
A Case to Remember:
Developing an Effective and Convincing Case for Support

In 1963, Dr. Martin Luther King stood in front of millions 

of people and said “I have a dream.” 

He did not say, “I have an interim strategic plan and a 

couple of overheads.” He had a vision of what he would 

like the world to be and declared it boldly. 

Think of this when developing your Case for Support. The 

strength of a Case for Support is directly proportional to 

its ability to relate to the personal concerns and interests 

of the reader. It should motivate the reader and convince 

them that their contribution will be as rewarding for them 

as it is for you. 

A convincing, documented Case is not a shopping list 

of needs. It is an articulation of opportunities to improve 

or expand programs and solve problems. A quality and 

effective Case has simplicity, good taste and a logical order. 

Effective Case for Support
The prime purposes of an effective Case is to:

•	Provide leadership agreement on the projects scope, 

relevance and priority

•	Enlist influential volunteer leadership to the team

•	Serve as the basis for all printed materials related to 

the campaign

•	Furnish a conversation piece for effective cultivation 

and solicitation

Characteristics of a Convincing Case for Support
As the Case is being crafted, keep in mind the reader’s 

concerns and questions, because the ultimate goal is to 

engage and involve the reader. Common questions that 

readers will have, and should be addressed in the Case, are:

•	What are the dimensions of the problem to be solved 

by your organization?

•	What is being done about the problem?

•	What still needs to be done?

•	What does your institution propose to do about the 

problem – now and in the future?

•	Why is your institution the best one to solve  

this problem?

•	What will it cost?

•	What action should the reader take?

Other important characteristics of a convincing Case for 

Support are:

It is bigger than the organization

There must be value to society rather than just a benefit to 

your organization. How will quality of life be improved long 

term rather than short term? Stress opportunities more 

than needs. Emphasize the ability of your organization to 

address a pressing problem in the world today.

It conveys a sense of urgency

Emphasize the necessity of taking positive action now. 

It has broad appeal

Your readers may be varied and diverse but can be united 

on the issues presented. Remember, you are addressing 

a societal need, not your organization’s. The program 

presented is what the organization must have in order to 

address that larger community (or constituency) need.



It is supportable

You must provide evidence that your organization is 

capable of carrying out the program and that the people 

involved are capable of achieving the objectives.

It is centered on matters of current interest

Focus on the future rather than celebrating the past.

Focus on what must be done now to meet tomorrow’s 

requirements, rather than what was done yesterday to 

meet today’s needs.

It is both rational and emotional

It should be written logically to satisfy the mind as well 

as emotionally to evoke a sympathetic response in the 

reader – heart and head work together. The reader should 

feel pride in the organization, high hopes for the future 

and a sense of moral purpose leading to a desire to 

become part of a personally fulfilling enterprise.

It is brief

Can you do this in 10 pages? Write it simply and clearly.

It has an optimistic tone

Express confidence in your ability to accomplish your 

goals and objectives, “We will be successful – this is 

too important.” Philanthropy and altruism flourish in an 

atmosphere of optimism and universality. Do not give in 

to “We will fail if you do not help.” Instead use, “With your 

support we will be able to achieve these worthy objectives.” 

Your goal is to convince your readers that their gift, at this 

time, will bring them the rewards they desire by helping to 

further an outstanding cause.

Effective fundraisers do not talk about hospitals, 

emergency rooms or out-patient clinics, they talk 

about health. They do not talk about schools, colleges, 

endowment, science buildings and chairs, but excellence 

in education and the search for truth. They do not talk 

about galleries, theatres, books, symphony halls or 

hangings, but a fuller enrichment of life.

It is imperative to create an effective and convincing 

Case for Support to be successful in meeting your 

organizational goals. What your organization does 

contributes to the improvement of the quality of life. 

Express that. Because of what you do, the world is  

a better place. 
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