
44    JULY | AUGUST 2026

ACROSS BORDERS, HIGHER EDUCATION IS confronting a shared 
challenge: declining public trust and growing skepticism about its 
value. In the United States, those trends have sharpened dramatically 

over the past decade, shaping policy debates, funding decisions, and public 
discourse that increasingly frames college as a private transaction rather 
than a public good. Because of both the urgency and the global implica-
tions of this shift, CASE has partnered with BVK, a CASE Educational 
Partner and marketing agency, to launch College | Proud Sponsor of 
America at its Best, a national public service campaign.

Its purpose is straightforward but ambitious: to rebuild trust in U.S. 
higher education by reminding the public what colleges and universities 
make possible—not just for those who enroll, but for society as a whole. 
While the campaign speaks to an American audience, its underlying chal-
lenge will feel familiar to many CASE members around the world. In the 
U.K., Canada, and Australia, institutions are navigating political division, 
heightened scrutiny of return on investment, and pressure to define educa-
tion’s value narrowly through short-term outcomes.

What sets the campaign apart is its deliberate reframing. It doesn’t focus 
on recruitment, rankings, or individual success stories. Instead, it positions 
“college” itself as a shared national asset—the proud sponsor of economic 
prosperity, workforce innovation, public health, democratic vitality, and 
national security. Drawing on the language of classic public-service adver-
tising, the campaign is values-based, nonpartisan, and designed to resonate 
with broad audiences, including individuals who have not earned a degree. 
Testing with thousands in the target audience shows that the campaign 
measurably improves attitudes, even among the most skeptical audiences.

Progress to date has been significant. Since its launch in late 2025, the 
campaign has grown into a broad coalition effort. More than 20 associa-
tions have formally endorsed the initiative. So far, hundreds of institutions 
and systems have downloaded free toolkits to integrate Proud Sponsor mes-
sages into their own communications. Awareness has expanded consider-
ably through earned media.

In other CASE regions, CASE is working with national bodies to 
determine what advocacy efforts would help support the sector in different 
countries. For instance, Universities Canada launched the Possible With U 
campaign. CASE welcomes opportunities to partner on advocacy and com-
munications efforts advancing education around the world.
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A Collective Case for 
Higher Education’s 
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Inside the College | Proud Sponsor campaign—and how 
it positions education as a force for good

Learn more and support the initiative at  
whycollegematters.org.
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