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Introduction and Study Objectives
Waller & Associates Ltd., a local Christian fundraising consulting firm, was retained by St. Philip’s
Anglican Church to conduct a Feasibility Study for a proposed capital campaign. The focus of the
study was on the potential for financial support of plans to repair, renew and reconfigure several
critical church facilities, and undertake additional new initiatives involving staffing and programs.
The primary objective of the study was to gauge the ability and inclination of the St. Philip’s
community to support the proposed campaign and test their support for undertaking a capital
campaign to raise as much as $1.5 million.
The study was conducted using two distinct information gathering processes: a survey that was
open to all parishioners and friends of St. Philip’s; and a series of one-on-one confidential
interviews with a cross-section of individuals identified by St. Philip’s whose opinions, advice and
support were considered to be critical to the success of the proposed campaign.
A special word of appreciation is due to Craig Wilson, Rectors Warden, who was instrumental in
assisting with the study’s implementation and Moira Bryans, who worked diligently to arrange
the interviews.
The final report highlighted the key components of the two separate processes involved and
provided a detailed review of the major components of the study, as related specifically to the
proposed campaign.
Rob Waller, of Waller & Associates [referred to as Counsel in the remainder of this document] was
able to provide an early indication of the level of support that can be expected, with observations
on the significance of these findings, along with recommendations that Waller & Associates
believe St. Philip’s should follow in order to move forward.
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The St. Philip’s Study: Two Components
The study was designed to evaluate the environment in which St. Philip’s currently operates, and
the implications of that environment relative to the proposal for a capital campaign as presented
in the Project Overview, the anticipated level of financial support for the proposed campaign, the
availability of campaign leadership and the suggested timing of the campaign.

TWO SEPARATE INFORMATION GATHERING PROCESSES
The study involved two separate and distinct processes of gathering information: personal
interviews with the identified key individuals, and an online survey [with an optional print
version] that followed the same line of questions used in the interview process.
THE INTERVIEW PROCESS
A total of 30 interviews, involving 42 individuals were conducted in 45 - 60 minute sessions. These
included 32 internal [individuals actively involved in leadership] and 10 external [parishioners not
actively involved in leadership] constituents identified by St. Philip’s as key individuals. The
interview process involved asking these individuals to respond confidentially to a number of
fundamental questions within an open dialogue format.
To better prepare for their interview, individuals were provided with more detailed information
about the proposed campaign in a Project Overview document that had been mailed or emailed
with a cover letter in advance of their interview time.
In the experience of Counsel, the interviewees selected for this study represent an adequate
cross-section of St. Philip’s most significant potential supporting constituencies.
When evaluated with the other data on hand, it is the opinion of Counsel that the views
expressed by the interviewees and survey respondents in the study provide a suitable basis for
the observations and recommendations contained in this report.
THE SURVEY PROCESS
Based on the same sequence of questions used in the interview process, an online survey of 17
questions was developed. For those members of the St. Philip’s community who did not have
access to, or were not comfortable with the online version, a printed copy of the same questions
was made available through the parish office.
A total of 53 responses were received; 42 were completed online while another 11 print versions
were completed and returned. Communications inviting members of the parish to complete the
survey were managed by the parish office through bulletins, emails and the website.
A copy of the Project Overview was made available from the website for those completing the
online survey; individuals were asked to read the Overview before completing the survey.
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DEMOGRAPHICS: The Study Task Group identified a cross section of key leaders from the parish’s
constituent groups who they felt could be looked upon to provide Counsel with the information
needed for the study. Approximately 2/3 of the interviewees were in their 60’s and older and 1/3
were in their 40’s and 50’s.
All interviewees regularly attend and participate in church activities, and in the opinion of both
Counsel and the Task Group represent the views of the core leaders of the parish and the views
of all constituents, including those thought to be potentially opposed to aspects of the campaign.
A large majority [41 of 53 = 77%] of online/print survey respondents were 65 years of age and
older, and 44 [83%] of these respondents indicated they regularly attend and participate in other
church activities and events. Cleary the survey represents the views of the core membership of
the parish, and also acknowledges that this group is one that is aging.

