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The Ten Elements of a “Sticky” 
Case for Support

Evangeline Pattison, Consultant, TFG

The FOCUS Group
Our Core Services
○ Targeted Advancement Counsel
○ Strategic Planning
○ Feasibility Studies
○ Capital Campaigns
○ Research and Foundations
○ Training and Tools
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Strategic Planning Guides the Case

● Affirms your mission and vision
● Validates predicted outcomes
● Creates "buy in" by key constituencies
● Demonstrates organizational competence
● Re-examines strategic assumptions
● Signals leadership effectiveness

The Fundraising Case
● What is it?

○ Best, clearest articulation of your mission and how you 
fulfill that mission.

○ Required budget and proposed strategy to raise the 
needed funding.

○ Includes deliverable and measurable outcomes.
● How is it used?

○ In personal meetings with prospective donors where the 
individual or couple has been told prior to the meeting 
that there is a fundraising agenda.

● Who is it for? 
○ Major Donors
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Ten Elements of Case for Support
1. Theme / Title Page
2. Need
3. Mission
4. Lifetime Value
5. Program
6. Accomplishments
7. Vision for the Future
8. Financial Needs
9. Gift Plan
10. Leadership Profile

Theme
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Theme

● Often the hardest piece of the case to decide 
on.

● Will appear as a single thread throughout.
● Should express, in a creative way, the 

communications objective of your case 
statement.

BROKEN FOUNDATIONS
No home—No hope

ROOTED IN LOVE
Our mission

LAYING THE GROUNDWORK
Founded in faith

RESTORING A FOUNDATION
Meet Will Winder

STORIES OF STRENGTH
Giving rise to a new life

PILLARS OF SUPPORT
How we help

BOLSTERING A COMMUNITY
Our impact

FUNDING OUR FOUNDATION
The cost of providing hope

A STRONG BASE
Our leadership
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ROOTS
Establish deeply and firmly

MADE TO THRIVE

DEVELOPING ROOTED LEADERS WHO 
THRIVE

DEEPENING OUR ROOTS

STRENGTHENING OUR TRUNK & 
BRANCHES -
EMPOWERING ASSOCIATES

A STRONGLY ROOTED FUTURE

NOURISH THE SOIL

GROWING DEEP TOGETHER

THRIVING PARTNERS

Need
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Need

• The problem your organization is addressing
(not financial needs).

• Use a combination of statistics and anecdotal 
information.

• Don’t overstate - may discourage donors.

J
O
P
P
A

11

12



10/20/2022

7

C
E
N
T
E
R
E
D

Mission

13

14



10/20/2022

8

Mission

• Why you exist - uniquely designed to address 
the need.

• Use your mission statement - do not recreate 
the wheel, but use fresh language and 
interpretation.

• Include core values, and/or a brief history or 
timeline of your organization.

• The appeal should relate back to mission.
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Lifetime 
Value

Lifetime Value

• What is the long-term impact of your mission on 
individuals and communities?  Over 10–20 years?

• Assure donors of the return on their investment.
• Do not forget human interest - stories, quotes, 

testimonies.
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Program

Program

• How you do what you do.
• Scope of programs and activities.
• Who are you serving?
• How are you serving them?
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Accomplishments

Accomplishments

• Describe the impact of your programs on 
those you serve and the greater community.

• Use whatever possible to illustrate impact:
• Objective data   
• Anecdotal data - stories, testimonials
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Vision for 
the Future

Future Vision

• Where is your organization headed over the 
long-term? (Strategic Plan)

• Relate the vision to the mission and goals.
• Show how your fundraising will help fulfill this 

vision.
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Financial 
Needs

Financial Need

• Describe in terms of program.
• Airtight numbers.
• Show sustainability.
• Be ready with detailed, supplemental 

information, but don’t lead with it.
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Gift 
Plan

Gift Plan

• This will be based on what we understand 
about the prospects.

• List # of gifts needed at each level to reach goal.
• Three sections:  top, middle, and low tiers.
• People can see where their gift fits into the 

larger goal.
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Leadership 
Profile

Leadership Profile

• List board, committee/s, key staff.
• Include contact information.
• Printed on the inside back cover or back 

cover.
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Next Steps

• Begin by developing your content following 
the Ten Elements.

• Move into the design stage.
• Practice presenting. 
• Print small batches.
• Ask permission to present your case and make 

an ask.

Thank you for 
joining today!

Evangeline Pattison, Consultant
epattison@thefocusgroup.com
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