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CCS is pleased to present this Feasibility Study Final Report to St. Mary's
and its leadership. This report captures the aggregated findings of 34
personal interviews and 296 e-survey responses. We would like to express
our sincere appreciation and gratitude for all those involved in the study,
most notably the church leadership team. CCS is honored to be on this
journey with you, and we wish to acknowledge the following leaders:

▪ CJ Bast, Business Manager 

▪ Tammy Kreuger, Parish Secretary

▪ Fr. Michael Warden, Pastor

As a team, your leadership helped to establish the vision for this potential
campaign and encouraged participation throughout the parish to provide
thoughtful and candid feedback. A resounding theme heard throughout
the study was the families’ unwavering support and appreciation for your
leadership and commitment to St. Mary's. As such, we thank you for your
contribution to this effort and for your passion to see the church thrive
for generations to come.

Sincerely,
The CCS Team

Sarah Schmall, Senior Vice President
Annie Reynolds, Vice President
Sarah Fisher, Associate Director

THANK YOU & 
ACKNOWLEDGEMENTS
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In total, 62 individuals were invited to participate in a personal interview. As of December 3rd, 2021, 34 strategic conversations were completed,
surpassing our initial goal of conducting 30 interviews. We would like to express our sincere appreciation and gratitude for all who participated in
an interview for providing us candid and robust feedback on the projects, timing, and scope of the proposed plan.

INTERVIEW PARTICIPANTS

THANK YOU & ACKNOWLEDGEMENTS

1. Daniel & Mary Albers

2. Rodney & Kimberly Becker

3. Mark & Rosemary Brueggeman

4. Ron & Carol Bunkleman

5. Robert & Maria Chase

6. Irene Diedrich

7. Jerome & Patti Ehm

8. Diane Ernst 

9. Scott & Debbie Fabel

10. Rick & Deb Fischer

11. James Garon

12. Aaron & Jacqueline Geier

13. Joseph & Judith Kaufmann

14. Dan & Kristin Killian

15. Tim & Andrea Kippenhan

16. Henry & Mary Kreutzberg

17. Brian & Tiffany McHugh

18. Jan & Jerry Murphy

19. John & Susan Oestreicher

20. Philip & Victoria Schmidt

21. Kent & Jayne Schoeni

22. Michael & Amber Simonds

23. Gary & Angela Smiley

24. Jeffrey & Cynthia Spielbauer

25. Edmund & Rachel Spoerl

26. Karen Straub

27. Craig & Mary Taylor

28. Boyd & Stacey Thiel

29. Gregory & Rebecca Van Asten

30. Daniel & Patricia Van Boxtel

31. Marty & Nancy Van Camp

32. Kip & Cathy Wenninger

33. Brian & Melissa Wloszynski

34. Kenneth & Gina Zilisch
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Analyzed the last five years of offertory 
history to understand strengths, 
challenges, and opportunities for growth

ORGANIZATIONAL SCAN

Sent e-survey link to 986 individuals and  
received 296 responses and 254 gift  
indications

ELECTRONIC SURVEY

4

Analyzed data, reported findings, and 
recommendations

DATA ANALYSIS & REPORTING

5

Collected data, study materials 
development, interview candidate 
identification and invitation

STUDY PREPARATION1

Conducted 34 strategic interviews 
with staff, church officers, and parish 
members

STRATEGIC INTERVIEWS

In November 2021, CCS launched a campaign planning study in partnership
with St. Mary's aimed at answering the following questions:

1. What is required to put the parish on a path to launch a successful
campaign?

2. How is the preliminary background statement received and to what extent
does each element inspire support?

3. Who are the key current and potential supporters who could lead a
transformational fundraising effort?

4. What it the appropriate financial target, timeline, and plan to ensure the
successful execution of a campaign?

The campaign planning study tested a $15MM capital campaign with the
following case elements:

▪ Adding new indoor athletic space

▪ Creating a new centrally located kitchen and dining hall with seating for 250

people

▪ Providing new administrative offices for both the parish and school staff

▪ Repurposing the old gymnasium/kitchen area into an Early Childhood Center

(ECC)

▪ Renovating the old school offices and Pre-K rooms

▪ Converting the old library into a working sacristy

▪ Adding a second story mezzanine area dedicated to community activities for

youth and parishioners of all ages

▪ Providing accessible elevator access to the mezzanine level

▪ Adding a new multi vehicle porte-cochere further away from Hwy-76 and

expanding the current parking lot

STUDY PURPOSE & METHODOLOGY

1

2

3

4

5
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This following report reflects the results of 34 interviews as well as responses from 296 e -surveys. Below is an aggregation of the core findings.