INTERVIEW AND SURVEY RESULTS
Not surprisingly, when asked about their personal perception of St. Philip’s, the response was
almost unanimously positive, as interviewees and survey respondents both indicated a 90% or
better ‘positive’ response. A strong sense of St. Philip’s being a warm, welcoming and engaged
community comes through in the many comments that reinforced the notion that there is a very
strong core group of parishioners committed to each other and the community around them.
When asked about how they think the greater Dunbar community views St. Philip’s, the response
was also positive, although not quite to the same level as the personal perception of their church.
While the ‘Champion of Dunbar’ has been an integral part of the local community for almost a
century, there is clearly a recognition that both the church and the area it has served has changed
and evolved – almost half of current parishioners now come from outside the local area.
OBSERVATION OF COUNSEL
If these same questions were asked a year ago, it’s likely the responses would have been much
different. The common thread now running through the responses in the study is the impact of
new Rector Stuart Hallam, in what has been a relatively short period of time.
“Stuart is the catalyst. New faces – new young families. People can see themselves in this community”

This comment is one of the many that spoke to the influence that Stuart has had on the parish
community, and his broad vision is one that is also resonating in the greater Dunbar community.
The positive feelings shared by many individuals reflect a renewed belief in the parish, while at
the same time suggesting that it’s still not clear exactly what the details of the vision and plan are
going forward. The challenge will be to build within the parish a vision and plan that is clearly
understood and embraced.
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STRATEGIC DIRECTIONS & PRIORITIES
EXCITEMENT: Interviewees were asked what ‘excites’ them about the direction and priorities of
St. Philip’s, and their answers can be summed up in a single word – or rather a name: Stuart.
The impact that he has already had is reflected in the comments that indicated people are excited
about the prospects of change and are now more willing to try new things. While change may
not resonate with everyone, there’s a general recognition that the ‘status quo’ is not an option.
There would appear to be a new willingness to engage in positive initiatives, from strategic
planning to the vision for St. Philip’s as a centre of spirituality and social justice. The key will be
the communications activities required to help people contribute to these initiatives and clarify
the role they can play in them; it needs to be more clearly explained how the vision of leadership
is not one of joining a committee, but rather actively participating in ministry in some form.
CONCERNS: When asked what ‘concerns’ them about St. Philip’s today, the majority of responses
would fall under the headings of ‘finance’ and ‘facilities’, including specific references to the
notion of removing the pews.
Overall, the comments related to both what excites and concerns people, in the context of a
potential campaign, were very positive, indicating they do recognize the reality challenging both
the physical and spiritual dimensions of their parish, and that they are prepared to respond.
IMPROVEMENTS: As might be expected, when asked if there was anything that requires
improvement, both interviewees and survey respondents provided a list of suggestions, most of
them already known and understood. Within them, however, is a strong theme that beyond the
usual items related to physical facilities, finances and program initiatives, there is a need for
significant improvement in communications.

