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CASE DISTRICT V
NEW ADVANCEMENT

PROFESSIONALS
December 10, 2011

Your Profession and Your 
Professional Association

CASE President John Lippincott

Presenter
Presentation Notes
Thank you, …
I’m delighted to be here with you…
I wanted to share with you some thoughts on your profession and your professional association.




AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS
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Presenter
Presentation Notes

I’ll begin with some information about CASE, then talk about the advancement profession.

I’ll close with some thoughts on your career.




CASE OVERVIEW

• Only non-profit dedicated to educational 
advancement

• One of the largest associations of 
educational institutions in the world

• Headquartered in Washington, DC; 
offices in London, Singapore, Mexico City
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Presenter
Presentation Notes
While there are other organizations that serve elements of advancement, CASE is the only one that integrates alumni relations, fundraising, communications, marketing and related activities.
We are the second largest association of educational institutions in the world.
The headquarters is in Washington, DC with offices in London, Singapore, and Mexico City.
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• CASE founded in the U.S. in 1974 through 
merger of:
American Alumni Council (1913)
American College Public Relations Assoc. (1917)

• CASE Europe founded in 1994

• CASE Asia-Pacific founded in 2007

• CASE América Latina founded in 2011

CASE HISTORY

Presenter
Presentation Notes
CASE was founded 37 years ago from the merger of two predecessor organizations.  We are coming up on the hundredth anniversary of one of those organizations.

In 1994 we established CASE Europe.
CASE Asia-Pacific was founded in 2007 and CASE America Latina just this year.
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CASE DISTRICTS

Presenter
Presentation Notes
Our North American operations include eight districts.

As I hope you have figured out, you are in District V.  Primary activities for the districts are an annual conference and an awards program that complement activities at the national and international level. 



CASE SERVICES

• 150+ Conferences – in person, online

• Publications – in print, online

• Research and information services

• Advocacy and government relations

• Recognition programs

• Professional network
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Presenter
Presentation Notes
Those activities include:
more than 150 conferences a year
CURRENTS magazine, our online newsletter BriefCASE, a books catalog with more than 100 titles
 a research program that conducts more than 20 surveys a year and an information center that answers queries from members
 advocacy for advancement in DC, state capitols, and on campus
 an awards program that receives more than 3,000 entries a year
- a worldwide network of 65,000 colleagues



CASE SERVICES
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Presenter
Presentation Notes
Information about all these services and access to a rich array of information resources can be found at case.org .
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• 3,471 Institutional Memberships
• Not-for-profit Tertiary Education 
• Not-for-profit, Elementary/Secondary Education
• Affiliated Foundations
• Affiliated Alumni Associations
• University System Offices

• 17,877 Premier Memberships
• 65,960 Individual Practitioners

• 186 Educational Partners

CASE MEMBERSHIP

Presenter
Presentation Notes
As I mentioned we are one of the largest associations of educational institutions in the world.  Our membership currently stands at a record high of 3,471.
We serve independents schools as well as colleges and universities both public and private.
Within those institutions, there are roughly 65,000 practitioners and nearly 18,000 of them hold premier memberships.
We also have 186 educational partners – firms and consultancies that provide various services in support of our work.
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• CASE Institutional Member Profile:
32% Elementary/Secondary Schools
22% Outside the U.S. (74 Countries)

• CASE Individual Member Profile:
68% Female; 32% Male
37% Development
25% Communications/Marketing
14% Alumni Relations
13% Overall Advancement Management
11% Advancement Services

CASE MEMBER PROFILE

Presenter
Presentation Notes
Roughly a third of our member institutions are independent schools.  And more than a fifth of our members are outside the U.S.

Two-thirds of our individual members are female.  A plurality, but not a majority, of them work in fundraising.   Followed then by communications and marketing, alumni relations, advancement management, and advancement services.
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More than 3,500 volunteers:
– Governing boards
– Advisory bodies
– Conference planners
– Conference faculty
– Authors
– Awards judges

CASE VOLUNTEERS

Presenter
Presentation Notes
CASE members are heavily engaged in the running of the organization.  In any given year, some 3,500 volunteers help govern and advise the organization and help plan and deliver our programs.



CASE CULTURE

• Member-focused … give us feedback

• Volunteer-directed … get involved

• Collegial … share knowledge

• Professional … use standards, guidelines

• Inclusive … broaden your horizons
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Presentation Notes
And that is very much part of the CASE culture.  Our focus is on members, so we need your regular feedback.  As I’ve just said we are volunteer-directed and dependent, so we hope you will get actively involved.  This is a remarkably colleagial organization – so copy and steal everything.  We are also highly professional, so use the standards, guidelines, management checklists, and best practices that we offer.  And we are a very inclusive organization because we think everyone benefits from interactions with a wide variety of institutions and individuals.




AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS

COUNCIL FOR ADVANCEMENT AND SUPPORT OF EDUCATION 13

Presenter
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I’d now like to say just a few words about  your profession -- the field of educational advancement.  

I’ll say a few words about the factors for success in advancement as a whole and each of the major disciplines and also a bit about how things have changes since the recent global economic crisis.



ADVANCEMENT

– Fundraising 
(Development)

– Alumni Relations
– Communications
– Marketing
– Advancement 

Services

– Government 
Relations

– Community 
Relations

– Special Events
– Etc.
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Advancement Management Functions Include:

Presenter
Presentation Notes
Advancement is the set of management functions that usually includes fundraising, alumni relations, communications and marketing, as well as advancement services (the research and database operations).

Increasingly, we are seeing institutions include government and community relations in their advancement offices.  And there are even a few places that have placed enrollment management within the advancement office.




ADVANCEMENT

The goal of the educational advancement 
operation is to strengthen support among 
key constituents who can influence the 
ability of the institution to fulfill its mission 
and achieve its vision.
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Presenter
Presentation Notes
What binds the advancement disciplines together is a common goal.  And that goal is to ensure the support of those who can significantlyaffect the institution’s ability to fulfill its mission and achieve its vision.
And while that may sound simple, it is actually one of the most complex responsibilities within an institution.  With the exception of the president’s office, I can think of no other campus operation that manages as many diverse constituencies or as wide a range of projects as the advancement office.



ADVANCEMENT

– Strategic
– Planned
– Integrated
– Long-term
– Research-based
– Results-oriented

– Ethical
– Client-centered
– Team-driven
– Well-resourced
– Customized
– Innovative
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Successful Advancement Programs Are:

Presenter
Presentation Notes
What makes for a successful advancement operation? I’ll just mention four factors:
Strategic – everything advancement does should have a clear connection to the institution’s mission and vision.
Integrated – whatever the office structure, the advancement functions must work together on common goals.
Long-term – those common goals should look well beyond next year.
Ethical – trust is a critical asset that must be repeatedly earned.  CASE standards can help in this regard.



ADVANCEMENT

The “New Normal” Requires:
• A compelling and distinctive story
• Creative uses of new technologies
• Ongoing, sensitive stewardship
• A strong, emotional connection
• Eternal optimism
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Presenter
Presentation Notes
All of these success factors continue to hold despite the challenges of the current economic climate.  If there is a new normal for advancement, it is a lot like the old normal, just harder.
The  institutions that are most successful in the current environment are those with a compelling story to tell, that use social media effectively, that are sensitive to the changing circumstances of their key constituents, that make a strong emotional connection with those constituents, and that believe “this too shall pass.”



AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS

COUNCIL FOR ADVANCEMENT AND SUPPORT OF EDUCATION 18

Presenter
Presentation Notes
Now let me say a few words about each of the major advancement areas, beginning with fundraising.  




FUNDRAISING
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Successful Fundraising Programs:
• Ask!
• Thank!
• Value lifetime engagement with donors
• Align donor passions, institutional goals
• Recognize that people give to people
• Recognize that people give to winners
• Use campaigns purposefully

Presenter
Presentation Notes
The fundamentals of successful fundraising programs have not changed.
The single greatest predictor of fundraising success is still the number of times you ask.  And the single greatest factor in determining the number of asks is still the number of people asking.  
Stewardship is more important than ever.  And campaigns will continue to play an important role, since on average they bring in 40 percent more than an institution would raise otherwise.



FUNDRAISING
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The New Normal for Fundraising Requires:
• Rethinking campaigns
• Reframing the case
• Reconnecting with donors
• Redoubling efforts
• Recalibrating goals

Presenter
Presentation Notes
If the fundamentals haven’t change, what has since the global economic crisis?
With regard to campaigns, some are modifying their structure, making them shorter, smaller, and narrower … taking the emphasis off the big dollar figure and placing it on impact.
Donor relations are more about listening and about flexibility.  And while some institutions may be recalibrating expectations, they are also redoubling their efforts.
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Presenter
Presentation Notes
To that point, one way of recalibrating expectations is to use the CASE Fundraising Index.  It is a semiannual survey in which we ask fundraisers to estimate their results for the year just ended and predict the results for the year ahead.  The most recent survey was conducted in July and our members estimated they ended the academic year up 4.7 percent and they predicted that fundraising will increase another 5.5 percent during the current academic year.  That is almost even with the 20 year average of 5.6 percent annual growth.




AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS
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Presenter
Presentation Notes
Now let’s take look a quick look at alumni relations…
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ALUMNI RELATIONS

Successful Alumni Programs:
• Value alumni in a variety of roles (advocate, 

donor, exemplar, etc.) and life stages
• Recognize alumni as the institution’s most 

enduring constituency
• Treat the alumni body as a constantly 

growing asset
• Understand that alumni have a major stake 

in the value of the brand

Presenter
Presentation Notes
As with fundraising, the fundamentals of alumni relations, like those listed here, have not changed. 
One is to start early: help students understand while they are still on campus that they are alumni-in-the -making.
Another is to recognize the potential of the alumni body as an incredibly powerful marketing force.  After all, they have a major stake in helping increase the value of the brand.



ALUMNI RELATIONS
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The New Normal for AR Requires:
• More communication
• More community
• Shifts in forms of engagement
• Ongoing institutional commitment

Presenter
Presentation Notes
With regard to the new normal, I actually think alumni relations has the greatest upside among the advancement disciplines.

In challenging times, people are looking for a sense of community and comfort zones – and their alma maters can provide both.



AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS
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Presenter
Presentation Notes
Finally, and much too quickly, let me touch on communications and marketing.

Clear and ongoing communication will, I believe, be one of the defining factors for institutions that emerge stronger from the downturn.  That means more work for all of us, and I would simply remind you that more work is vastly preferable to the alternative.
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COMM. & MRKTG.

In Successful Comm. & Mktg. Programs:
• Communications is not an annual report
• Publics are not general; media are not mass
• Brand is not a logo
• Marketing is not a department
• Reputation is not ranking
• The competition is not the college next door
• The goal is not volume

Presenter
Presentation Notes
With regard to the new normal, no aspect of advancement has undergone more changes in recent years than communications and marketing, driven by the technology revolution, demographic shifts, and globalization.  Moreover, we have not always fully understood some of the fundamentals.  I want to credit Harry Beckwith’s “Selling the Invisible” with two of these point.  Marketing is not a department – it is a campus-wide responsibility and a mindset.  The competition is not the college next door – it is Nordstrom’s and the high standard of customer service set by other sectors.
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COMM. & MRKTG.

The New Normal for Comm.&Mktg. Requires:
• Sharing control
• Engaging internal audiences
• Targeting influencers
• Focusing messages
• Reinforcing trust
• Measuring attitudes and behaviors

Presenter
Presentation Notes
So for communications and marketing we should probably talk about the “newer normal.”
I would suggest the “newer normal” requires our goals to be even more explicit (and expressed in terms of desired attitudes and behaviors), messages need to be even more focused, audiences even more targeted, and internal constituents even more engaged.  
And all that needs to be done in a communications environment over which we have less and less control.



AGENDA

• ABOUT CASE
• ABOUT ADVANCEMENT

– FUNDRAISING
– ALUMNI RELATIONS
– COMMUNICATIONS & MARKETING

• ABOUT YOUR CAREER
• QUESTIONS
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So what does all of this mean for you and your career?
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YOUR CAREER

Excellent time for field of advancement:
• Demand never greater
• Role never more strategic
• Respect never higher
• Opportunities never broader
• Work never more noble

Presenter
Presentation Notes
Despite the current challenges and despite my repeated assertion that the new normal is harder, I actually think that this is an excellent time to be entering the field of educational advancement.  Our work has never been more important to our institutions and the opportunities within the field have never been greater.  Indeed, there is now global demand for the work we do.  And what we do has never been more noble – we are in the business of helping turn possibilities into realities, of advancing education in order to advance lives and societies.
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YOUR CAREER

Keys to your career development:
• Do a good job where you are now
• Continue to develop your skills
• Cross train
• Volunteer
• Be true to yourself

Presenter
Presentation Notes
Like the fundamentals of the profession itself, many of the keys to success in your career remain unchanged. 
Work hard, continually develop your skills in all areas of advancement, volunteer for new assignments and for committees across campus, and through it all remain true to yourself.
So let me close by welcoming all of you to a noble profession, a great professional association, and a wonderful group of colleagues.  Oh yes, and to the best CASE district.
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QUESTIONS?

Presenter
Presentation Notes
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