EXECUTIVE SUMMARY

CASE

▪ Seventy-seven percent (77%) of interviewees and 71% of e-survey respondents had a 
“Very Positive” or “Positive” response to the campaign plans

▪ Community gathering space was a universally recognized need 

▪ Although not in the initial campaign, future church expansion must be addressed 

▪ Numerous interviewees cited the need to demonstrate how the projects will benefit 
both the parish and the school 

LEADERSHIP

▪ Sixty-six percent (66%) of interviewees indicated that they would serve in
either a leadership capacity or on a campaign committee

▪ 25+ individuals were identified as being potential leaders or advocates

▪ 25% of e-survey respondents would consider participating in a leadership
or volunteer role

▪ Interviewees noted the stability Fr. Michael has brought to the parish and
the importance of him being an advocate for the campaign’s success

PROSPECTS

▪ Ninety-four percent (94%) of interviewees stated they would give a gift to 
the campaign

▪ Seventy-two percent (72%) of e-survey respondents indicated they would 
give a gift

▪ Self-indicated gifts during the interview process produced a range of  
$1,022,000 - $1,965,000 

▪ Self-indicated gifts during the e-survey indicated a total of $2,112,500.

PLAN
▪ Nearly 43% of interviewees felt that a goal of $15 million was realistic

▪ 77% of interviewees and 80% of e-survey respondents indicated that now is
the right time for St. Mary's to move forward with a campaign
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Section 1:

WEALTH SCREEN
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St. Mary's of the Immaculate Conception Catholic Church (St. Mary's) provided CCS with a database pull which totaled 868 records. We removed all 
records with incomplete or missing names/home addresses. With those changes, CCS conducted a wealth screening analysis on a total of 824 records in 
St. Mary's database. Of the 824 individual records screened, CCS received gift capacity ratings back on 682 records (83% return). CCS typically observes a 
return rate of approximately 85%.

This screening provided estimated gift capacity* for each record. CCS compared these results against total offertory to identify potential within the 
church’s database. Giving capacity scores are developed on the industry standard that an individual can afford to contribute approximately 2% of their net 
worth per year to charity. This indication represents the total amount that a prospect can give to all nonprofits in a span of five years.

© CCS Fundraising 2020

*Gift Capacity estimates an individual’s ability to give over a five-year period to all charities that the individual supports.

The chart to the left shows total giving amount as 
recorded to date. 

KEY OBSERVATIONS & TAKEAWAYS:

EST.  CAPACITY VALUE

▪ A large concentration of the parish has giving 
capacity between $25,000- $100,000. These 
capacity levels account for 78% of the parish. 

▪ Five members (less than 1% of the parish) have 
the estimated capacity to give a gift over 
$200,000. 

▪ Study interviews proved there is more potential 
than a Wealth Screen suggests.

TOTAL GIFT AMOUNT

▪ In total, 21 individuals and families support the 
church at a giving level of $25,000 or higher. 

▪ Thirty-four percent of the parish (34%) have 
given under $1,000. This is something that is 
seen regularly across churches as there is 
naturally a core group of members that invest 
consistently in the church.

WEALTH SCREEN RESULTS

Estimated Gift Capacity 
(per WealthEngine)

Number of Records in 
St. Mary's Database

5-Year Giving Total to St. 
Mary's

Number of Records in 
St. Mary's Database

$300K+ 0 $50K+ 3

$200K+ 5 $25K+ 18

$100K+ 107 $10K+ 91

$50K+ 335 $5K+ 162

$25K+ 201 $1K+ 265

$5K+ 33 $500+ 73

<$5K 1 $100+ 131

Unable to Rate 142 <$100 81

Total 824 Total 824
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The chart below overlays the information provided in the previous slide to showcase how individuals and families have historically given in comparison to 
their estimated gift capacity. This data suggests that with the right set of projects, there is an opportunity to increase yearly giving at the parish.