THE RESPONSE TO THE PROJECT OVERVIEW
In a successful campaign, it is critical to communicate a clear vision with tangible needs and a
sense of urgency in order to develop a strong consensus in support of the campaign objective.
It is important to note that the Project Overview provided a basic outline of the ‘concepts’ being
considered in two of the three components – People and Programs – along with an ‘educated
guess’ on potential expenditures. This is important in terms of one of the key issues arising from
the study, which is the need to provide greater clarity around these two components.
The third component – Place – was largely self-explanatory, as it involved the repair and renewal
of the facility, supported by documented evidence of need and costs. Participants were asked
about their familiarity with the plans, their views on the most important elements of the plan
and whether they endorsed each of the three components described in the Project Overview.
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FAMILIARITY: Asked if they were familiar with the church’s plans to repair, renew and
reconfigure St. Philip’s as a centre for spirituality and justice, a small majority of interviews [56%]
and only one quarter of survey respondents [26%] indicated they were ‘Very’ familiar with them.
Approximately 40% of both of these groups indicated they were ‘Somewhat’ familiar with the
plans, while a small number of survey respondents [8] indicated they had not heard of this before.
ENDORSEMENT: When asked if they endorsed the church’s plans, there was a wider range of
opinion. Among those responding to the survey, 32% fully endorsed them and another 28%
accepted the plans as outlined.
However, 28% of respondents did not fully endorse the plans. While almost 100% of interviewees
fully endorsed the ‘Place’ component to some degree, they were less supportive of the other two
components: 68% for ‘People’ and 63% for ‘Programs’.
Differences of opinions emerged when people were asked how important each of the three
components were to them, as related to the parish’s vision and mission.
PLACE: In terms of the specific aspects of the ‘Place’ component, interviewees were virtually
unanimous that the roof and other repairs were of the highest priority [10 out of 10] but flexible
worship space ranked lower at 6.1 out of 10.
Survey respondents, also very supportive of the roof and repair elements, were also less inclined
to support flexible worship space: 52% ‘Highly’ or ‘Generally’ supported the idea, while another
21% were ‘Mildly’ supportive.
Clearly the urgent need to deal with the roof, as well as other important maintenance issues are
fully supported by everyone, but flexible worship space and replacing pews requires some further
dialogue with parishioners.
PEOPLE: Support for the basic ideas in this component, which focused on staffing and new human
resources to support the vision for St. Philip’s as a centre for spirituality and justice was generally
positive, but more so in terms of the concept rather than the specifics, which comments
suggested were lacking.
The statistical level of support was the same among interviewees and survey respondents, with
both groups giving this a 68% support rating.
PROGRAMS: Support for the basic ideas in this component mirrored those for ‘People’; a 63%
rating from interviewees and a slightly higher average around 70%+ among survey respondents.
When looking at the individual elements within the Programs component, both the interview and
survey results show strong support for ‘increasing financial capacity’, which reflects the
importance that parishioners place on the longer-term matter of financial sustainability. This was
further supported by the positive response from interviewees around Planning Giving.
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PRIORITIES: Overall support for the components of ‘Place’ was rated as the #1 priority by both
survey respondents [72%] and interviewees [100%]. Beyond that, the priority rating for the other
two components is essentially equal between the two; around 45% each as #2 or #3 priority.
What is most relevant, beyond these two components being a much lower priority, is the sense
that many individuals still do not clearly understand the vision behind them. The vision of the
leadership needs to be better explained and illustrated in ways that will help parishioners better
understand it and see how it connects with the two other components to the plan.

The Response to the Proposed Campaign
SUPPORT FOR THE BASIC IDEA: Interviewees and survey respondents were both asked how
they felt about a special financial capital campaign involving parishioners and supporters to
provide $1.5 million in financial pledges over the next 3 years.
In terms of basic support for the idea of a campaign, interviewees gave it almost unanimous
support, albeit with some reservations, while survey respondents were somewhat less certain:
29 out of 53 [55%] said yes to the supporting the idea; 11 [21%] said ‘Maybe’.
Interviewees were further asked how they anticipated parishioners might accept the idea of a
campaign, and while there was only one negative response, 50% of interviewees felt there would
be a ‘Mixed’ response from parishioners, in part from an awareness of the tabled motion
regarding the pews.

