
The WHY? Imperative 
Social Investment and Lasting Impact



Fundraising and resource development in 
this challenging economic climate will 
test not just your strength. 

It will test your soul. 



THE “WHY” IMPERATIVE 
Taking a cue from good corporate 
marketing to improve our fundraising







Beyond Boxtops and Cookie Dough



Beyond Boxtops and Cookie Dough







Marketing language is less “transactional” 

“Change hands” vs. “Purchase items.” 

Focus on the story of Heath: longevity, 
originality, lifestyle, quality and 
craftsmanship 

Human element in all marketing



Handmade or honed items 

Focus on workmanship and the workers 

Living wage 

Sustainability 

Heirloom







Nonprofits tend to be lousy at the “Why” 
because we’ve been told far too often 
that it’s what we do and how we do it 
that matters.  

That the “why” is already built into our 
missions. 

THE GREAT NONPROFIT MYTH





Every child needs 
education to succeed. 



ALL organizations should have a strong, 
well-written argument for why people 
should support your cause.  

Support could comprise 
• Volunteerism 
• Committee Service 
• Board Service 
• Employment 
• Use of Services 
• Advocacy 
• Financial 

BUILDING YOUR CASE



Build a strong case for support by first 
asking “WHY?” 

Why do you exist? 

Why is your organization a good social 
investment opportunity?  

Why is your organization necessary to 
enrich, engage and enliven your 
community?  

WHY SUPPORT THIS 
ORGANIZATION?



Why do you need an investment today? 
(Time, Treasure and/or Talent) 

Establish immediacy. If education is in 
crisis, show why you exist to mitigate 
that crisis. 

Why is your organization poised at this 
very moment to deliver and implement 
solutions to complex problems?   

WHY SUPPORT THIS 
ORGANIZATION NOW?



What are the needs of the community? 

How can we address those needs with 
our programs?  

What do we require to get the job done? 

Who will help us with these tasks? Who 
will benefit?  

What will we accomplish with YOUR 
support?   

WHAT, HOW AND WHO?



What outcomes can we expect from our 
partnership? 

How will our partnership impact our 
children? Parents? Schools? 
Communities?  

What long-term effects will emerge 
thanks to an immediate investment? 

MAXIMUM IMPACT



Approach everything you learn today 
and ask yourself “Why?” 

Follow up today’s learning by developing 
a Case for Support with your team and 
your board of directors.  

Communicate the “Why?” message in all 
of your fundraising, board development, 
volunteerism and advocacy activities. 

FINAL THOUGHTS
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THANK YOU