• 79 (10%) of households are within the upper left quadrant (high estimated gift capacity/high giving)
• 368 (45%) of households are within the lower left quadrant (high capacity/low giving)
• 33 (4%) of households are within the upper right quadrant (low capacity/high giving)
• 344 (42%) of households are within the lower right quadrant (low capacity/low giving)

WEALTH SCREEN RESULTS

Confirmed
5- Year 

Giving  to 
St. Mary's

Estimated 5-Year Giving Capacity
$300K+ $200K+ $100K+ $50K+ $25K+ $5K+ <$5K Unable to

rate
Total

$1M+ 0

$500K+ 0

$250K+ 0

$100K+ 1 1
$50K+ 2 2

$25K+ 6 7 3 2 18

$10K+ 1 14 50 18 1 7 91

$5K+ 1 27 77 33 2 22 162

$1K+ 1 39 102 68 13 1 41 265

$500+ 1 5 23 24 3 17 73

$100+ 1 10 47 32 11 30 131

<$100 5 29 23 3 21 81

Grand Total 0 5 107 335 201 33 1 142 824
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112 (14%) households returned an estimated gift capacity of at 
least $100,000, but no parishioners were rated at the 7-figure+ level.

*Gift capacity rating estimates an individual’s ability to give over a five-year period to all charities that individual supports.

142

1

33

201

335

107

5 0 0 0 0

Wealth Engine received gift capacity ratings back on 682 records (83% return) submitted. 

IDENTIFYING WEALTH AND ESTIMATED GIVING CAPACITY
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KEY OBSERVATIONS & TAKEAWAYS:

▪ Based on overall giving data from 2016-2020, an average of 636 St. Mary’s families gave per year.
▪ The amount of total giving has increased since 2017 by a total of 27.55%
▪ The number of families giving to St. Mary’s increased between FY 2017-2020. However, the number of families who gave 

decreased from 2020 to 2021 – meaning that fewer families were  contributing, but those who gave were giving more.
▪ COIVD-19 may have been an underlying cause in this shift, as St. Mary’s is now trending back towards a steady increase.
▪ This chart has the most current information provided by St. Mary's. 

OVERALL GIVING: 2017 - 2021

$727,565

$785,192

$856,890
$878,663

$927,990

633
629

1,025 1,034

964
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$300,000

$400,000

$500,000

$600,000
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$1,000,000

2017 Giving 2018 Giving 2019 Giving 2020 Giving 2021 Giving

Annual Total Giving Summary

Amount Raised # of Donors

*Data was collected from St. Mary’s “Total Offertory Per Fiscal Year”



Lorem Ipsum Dolor Sit Amet
LOREM IPSUM

JANUARY 2021

12

Section 2:

STUDY INTERVIEW RESULTS
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INTERVIEW DEMOGRAPHICS & PERCEPTIONS

21% 76%

Less Than 1 Year 6-10 Years 10+ Years

NUMBER OF YEARS AFFILIATED WITH THE CHURCH

In total, 34 strategic interviews were conducted. Their core demographics and perceptions of St. Mary's are listed below.

▪ Nearly eighty percent (76%) of all interviewees have been affiliated with the church for over 10 years.
▪ One hundred percent (100%) of interviewees were parishioners. 

71%

26%

3%

Very Positive

Positive

Mixed

PERCEPTIONS OF THE CHURCH

Recent CCS studies show an 
average of 61% “Very 

Positive” and 29% “Positive” 
responses to this question.

“I love St. Mary's. There’s something very special 
about this church. The people, the spirituality; it’s 
very different from any church that I’ve been 
involved in.”

94%

6%

Satisfied

Not Satisfied

SATISFACTION WITH INVOLVEMENT AS 
DONOR OR VOLUNTEER

“I am very happy to support St. Mary’s. They 
have always supported me. Blessed to belong to 
the parish and give my all to them.”
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CAMPAIGN PRIORITIES

For interviewees, 82% had some familiarity with the proposed
campaign plan while the remaining 18% were learning about the
proposed projects for the first time. Seventy-seven percent (77%)
of respondents have a “Very Positive” or “Positive” view of the
proposed plan.