ATTAINABILITY OF THE GOAL: Interviewees were shown a sample Gift Chart which provided
them with a detailed breakdown of how a $1.5 million campaign goal might be achieved.
Approximately 27% of the interviewees believed that the individual giving levels for raising $1.5
million were only reasonably realistic from the $100,000 giving level and down, while several
interviewees felt that $1 million was a more attainable overall goal.
Many commented on how St. Philip’s is no longer a parish with wealthy members and that the
cost of housing/living makes it extremely difficult for younger families to support the church.
However, several interviewees do believe the parish has the ability to raise $1.5 million over a
three- year pledge period. Some of these individuals are longtime, knowledgeable members of
the parish and they stated that the financial resources required to complete the $1.5 million
campaign are in fact present in the parish.
They further suggested that these funds might only become available once these individuals felt
they had a better understanding of the rationale and details of the People and Program
components outlined in the Project Overview.
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PROJECT vs. CAMPAIGN FUNDRAISING: St. Philip’s has always raised funds through
project fundraising, typically in amounts of less than $50,000; whenever there has been an urgent
financial need people have responded very generously. While this has been a successful model,
the true financial capability of St. Philip’s has never really been tested as the last visitation-type
program was conducted years ago.
A typical rule of thumb for a capital campaign is that a congregation can raise at least three times
its annual giving ($256,184 – the actual 2018 donations figure from parishioners) through a threeyear pledge campaign. This would mean that St. Philip’s should be able to fulfill a minimum goal
of approximately $900,000 but there has not been a need (or the opportunity) to implement an
organized, urgent and compelling capital campaign with a large financial goal.
Many interviewees commented on the current Stewardship Campaign and shared their concern
that if parishioners can’t increase their annual giving to support operations, how can parish
leaders think about conducting a capital campaign of this magnitude.
However, the stewardship model used at St. Philip’s is a budget-driven, as opposed to a visiondriven model. It’s about giving a percentage increase to meet a budget as opposed to creating an
opportunity for generosity – a fact noted in some of the conversations with interviewees.
It’s also critically important to make giving both relevant and as easy as possible, for both older
and younger demographics of parishioners. History suggests, and the responses in this study
support the appearance of a growing preference for people to give generously to projects or
initiatives where they can more easily see and/or understand what has been accomplished as the
result of their financial support.
Finally, in the context of communications, many interviewees commented that beyond regular
information on the percentage of pledges received or figures on the total annual cost to run the
church posted on the website annually, most parishioners generally do not know or understand
what it actually costs to operate the parish on a daily basis.

GIVING INTENTIONS OF STUDY PARTICIPANTS: Significant, pacesetting investments are
required to achieve success in a capital campaign, and in this particular case, they would be
essential in order for St. Philip’s to achieve their stated goal of $1.5 million.
In both the interview and survey portions of the study, participants were asked if they would
personally consider donating to/supporting a campaign for St. Philip’s, over and above current
charitable giving, and how they would rate supporting a campaign relative to their overall giving
plans. The response to both of these questions were encouraging.
Approximately 90% of interviewees indicated a strong willingness to invest in the future of St.
Philip’s and in particular, support the building repair/renew plans by making a gift or pledge over
and above their present level of giving.
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While survey respondents were somewhat less definite in their commitment to support – 34%
said ‘Yes’ and 21% said ‘Maybe – it’s important to understand this in the context of the age
demographic of this group, and their generally lower level of awareness of the proposed plan.

DONOR EVALUATION: In light of the limited number of parishioners, the campaign must raise
at least 80% of the required funds from a very small number of the church members who have
the potential to provide large leadership gifts. Based on information developed in the personal
interviews, Counsel believes that it appears very possible to secure both a lead gift and achieve
up to 40% of the overall goal from the top 15 gifts.
However, achieving this may require a different campaign approach, with the primary objective
being identifying the donors of greatest potential and determining how best to approach them.
In Counsel’s experience the balance of the required funds would be attained through the receipt
of an average gift of $6,000 (over 3 years) given by approximately 100 parishioners.

DONOR POTENTIAL: As suggested, there is significant potential to secure initial lead gifts;
seventeen [17] interviewees/couples (57%) indicated a willingness to consider pledges totaling
approximately $700,000 with the potential for even greater financial support.
Interviewees also indicated that the proposed three-year pledge period would be helpful in
making their decision on the level of their gift. The percentage of people willing to participate in
the campaign is encouraging.
In the opinion of Counsel, the study results confirm that a well-organized capital campaign in the
parish should raise a minimum of $1,000,000 and that the potential does exist to raise $1.5
million, and even as much as $2 million.

