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ABOUT CCS

74
years of 

experience

300+
professionals

500+
clients served 

annually

15
offices worldwide

250+
cities in 13 

countries in 2020

$15B
managed in 2020 
campaign goals 



TODAY’S PHILANTHROPIC LANDSCAPE
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IMPACT OF COVID-19 ON UICC ’S MEMBERSHIP

19% 19%
13%

51%
61%

33% 31%
32%

21%
15%

25% 21% 31%

8% 3%
15%

11%
16% 7%

4%

4%

3%

1%
2%

3%

3%

6%

6%

1%

1%

3%
8%

1%
9%

14%

2020 income v
budget?

2021 income v
budget?

Reduction in
activities or

services?

Temporary
reduction in

staff/salaries?

Permanent
reduction in

staff/salaries?

Not applicable

Increased

Reduced by up to 100%

Reduced by up to 75%

Reduced by up to 50%

Reduced by up to 25%

No change

Source: Pulse Survey Preliminary Report

IMPACT ON INCOME AND ACTIVITIES
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IMPACT OF COVID-19 ON UICC ’S MEMBERSHIP (CONT ’D)

Source: Pulse Survey Preliminary Report

CURRENT FINANCIAL CONCERNS

63%

48%

30%

22%

16% 14%

5%

Public
Fundraising

Philanthropy Cash-flow Government Delayed / Non-
payment

Other Business
Closure
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PHILANTHROPY IS RESILIENT IN TIMES OF CRISIS

Total American Giving, 1979-2019 

(in billions of dollars)

Stock Market 
Crash

9/11

The Great 
Recession

H1N1

Ebola

Hurricanes 
Maria & 
Harvey

Hurricane 
Katrina

Chicago Heat 
Wave

United States 
Heat Wave

Super Outbreak 
(Tornadoes)

Hurricane 
Sandy

$449.64 billion

Source: Giving USA 2020

https://givingusa.org/
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$47.7M

$68.1M

$127.3M

$152.4M

$342.8M

$20.2B

Hurricane Dorian
(2019)

Hurricane Maria
(2017)

Hurricane Irma
(2017)

Australian Brushfires
(2019)

Hurricane Harvey
(2017)

COVID-19
(2020-21)

COVID-19-RELATED PHILANTHROPY FAR EXCEEDS 
FUNDING FOR OTHER RECENT DISASTERS

Global Philanthropic Funding for COVID-19 Compared with Recent Disasters 

Based on data, in U.S. dollars, collected for roughly six months following each disaster. 

Source: Center for Disaster Philanthropy: Philanthropy and COVID-19 in the First Half of 2020 (2020)  and 

Philanthropy and COVID-19: Measuring One Year of Giving (2021)

https://disasterphilanthropy.org/
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THE PHILANTHROPIC RESPONSE TO COVID-19 IS GLOBAL

Sources: Third Sector (2020), Cape Talk (2020), The NonProfit Times (2021)

https://www.thirdsector.co.uk/public-donated-additional-800m-charity-during-first-lockdown/fundraising/article/1698657
http://www.capetalk.co.za/articles/403146/covid-19-solidarity-fund-saved-280-000-south-african-households-from-hunger
https://www.thenonprofittimes.com/report/covid-global-outlook-fuel-boom-in-chinese-philanthropy/
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IMPACT OF COVID-19 IN EUROPE

Source: The Impact of COVID-19 on Nonprofits in Europe, Salesforce and the European Fundraising Association, December 2020

• Since the pandemic struck, nonprofits have 
ramped up their use of digital to raise funds, 
engage with supporters and deliver services.

• 65% of organisations have found new ways to 
deliver services, with an increase in those being 
offered online.

• 47% of organisations reported an increase in 
money donated online.

TOP 3 CHALLENGES CITED:

How did COVID-19 impact your fundraising?

Raising 
sufficient 

funds

Reaching and 
engaging 

supporters

Increasing 
digital skills 

1 2 3
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EUROPEAN ORGANISATIONS ANTICIPATE LASTING CHANGES

Source: The Impact of COVID-19 on Nonprofits in Europe, Salesforce and the European Fundraising Association, December 2020

When asked how the pandemic 
was likely to impact future 
fundraising, only 11% of 
organizations thought their 
strategy was likely to stay the 
same.
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DONORS ARE STEADFAST AND LOYAL IN THEIR GENEROSITY

46%

50%

4%

46%
I have given 

notably more

50% 
I have given 

about the same

4%
I have given 
notably less

9 out of 10 donors said they maintained 
or increased their giving in 2020 as a result 

of COVID-19 and its impact.