For the remaining 23% who had a “Mixed” or “Negative”
response to the case, they noted the following concerns: scale of
the campaign, overall goal size, previous failed expansion efforts,
and too large of a project focus on the school facilities, rather
than the parish. Each of these concerns can be addressed with
thoughtful messaging.

Recent CCS religious studies show 
an average of 32% responding 

“Very Positive” and 36% responding 
“Positive” to this question.

What is your overall reaction to these plans?

When asked how they would prioritize projects, this is how interviewees responded.

62%

82%

56% 56%
50%

56%

32%

65%

29%

18%

32% 32% 29% 29%

47%

23%

6% 6% 9% 12% 9%

21%

6%3% 6% 3%
9% 6% 6%

New Indoor
Athletic Space

Centrally Located
Kitchen & Dining

Hall

New
Administrative

Offices

Early Childhood
Center

Renovation of
School Offices &

Pre-K Rooms

Renovation and
addition for

Sacristy

Second Story
Mezzanine Area

Multi Vehicle
Porte-Cochere &

Parking Lot
Expansion

High Medium Low Unsure

43%

34%

17%

3% 3%

Very Positive

Positive

Mixed

Negative

Unsure
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▪ “It’s a close-knit community. So many new 
people, but still feels like family.“

▪ “Our priest is an amazing man, a good and holy 
priest. Father Michael is just something special. 
Very humble… He does a beautiful job bringing 
holiness to everything that we do.”

▪ “St. Mary's involvement with people of all ages. 
There is a strong youth program going which is 
good for the future.”

▪ "There are a lot of people that really care about 
the parish, it just feels easy. Never a lack of 
volunteers, enthusiasm, or support.”

▪ “Every night there are multiple groups meeting 
but there is no space, and additional space for 
people to congregate is almost nonexistent.”

▪ “St. Mary's needs an injection of 
modernization... Children are so involved with 
sports and extracurriculars- if you’re a parent 
and want to see your kids develop, there’s not 
much there, as far as facilities go.”

▪ “Greenville is a growing community; we want to 
make sure that the parish reflects that growth.”

▪ “There has always been talk about expansion-
been through this before, but we never actually 
complete it.”

Ninety-seven (97%) of interviewees have expressed a “Very Positive” or “Positive” perception of the church. This overwhelmingly  positive 
response bodes well for a proposed major fundraising effort. Overall, interviewees emphasized more of the church’s strengths than challenges, 
but both represent helpful feedback to guide future fundraising and messaging.

STRENGTHS & AREAS FOR GROWTH

STRENGTHS

▪ Sense of community

▪ Continuously growing in numbers, especially young families
▪ Outstanding leadership from clergy, staff, and volunteers

▪ Fr. Michael’s personality, faithfulness, and guidance

▪ Traditional Catholic education

CHALLENGES AND  
OPPORTUNITIES TO CONSIDER

▪ Out of space for parish and school

▪ Resources and facilities in need of updating 
▪ Opportunity to engage young families more

▪ Concern due to previous expansion efforts

▪ Worried of possible priest relocation and impact on parish growth
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▪ There is uncertainty around the financial goal among interviewees, with nearly 43% responding “Yes” when asked if $15MM is a realistic
goal, closely mirroring CCS benchmark of 39%. Forty-six percent (46%) felt unsure that this goal is attainable. For those who offered an
alternative goal size, many noted a more appropriate goal would be between $5-$8 million. While noteworthy, this is one of a series of
factors that inform the ultimate campaign goal.

▪ Seventy-seven percent (77%) of participants confirmed that the church should move forward with a campaign at this time, and
another 17% responded “Unsure” regarding timing. When compared against CCS’ benchmark of 75%, we can see that many within
the parish are optimistic about the potential for a campaign in this moment – noting the pressing need for space, momentum in the
project, trust in Father Michael, and rapid growth of the Greenville community.

In your opinion, is $15 million a 
realistic goal for St. Mary's?

Recent CCS studies show an
average of 39% who respond
“Yes” and 20% who said “No”
to this question.

46%
Unsure

11%
No

43%
YES

REACTION TO TIMING & GOAL SIZE

Is now the right time for St. Mary's to 
move forward with a campaign that  
focuses on drawing resources from 
outside of the Diocese?