SUPPORT FROM THE DUNBAR COMMUNITY: While it might be assumed that support
from the greater Dunbar community would be an important element of a campaign, no
interviewee expressed the view that the wider community would actually need to give to this
campaign in order for it to achieve its goal.
That’s not to suggest the Dunbar community should be ignored. A campaign would give the
church an excellent opportunity to raise awareness of the fact that community usage of the hall
flows out of their mission and vision.
There is potential for receiving both cash donations and Gifts in Kind from within the broader
community, and reason to believe that members of the broader community would support St.
Philip’s. The one community member interviewed by Counsel indicated that there is absolutely
no doubt there would be genuine support for the roof repair, although not with huge amounts.
St. Philips’ is highly valued by the community because the parish is known to care authentically
about the community, and the significant number of families/households utilizing the Pre-School
and Daycare facilities based in the church represent another potential group of supporters.
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AVAILABILITY OF CAMPAIGN VOLUNTEERS AND LEADERS: One of the most important
criteria for assessing the prospects for a campaign is the potential for recruiting top-flight
leadership. Successful campaigns must have access to high-level leadership and volunteers who
are willing and able to influence others.
During the interview process, 18 individuals indicated they would be willing to consider serving
in a leadership position in the campaign; 5 individuals responding to the survey also indicated a
willingness to consider this. These are very encouraging responses.
However, of concern is the fact that only 10 individuals have indicated they would consider being a
campaign visitor and sharing with parishioners the information they need to consider financially
supporting the campaign.

CAMPAIGN TIMING: As proposed in the Project Overview the capital campaign was projected
to start in the late winter or early spring of 2019. When asked if they agreed with this timing for
the campaign, 26 [96%] of the interviewees responded ’Yes’; an overwhelming majority.
This is consistent with the sense of urgency, especially as related to major repairs to the roof and,
for many, pressing forward with the emerging vision and plan, that was apparent throughout the
study. There were no negative responses to the potential dates, with only a couple of
interviewees stating they were uncertain.

BENEFITS, OBSTACLES & ADVICE: Both interviewees and survey respondents were given
the opportunity to share their thoughts on major benefits or obstacles the parish might face in
launching a campaign, along with any suggestions they might have for leadership with regard to
what should be done to ensure a successful campaign.
The range of comments offered was very broad and two important themes emerged that were
consistent with responses to other questions in the study. The first theme was communications,
and in many cases the comments were related directly to the need for clearer articulation of the
vision behind both the ‘People’ and ‘Program’ components.
The second was comments expressing sentiments that the campaign was more about facilities,
again suggesting a lack of clarity and/or understanding around the larger picture.
There were also comments related to the financial picture, and a desire to ensure there would
be accountability, a well-developed financial plan, and that people will know how the money
would be spent.
While the freedom to comment can typically invite more negative responses, it would be fair to
say that most input was offered in a constructive manner that recognized ‘doing nothing’ is not
an option for St. Philip’s Anglican Church.
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Primary Recommendation
In the opinion of Counsel there is sufficient endorsement of the building repair, renew and
reconfigure plans in the ‘Place’ component to move forward with a $1.3 million capital campaign.
Concurrent to moving forward with planning a campaign is the need for parish leadership to
articulate and share with parishioners more clearly the vision behind the ‘People’ and ‘Program’
components of the proposals in order to develop a much more compelling case for support.
Counsel recommends, among other strategies, holding a parish weekend consultation to increase
understanding and ownership of the ‘People’ and ‘Program’ components. In light of the fact that
there is overwhelming support for moving forward with a campaign this spring, it would be best
to hold this consultation in February, prior to the annual Vestry meeting.
The fact that key major donors have been identified at this early stage is cause for cautious
confidence in terms of setting the parish financial objective at $1.3 million.
The study results confirm that a well-organized capital campaign in the parish should raise this
amount and, in the opinion of Counsel, the potential does exist to raise $1.5 million, and perhaps
even as much as $2 million. One key component of the campaign would be determining the true
potential for receiving planned gifts.
What the study has also discovered is that the building repair, renew and reconfigure plan is
actually a missional project with far wider significance and impact to the parish’s vision and
ministry and overall direction.

A FINAL WORD
Within all interviewees there is seen a determination to be a community of faithful Christian
stewards led by the Spirit. Regardless of any plan there is certainly the love and the opportunity
for St. Philip’s to take that next step in faith.
Waller & Associates trusts that this report and the recommendation provided will allow St.
Philip’s to take that next step forward in planning and implementing a capital campaign.
A capital campaign is an organized, intensive fund-raising effort to secure extraordinary gifts and
pledges; it is essentially and fundamentally about people, their motivations, beliefs, needs, desires,
aspirations and hopes, and it must be undergirded with prayer.
Respectfully submitted by the Waller & Associates team
Rob Waller – President & CEO
Josh Keller – Associate Consultant
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