2020 
GIVING 
LEVELS69%

17%

10%
5%

$310 billion
Individuals

$76 billion
Foundations

$43 billion
Bequests

$21 billion
Corporations

$450 billion
Total

Americans give more than 
$1 billion a day.

Sources: Giving USA 2020; Fidelity Charitable: “A Year Unlike Any Other: How Donors Plan to Approach Giving at 2020’s Year-End” (2020)

https://givingusa.org/
https://www.fidelitycharitable.org/content/dam/fc-public/docs/insights/2020-end-of-year-donor-giving.pdf
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NON-PROFIT FUNDRAISING IS IMPROVING OVER TIME

63%
56%

53%

44%

23%

21% 19% 18%
14%

23%
28% 39%

May
2020

June
2020

September
2020

January
2021

Decline Neutral Increase

CCS Philanthropic Climate Survey: 
Impact of COVID-19 on Your Nonprofit’s Fundraising

Fundraising Effectiveness Project:
Overall Donations to Nonprofits

growth in overall giving from 
2019 to 2020

10.6%

Sources: CCS Philanthropic Climate Survey (2021); Chronicle of Philanthropy (2021)

http://go2.ccsfundraising.com/PhilanthropicClimateSurveyEditionIV_DownloadPage.html
https://www.philanthropy.com/article/buoyed-by-small-donors-giving-grew-10-6-in-2020-study-finds
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Sources: IUPUI Lilly Family School of Philanthropy, 16 Years of Charitable Giving Research (2019); Bank of America and IUPUI Lilly Family School of Philanthropy: The 
2018 U.S. Trust Study of High Net Worth Philanthropy (2018); Blackbaud: Vital Signs Part 3: How Major Donors are Shaping Philanthropy (2020)

*Wealthy defined here as having annual household income of $200,000+ and/or a net worth of $1,000,000+

INDIVIDUAL CHARITABLE GIVING IS COMING FROM A 
HIGHER CONCENTRATION OF WEALTHY HOUSEHOLDS

Nearly half of charitable giving is coming from the top 1%.

53% 
of the general 

population gives 
($2,763 on average 

annually)

90%
of wealthy 

households give 
($29,269 on average 

annually)

20% 
of households 

provided 80% of 
all giving by value 

1% 
of households 

provided 45% of 
all giving by value

https://scholarworks.iupui.edu/handle/1805/21470
https://scholarworks.iupui.edu/handle/1805/6309
https://institute.blackbaud.com/vitalsigns/
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VIRTUAL DONOR ENGAGEMENT IS INCREASINGLY THE NORM

21% 
growth in online giving from 

2019 to 2020

Source: Blackbaud 2020 Charitable Giving 
Report (February 2021)

61%
of CCS survey respondents have 
held an online fundraising event

Source: CCS Philanthropic Climate Survey, 
4th Edition (January 2021)

56%
of CCS survey respondents have 
requested a major gift virtually

Source: CCS Philanthropic Climate Survey, 
4th Edition (January 2021)



MAKING YOUR CASE FOR 
SUPPORT EFFECTIVELY
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WHAT IS A CASE FOR SUPPORT?

The Case for Support is 

the statement of your 

cause explaining what 

your nonprofit does, 

why it’s important and

why people should 

support you.
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MAKING THE CASE AS CEO: HIGH-LEVEL BRIEFINGS

Conduct a regular series of Zoom briefings or 

online roundtables on relevant topics to raise 

your profile and more powerfully and 

consistently position your organization as a 

thought-leader.

Cathedral of St. John the Divine, NYC briefing with Former Prime 
Minister of Australia, Kevin Rudd

A special briefing on Autism hosted by the Duncan NRI in Houston
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MAKING THE CASE AS CEO: STRATEGIC MECHANISMS

The CEO’s role (and opportunity!) is different from that of staff.
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MAKING THE CASE AS CEO: SPECIAL ENGAGEMENT 

Establish a volunteer “International 
Council” and invite your best 
stewards to join it. It provides a 
substantive way of gathering 
stewards together and in the user-
friendly terminology more likely to 
resonate with the media and others.
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MAKING THE CASE AS CEO: BACKING THE WHOLE MISSION!

