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What Is a Case for Support?

• Source of truth that aligns internal stakeholders around consistent messaging

• Core messaging that can be broken down into smaller components for 

different audiences and channels; basis for your “elevator pitch”

• Answers questions like: 

• What is the problem or need you are addressing?

• Why is your organization the right one to address the problem?

• What is your solution?

• What impact will your solution create?  How will it change your 

community?

• How much will it cost and what are your funding needs?

• Can be used in all settings
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Key Principles

• A case for support is NOT a stand-alone document to be shared 

externally or used as a proposal template.

• A well-written case for support answers donor questions before they are 

asked.

• A case for support is used as core messaging, not a final product.

• Desktop publish your case for support to maintain relevant stats.
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Sample Introduction

For 40 years, the Kansas Food Bank (KFB) has been dedicated to providing 

comprehensive and compassionate HungerCare whenever and wherever it is needed. 
Every day, KFB collects, sorts and distributes food to a vast network of more than 700 
partner agencies where community members can receive food and services.  

The Kansas Food Bank serves one of the largest geographic service areas of any food 
bank in the Feeding America network through its main distribution center in Wichita, KS, 

and a warehouse in Independence, KS, both on the eastern side of the state. KFB has 
identified an opportunity to better serve the increase in need experienced by food-
insecure neighbors in the western, more rural communities of Kansas. This strategy centers 

around a transformative $10,000,000 Building a Healthier Tomorrow capital campaign.  In 
a dedicated effort to address the pressing challenges of food insecurity in western Kansas, 
the campaign will focus on the establishment of a new western Kansas hub and providing 

resources needed by regional partner agencies to increase their capacity to distribute 
healthy food.  



Framing Your “Why”

• Create a narrative; your case for support is your unique story to tell

• Collaborate across teams for information that strengthens your case

• Know your audience; write with donors in mind

• Seek feedback

• Update regularly; the case for support is a living document



Tips for Writing

• Consider the voice and tone of your organization

• Voice: I/We

• Tone: donor-centric, community-centric, asset framing

• Key components of a case for support:

• Need, Mission, Solution, Impact, Budget

• Use AI as a tool, not a solution

• Provide an offer structure or value proposition (ex: $1 = 3 meals)

• Handout: Case for Support Template with Question Prompts



Incorporating Storytelling

• Stories illustrate impact past statistics and narrative

• Create a story bank of different stories for tailored donor communications

• Handout: Story Collection Template

• Resource: Strength, Dignity and the Power of Story Webinar

https://cecilcommunication.com/resource-center/strength-dignity-and-the-power-of-story/


Storytelling Examples

After graduating high school with an Individualized Education Program, Natasha pursued 

independence until her world was rocked by the passing of her mother and brother. Her grief made it 

difficult to find a path forward. In 2015, Natasha joined the Goodwill Empowerment Works program, 

which helps adults with IDDs design their future with tailored job training and community support. Now, 

she is thriving personally and professionally.

“I’m proud of myself because I’ve come a long way. Goodwill gave me a lot of training and support. 

They helped me grow stronger, and now, I love the woman I am." -Natasha

Verrenthia, 58, makes it a priority to create balanced meals at home for her husband, Leon, and their 

three kids, JT and Natalie, who are young adults, and Princeton who is 8 years old. 

While Princeton is growing and thriving, the family’s older children are working hard to build their 

futures. Natalie is close to finishing her nursing degree, and JT is a truck driver saving up to move into his 

own place. Leon works full-time to support the family, but due to mobility challenges, Verrenthia is 

unable to work. 

Despite everyone contributing what they can, it’s still a struggle to afford the nutritious food that four 

adults and one growing child need, especially with the rising cost of living. 

You can help. Please join our incredible matching challenge to share nourishing food for more families 

like Verrenthia’s. 



Messaging for Multiple Channels
• Your case is the core message; channels are different ways to package 

and deliver it (omnichannel communication)

• Common channels:

• Case for Support: source of truth, internal doc

• One Pager: leave behind or pre-read

• Slide Deck: bullet points, visuals, data

• Major donor: executive summary and grant proposals

• Website: high level overview, visuals

• Summary: one paragraph intro for email, letters, etc

• Social Media: 1-sentence hook, visual, direct call to action

• Adapt length, tone and format to channel norms while keeping key points 

from your case (your “why”)



Messaging for Multiple Channels

• Handout: One Pager Template

• Handout: Designed Case for 

 Support Example

• Example: Infographic One Pager



Messaging Example: Letter



Messaging Example: Email



Messaging Example: Social Media
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Key Takeaways

• Your case for support is the foundation for all messaging across the 

entire organization.

• Stories help reinforce an emotional connection to your mission.

• Consistently apply messaging across multiple channels.  It should 

become the shared language across development, communications, 

leadership and board.



Thank You

vmathews@cecilcommunication.com    bcecil@cecilcommunication.com 
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