St. Luke’s Hospital / KANSAS CITY, MISSOURI

St Luke’s Hospital: Strength Amidst Change
The goal of the three-year, $59-million Strength Amidst
Change campaign was to raise funds to strengthen and
sustain medical education and research at St. Luke’s
Hospital, enhancing its stature as a private teaching hospital.
“We were in a unique position in that we saw an
opportunity to help determine our own destiny, rather
than waiting for the national anxiety over healthcare to
determine it,” says Harold Schultz, Executive Director at
St. Luke’s Hospital Foundation.
The 35-year-old foundation is the Hospital’s philanthropic
arm and raises money for medical education and research
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A unique opportunity came when we learned that the State of

arrangement, 180 St. Luke’s physicians gave a total of $7
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Outstanding leadership was key in propelling the

campaign committee worked hard to keep staff members,

campaign forward. At completion, the Strength Amidst

board members and a roster of over 2,000 donors
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campaign. In addition,
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initiatives.
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“We have 50 direct
medical benefits and
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benefit. This campaign
has made philanthropy
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foundation support.

good will towards the Hospital,” says Schultz. “We
are no longer at the whims of what a national crisis

Recognition was an important part of the campaign, with

in healthcare may dictate. That’s the true legacy of
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the campaign.”
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