Anchor Investors



RECOMMENDATIONS AND NEXT STEPS
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RECOMMENDATIONS AND NEXT STEPS

Identify the most essential, 

unique, mission-critical 

aspects of your work that 

would benefit from 

philanthropy

Think about ways to 

package your existing work 

to attract new funding

Consider establishing a 

consistent schedule of 

Zoom briefings and 

opportunities for larger 

donors to give and get 

involved

1 2 3



For more information and resources, visit ccsfundraising.com

THANK YOU!

https://ccsfundraising.com/


APPENDIX



Context 
Setting

The 
Opportunity

The 
Plan

The 
Need

The Call 
to Action

Why should I 
invest in your 
organisation?

What challenge 
does your 
organisation
solve?

Why is this need 
urgent?

How can I 
participate?

What are the 
opportunities to be 
recognized?

What is the 
fundraising goal?

How will that 
goal be achieved? 
Over what 
timeline?

What will your 
organisation do?

What impact will 
it have on the 
community? 

Why is this the 
right solution?

Establish 
credibility and 
showcase the 
distinct value 
proposition of 
your organisation

Outline a clear 
need that 
resonates with 
your audience

Show impact and 
inspire the 
audience to see 
themselves as 
part of the 
solution

Introduce your 
organisation as a 
way to solve for 
this need

Clarify how the 
goal will be 
accomplished

Guiding 
Questions

Objectives

Case 
Elements

THE CASE FOR SUPPORT
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Your Case for Support makes a compelling argument as to why your organisation is best placed to solve 
for a specific need or problem and includes:

▪ Credibility: What statistics, data points, testimonials, and previous successes lend support to your 
case?

▪ Leadership: Who are the individuals involved and how have they demonstrated sound judgment and 
a compelling vision (e.g. senior leadership, trustees, major donors, etc.)?

▪ Experience: What experience do you have in implementing these programs? What makes you stand 
out from peer organisations? 

▪ Value for Money: How do you maximize the investment made by your supporters? 
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Context 
Setting

Why should I invest in your organisation?



What community or personal need is your 
organisation solving for? Why is this need urgent?
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The 
Need

▪ A Strong Case Starts with Why:

▪ Need: Outline a clear need that you are responding to; seek to persuade rather than inform. Tell a story.

▪ Urgency: Clarify the urgency. Why do you need support now?

▪ Implications: What will happen if you are unable to mobilize these resources?

Donor-centric           Urgent Compelling

Why me?            Why now?            Why this?



What will your organisation do with donors’ 
investment?  What impact will it have? Why is this 
the right solution?
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The 
Opportunity

▪ What Will You Do : Connect your work with the desired outcomes. Use language that prospective 
donors care about and anticipate their questions; messaging is often informed through planning 
conversations.

▪ Impact on Community: What impact will your organisation have on the community? 

▪ Impact on Donor: What will their investment leverage? 

▪ Inspiration Leads to Investment:  “This is the problem we’re solving…”

“This is what you help us accomplish…”



What is the financial goal? How will that goal be 
achieved? Over what time frame?
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The 
Plan

▪ Establish a Goal: Donors will be motivated to give when they are part of a larger effort driving 
toward a specific dollar amount. This helps motivate you and your team, too!

▪ Share Who is Giving: What progress have you made towards your goal? What percentage will 
need to come from philanthropy? The private sector? Individuals? New donors are more likely to 
invest alongside others who are giving.

▪ Balance: Strike a balance between specific needs and more general funding priorities.

▪ Do the Legwork: Fundraising plans often include a financial breakdown of how funds raised will 
be allocated and a clear roadmap to accomplishing the goal.



How can a prospective donor participate?
What are the opportunities for him/her to be recognized?
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The Call 
to Action

▪ Establish a Personal Connection: People give to people, and leadership that they trust.

▪ Extend an Invitation: Invite people to take part in your work by donating, as well as giving of their 
time and connections.

▪ Recognize Donors: Ensure meaningful stewardship and recognition opportunities commensurate 
with their level of investment. 

▪ Reiterate the Connection: Make the connection between their gift and the impact they care about.  

▪ Make it Easy: Create multiple pathways for people to give; encourage them to make multi-year 
commitment; allow them to set up monthly or annual payments.


