firms

4.
Corporations

Publicly-held corporations, who are responsible to their stockholders, whose goal is profit, and whose wealth is to be shared under the principal of "enlightened self-interest"

5.
Foundations - private/family/corporate

6.
Organizations
7.
Government
In thinking about your Case this way - how the concerns of potential donors relate in a special way to your school, you have segmented your market.

AN EFFECTIVE CASE

(
Invites Investment - It serves as an investment prospectus - explaining why your school is a good investment.  Does the Case tell the prospective donor what will be accomplished?

(
Universal in approach - It's larger than the institution.  It doesn't speak about classrooms, but of leadership.  The Case stresses societal opportunities - portrays a vision for the future.

(
Optimistic - Evokes a sense of promise.  My investment will be a part of a successful and important enterprise.

(
Supportable and endorsed - Quotes from opinion leaders.  The Case describes the distinctive competitiveness of your school.

(
In format, the winning Case is Logical/Conservative/Brief (8-10 pages - not more than 15 pages).  Rational and emotional - It does tug at the heartstrings.  The heart and mind must respond to your Case.

(
Compelling - Direct - It should be easy to remember and able to excite and move your key volunteers.  Create a single central argument.  You want the Case to move people, especially people of power, to act now.

(
Sense of Urgency - Is action demanded?  Does the internal logic of your Case compel the reader/listener to take action?  (You will want to seek the Endorsement of key leadership.)

(
Your Case answers specific questions:

(
What program/projects will be funded?

(
What will be the lasting benefits of the success of this program?

(
Who are the volunteer leaders (by name)?

It is important to note right up front that what we are dealing with as we discuss the making of your Case is those very realities, techniques and principles that are involved in attracting dollars and volunteers to a successful institution - to your school.

Today, the formation of a Case is called for in any Advancement program.

1.
Once the Case Statement was prerequisite for a Capital Campaign.

2.
Now, the Case is required for the most effective Annual Fund program.

3.
Planned Giving uses the Case Statement in tying benefits of Planned Giving together with how the institution will use the funds to advance its institutional mission.

DEVELOPING THE CASE STATEMENT

1.
Self-Study of the Institution

 Ask about the image and reputation of the school

 Strength of the Board

 Decide how much involvement you want from your volunteers

 Who will author your Case? - a business leader with marketing or strategic planning experience is a great help

(NOTE:  You will help create a sense of urgency in your Case if you use a change in the environment, in demographics, etc., as a reason for the current plan proposed by the Case.)

2.
Development of a Strategic Long-Range Plan for the institution (five years) with financial projections.

3.
Define scope of Advancement program - specific projects to be funded.

4.
Write marketing strategy.

Define your target markets on one page - How will you articulate the benefits of your Advancement program relative to those of other institutions?

5.
Write Case outline (1 to 3 pages)

 This should come directly from your marketing strategy which tells you why you are going to say what.

 Go for simplicity and clarity.

 Test market - take outline to donor prospects for reaction and get an idea as to the Case's strengths and weaknesses.

 BEWARE!  "First call for money" - not asking to commit today - but important step in donor's decision-making process.

6.
Rewrite - approval of concept.

7.
Write the Case!

Aim for 3-4 pages - end up with 9-10 instead of the usual 15

Aim for:

Accuracy

Concreteness

Approval of facts
8.
Present to the Board.

Staff sets the stage for the volunteer

Volunteer presents the Case

We now have the tool needed to raise the money.

We can become more effective providers of Catholic education if we develop a true market orientation and build our Case for support accordingly.

Marketing Perspective

 Institution has no needs.

 External orientation - outside thinker

 Persuade

 Think before doing

 Offer investment opportunity

SAMPLE OUTLINE FOR A SCHOOL CASE STATEMENT

The following represents a typical outline of a Case Statement for working purposes.  It may be used as a check list to pull together additional material pertinent and important to the case.

Table of Contents

Preface or Summary.  This section should express

the essence of the case in one or two pages and

state overall goals to be achieved.

I.
Institutional Aim or Mission

A.
Role in education, Church, and society


B.
Philosophy of education


C.
Educational goals and program

D.
Important factors in its history -- heritage and distinctions that have endured


E.
Factors that appeal to:



1.
Students and their parents



2.
Faculty and administrators



3.
School Board, Alumni and volunteers



4.
Friends and community



5.
Past donors



6.
Potential leadership and prospective donors

II.
Institutional Accomplishment: Service - The school fulfilling its mission

A.
Responding to the needs of:

1.
Students

2.
Community/Parish

3.
Church

4.
Society


B.
Academic growth -- regular and special programs


C.
Students -- meeting their needs


D.
Faculty and administrators


E.
Alumni



1.
Further education



2.
Careers -- accomplishments



3.
Civic leadership


F.
Community service


G.
Improvement in school and physical facilities


H.
Financial viability



1.
Annual operations



2.
Capital -- current and endowment



3.
Methods used to finance accomplishments


I.
Philanthropic support -- distinctive gifts and bequests


J.
Where the School stands today

III.
Directions for the Future

A.
Programs and characteristics which must continue to endure


B.
New directions - Improvement/Enhancement of services, etc.

C.
Challenges and Opportunities from SWOT Analysis


D.
Educational objectives, curriculum, methods of teaching


E.
Students



1.
Number to be served



2.
Nature of student body


F.
Faculty and administrative requirements


G.
Governance requirements


H.
Financial policies



1.
Tuition and fees



2.
Business management



3.
Private gifts and grants



4.
Investment management


I.
Physical facilities



1.
Buildings



2.
Grounds



3.
Equipment



4.
Renovation

IV.
Urgent and Continuing Advancement Objectives

A.
Priorities and costs



1.
Endowment for:




a.
Student financial aid




b.
Faculty




c.
Library




d.
Laboratories




e.
Operation of building




f.
Maintenance



2.
New building or addition/wing



3.
Re-development and renovation of present facilities



4.
Debt reduction

V.
The Advancement Plan - The Plan of Action to Accomplish Future Objectives

A.
Goals and Priorities


B.
Proposed programs



1.
To support current operations



2.
To support capital objectives



3.
To support special programs or projects



4.
To support endowment


C.
Organization


D.
Timetable


E.
Resources



1.
Constituent sources



2.
Range of gifts needed



3.
Opportunities for memorials and tributes



4.
Methods of giving


F.
Leadership



1.
Administration



2.
Board

3.
Publics

4.
Volunteer team

5.
Staff

VI.
Meaning of Success

A.
To the future of the school


B.
To the community


C.
To Church

D.
To society
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