17%

6%

77%

Yes

No

Unsure

“To remain viable, St. Mary's
needs an upgrade. The church 
would be far more attractive to 
the community; children will be 
more interested in going.” 

“We have such a vibrant 
community right now and the 
cost of doing things is only 
going to continue to rise.” 

“If not now, when? We 
need it. It has been tried 
so many times-
something must 
happen.” 

“It’s a dream. Every couple 
of priests come along, 
want to expand, and 
everything falls through. 
But we’ve never gotten 
this far. It’s not unrealistic, 
just a lot to ask.”
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▪ Ninety-four percent (94%) of interviewees responded “Yes” to considering a gift to the campaign. Aligning this willingness with a
compelling message, clarity on the proposed plan, and thoughtful engagement will allow the church to unlock additional giving
potential.

▪ Seventeen percent (17%) of individuals asked indicated they would be willing to consider serving in a volunteer leadership role, and
49% shared they would consider serving on a committee, which significantly outpaces the CCS benchmark. This level of involvement is
critical to the success of a campaign.

▪ Individuals who responded “Maybe” or “No” to participating in the campaign most often noted they do not feel they are the
appropriate person for the role or would be unable to invest the time required of that position.

▪ Overall, individuals interviewed are willing to engage with the expansion campaign but will require a clear pathway and specific
training to do so.

20%

41%

32%
37%

43%

72%

17%

49%

17%
20%

43%

94%

20%

31%

17%

34%
37%

3%

63%

17%

60%

40%

12%

0%

Serving as a Leader Serving on a Committee Soliciting Gifts from
Peers

Hosting a Small
Reception

Opening Doors Give a Gift

Benchmark Yes Maybe No

Benchmark data indicates interviewees from recent religious studies who responded “Yes” to that role. Hosting 
receptions has been volatile over the course of the pandemic, depending on geographic location.

LEADERSHIP POTENTIAL

CAMPAIGN INVOLVEMENT



18

▪ Ninety-seven percent (97%) of interviewees ranked St. Mary’s either the “highest” or “high” on their list of personal philanthropic
priorities

▪ Thirty-two (32) interviewees provided a gift indication when asked, totaling to a range of $1,022,000 - $1,965,000 in initial giving
potential.

▪ When asked, 65% of interviewees noted that providing naming opportunities would be important for a potential campaign. Only 3%
of interviewees expressed that naming opportunities were important for them and their families.

▪ Eight (8) interview participants noted that they had considered St. Mary's or currently have St. Mary's listed in their estate plans.

GIFT INDICATIONS

WOULD YOU GIVE A GIFT TO THE CAMPAIGN?

94%

6%

Yes Maybe

Gift Level 
Indication

Count

$100,000+ 3

$50,000+ 3

$25,000+ 8

$10,000+ 12

$5,000+ 4

>$5,000 2

TOTAL: 32

Number of Indications: 32

Gift Range: $1,022,000 - $1,965,000 
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Section 3:

ELECTRONIC SURVEY RESULTS
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4%

67%

10%

4%

13%
2%Parish Leadership/Staff

Active Parishioner

School Family

Council/Committee Member

Volunteer

Other

E-SURVEY DEMOGRAPHICS & PERCEPTIONS
The 8-question electronic survey (e-survey) allowed the broader St. Mary’s community to share their perceptions of the parish, disclose
reactions to the proposed plans, and indicate their willingness to participate in a campaign. Although important, e-survey results are meant to
serve as a compliment to the strategic interviews and can be helpful in reinforcing key interview findings.

▪ The e-survey was emailed to 986 individuals and families and 296 surveys were completed between November 22-26, 2021, which equated 
to a 30% response rate. A response rate of 10-12% is considered “good,” so the St. Mary’s families outperformed this key benchmark.

▪ Across both individual and e-surveys, more than ninety percent (90%) of participants have a “Very Positive” or “Positive” perception of St. 
Mary’s. This is equal to the CCS benchmark.

The following information reflects demographics and perceptions from the e-survey.

RELATIONSHIP TO THE CHURCH

95% of survey participants said they had a “Very Positive” or  

“Positive” perception of St. Mary's.

35%

44%

23%

2%

6%

Highest High Middle Low Unsure

WHERE DOES ST. MARY’S RANK ON YOUR OWN 
PERSONAL  LIST OF PHILANTHROPIC PRIORITIES?
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CAMPAIGN PRIORITIES & TIMELINE
Seventy-one percent (71%) of all survey participants had a
“Very Positive” or “Positive” reaction to the proposed
campaign plan. Of the remaining participants, 23% had a
“Mixed” reaction and only 2% had a “Negative” reaction.
Three percent (3%) were “Unsure.”

When asked to rank the case elements, the church and
narthex expansion stood out as the highest priorities
followed by adding a community center for activities such
as dinners, wedding receptions, funerals, and youth
events, as well as additional parish offices. The addition of
new locker room facilities to accommodate parishioners
and physical education students was ranked as the lowest
need.

Recent CCS religious studies show an average
of 32% “Very Positive” and 36% “Positive”
responses to this question.

What is your overall reaction to these plans?

When asked how they would prioritize projects, this is how e-survey participants responded.

Among the 296 e-survey
respondents, 80% believed St.
Mary's should embark on the
capital campaign tested, 18%
were unsure and wanted more
understanding of the plans. The
remaining 2% said St. Mary's
should not embark on this
campaign.

CAMPAIGN GOAL 
& TIMING

33%

38%

23%

2% 3%

Very Positive
Positive
Mixed
Negative
Unsure

53%

41%

26%

74%

36%
42%

34%

43%

21%

9%
14%

37%

25%

4%2% 3%
6% 6%

2%

Adding space for
community activities

Adding a multi-
functional gym space

Adding locker
rooms/changing

areas

Renovating school,
creating Early

Childhood Center
(ECC)

Expanding current
church capacity from

500 to 700

High Medium Low Unsure
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8%

17%

72%

19%

41%

24%

73%

42%

4%

Serve as a Leader Serve on a Committee Give a Gift to the Campaign

Yes Maybe No

69%
of families said the church was their 

“high” or “highest”  philanthropic 

priority  This is nearly 20% higher 

than the CCS benchmark.

CAMPAIGN INVOLVEMENT & INDICATIONS

▪ When asked about their own involvement, 8% indicated they would be
willing to serve in a leadership capacity, 17% would be willing to serve on a
committee, and 96% indicated they would consider a gift to the campaign.
Throughout interviews, for those who did not want to volunteer for the
campaign they noted current time constraints, frequent travel for a season
of the year, or that they are currently overcommitted.

▪ Of the 296 respondents, 254 gave a gift indication (86%). Total gift
indications from the electronic survey totaled $2,112,500.

CAMPAIGN INVOLVEMENT

*$2,500 was used as the baseline for gifts less than
$5,000.

Gift Indication Amount Choice Count

$100,000+ 3

$75,000+ 0

$50,000+ 6

$25,000+ 13

$15,000+ 32

$5,000+ 83

Less than $5,000* 117

TOTAL: 254
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Section 5:

RECOMMENDATIONS
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PRAYER

Asking God’s blessing on 
this endeavor

PERSONAL VISITS

Most effective method of 
raising funds

PROPORTIONATE GIFT 

REQUESTS

Equal sacrifice, 
not equal gifts

PLEDGED 

COMMITMENTS

Power of giving is 
multiplied over time

PHASE BY PHASE 

APPROACH

Stages to engage the entire 
church

PASSION

Leadership, volunteers, and 
donors embrace the vision

Based on the study findings and a careful review of the data, CCS recommends St. Mary's pursue a campaign with an initial goal of $4.5 million.
To carry the momentum garnered through the study, CCS recommends an immediate transition into the planning and preparation stages of a
campaign. The campaign proceeds in a step-wise manner, beginning with a preparatory phase and followed by a “quiet” phase when gifts are
requested from the most generous families. Once the top 20% of givers in the church have been met with, and a decision has been received,
the public phase commences. Infused in each step of the process, the campaign will utilize the principles of Christian stewardship.

Campaign Recommendations:

1. Launch a $4.5 million campaign in December 2021

2. Develop a compelling case for support and additional campaign materials

3. Establish the leadership structure and recruit a strong campaign leadership team

4. Create appropriate approach strategies for families to be engaged in a phased approach

5. Begin cultivating relationships

6. Execute the campaign in a phased approach over a 7-month timeline (2 months of campaign prep)

7. Develop an appropriate campaign budget

Six Principles of a CCS Campaign

We believe six factors form the basis for a successful campaign.

RECOMMENDATION SUMMARY
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CCS believes that a goal of $4.5 million is a challenging yet feasible for St. Mary's. CCS offers this goal recommendation based upon the following
factors:

1. The Strength of Gift Indications: Gift indications, totaling over $4 million across interviews and the e-survey, were strong and are indicative of
the parish’s willingness to support the project. However, for a $15 million campaign to be successful, key indicators would have included at
least three seven-figure gift and more than ten additional six-figure gifts, allowing the cumulative gift range to be closer to $8 million.

2. Response and Adjustment to Case Elements: Throughout the study it was confirmed that list of proposed projects should be refined,  
clarified, and adjusted, ultimately impacting the need for dollars raised. 

3. CCS’s Professional Experience: Churches of St. Mary's size are often successful in raising four to five times their offertory or more unless
mitigating factors are present. Additionally, there are conditions around vendor selection that may influence giving decisions.

LAUNCH A $4.5 MILLION CAMPAIGN1
I n  D e c e m b e r  2 0 2 1

SAMPLE TABLE OF GIFTS

There are many possible ways that St. Mary's could achieve a fundraising goal of $4.5 million. The following table of gifts reflects one possible 
roadmap to achieving this goal with a pay period over five years.

Lowest Gift Level Gifts Needed Prospects Needed Total of Gift Level Total Accumulated

$500,000 2 4 $1,000,000 $1,000,000 

$250,000 2 6 $500,000 $1,500,000 

$150,000 3 9 $450,000 $1,950,000 

$100,000 5 15 $500,000 $2,700,000 

$75,000 10 30 $750,000 $3,300,000 

$50,000 12 36 $600,000 $3,675,000

$25,000 15 45 $375,000 $3,855,000 

$10,000 18 54 $180,000 $3,955,000 

$5,000 20 60 $100,000 $4,000,000 

Below $5000 Many Many $45,000 $4,500,000 

Total 87 260 $4,500,000 $4,500,000
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The study assessed the feasibility and interest in a $15 million vision for the future of St. Mary's. In the end, a core group of projects assessed
rose to the top as priorities for this campaign. The chart below depicts a sample of how the $4.5 million goal could be allocated towards
these core campaign projects with the opportunity to mobilize reserves to address additional projects.

LAUNCH A $4.5 MILLION CAMPAIGN1
I n  D e c e m b e r  2 0 2 1

TESTED PROJECTS TESTED BUDGET REVISED PROJECT LIST PROPOSED ALLOCATIONS

Adding a new indoor athletic space

$15 Million

Creating a new centrally located kitchen and 
dining hall with seating for 250 people

$4.05 Million

Creating a new centrally located kitchen and 
dining hall with seating for 250 people

Providing new administrative offices for both 
the parish and school staff Providing new administrative offices for both 

the parish and school staff

Repurposing the old gymnasium/kitchen 
area into an Early Childhood Center (ECC) Campaign Budget $450,000

Renovating the old school offices and Pre-K 
rooms

New Gym

Parish Reserves ($3 MM)

Converting the old library into a working 
sacristy

Adding a second story mezzanine area with 
elevator access 

Repurposing the old gym into an Early 
Childhood CenterAdding a new multi vehicle porte-cochere 

further away from Hwy-76 and expanding 
the current parking lot

TOTAL $15 Million TOTAL $7.5 Million*

*Denotes total allocation including usage of reserves
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Defining a clear vision for the campaign and creating materials that inform and inspire giving are fundamental to campaign success. Detailed
plans for the combined campaign should be discussed and approved by St. Mary's leadership using the information presented in this report.

A. Increase Transparency & Specificity

Throughout the strategic interviews several frequently asked questions emerged. These questions in addition to overarching themes that need
to be addressed in future messaging are listed below.

DEVELOP A COMPELLING CASE FOR SUPPORT2
A n d  A l l  A c co m p a ny i n g  M ate r i a l s

• Creating a new centrally located kitchen and dining hall 
with seating for 250 people

• Providing new administrative offices for both the parish 
and school staff
• Emphasis on dual use of facilities for both school 

and parish
• Opportunity for St. Mary’s to provide additional 

event space for services and gathering areas for 
groups 

• This is an investment in the future of the school 
and parish; making St. Mary’s a more viable 
option for younger families

• New gym
• Repurposing the old gym into an Early Childhood 

Center
• Detail why investing in these projects now gets St. 

Mary’s closer to expanding church capacity during 
Phase II

PROJECTS

• How does this campaign tie in with the history 
of our  church?

• How have the generations before paved the path 
for us today? How can we pave the path ahead?

• How is this tied to the greater mission and 
vision for  the church?

• What happened in the previous campaign (time, 
goal  size, amount realized, impact of funds)?

HISTORY & VISION

• Why now?
• How much has the church grown? Who 

is the new space for?
• What are the short-term and long-term 

impact of this campaign?
• How can we explain the vision for future 

phases of campaigns?

RATIONALE & IMPACT
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B. Utilize Diverse Methods of Communication

Clearly explaining the purpose of this potential campaign is crucial to gaining support from
individuals and families within the church and helping to develop a sense of community and purpose
around this campaign. To do so, it will be important to employ a diverse communication strategy to
best engage all families, across all generations from the school and the church. Examples of how to
engage families can include:

DEVELOP A COMPELLING CASE FOR SUPPORT2
A n d  A l l  A c co m p a ny i n g  M ate r i a l s

“If you’re looking at this from a 
community standpoint, it’s 
going to bring more people to 
our area; bring people closer 
together.”

“It’s not for us, it’s for our 
children, for what we’re passing 
down to them. To keep St. Mary’s 
strong, we must invest in the 
facility. We talk a lot about how 
these facilities are not just a new 
church, it’s an opportunity to 
bring new people in.” 

“We need church more than 
anything else right now- need it 
for our children, need it for 
ourselves, need somewhere to 
be buried. We need it, there’s 
just no way around it as a faith 
community.” 

C. Begin General Education About the Campaign to the Parish

Eighteen percent (18%) of interviewees had little to no familiarity surrounding the proposed
campaign plan. CCS recommends in the preparatory months of the campaign to provide educational
opportunities to inform the parish about the vision of the campaign, estimated projects, adjusted
goal size, and anticipated timeline in advance of the campaign.

D. Consider Broader Messaging for the Campaign

Campaign leadership and volunteers will use the case for support and other operating materials to
solicit gifts from prospects. As you move forward, leadership, in coordination with campaign counsel,
should begin to develop additional operating materials including:

▪ Request Letter from Father Michael 
▪ FAQ sheet
▪ Ways to Give Document
▪ Pledge Card
▪ Thank You Letter

▪ Bulletin Inserts
▪ Pulpit Announcements
▪ Brochures
▪ E-mail/E-blasts
▪ Social Media Communications

▪ Videos (Video from experts on each case 
component, update from the study, etc.)

▪ Town Halls
▪ Targeted Email Blasts
▪ Newsletter

▪ Pulpit Announcements
▪ Information Meetings
▪ Social Media Posts

“St. Mary’s has so much more 
potential to offer. There’s a lot of 
energy in the parish community, 
but we can’t go forward until we 
have the facilities to match the 
enthusiasm. When you outgrow 
your space, do you outgrow your 
faith?”
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At the helm of any campaign, the core leaders set the tone, vision, and momentum for the effort. When considering the church’s robust 
leadership team, this is how they will be incorporated in the campaign.

Pastor 

When asked about his role within the campaign, interviewees reflected how Fr. Michael has helped to reshape the culture of the church during 
his tenure. Many noted this shift was due to his charismatic personality, authenticity, and passion for this work. For this campaign to be 
successful, his personality will need to be utilized – as he will need to serve as a visionary leader, a voice and advocate for support, and the lead 
in helping to shape the culture and mission of the campaign. Central to the success of this campaign, it will be important for Fr. Michael to take 
part in all cultivation meetings and key solicitations. These will be completed in partnership with CCS counsel and other volunteers as 
applicable. In addition, Fr. Michael’s role will include: 

ESTABLISH THE LEADERSHIP STRUCTURE3

▪ Praying for the success of the 
campaign

▪ Dedicating time to the campaign
▪ Taking part in key cultivation 

meetings

▪ Participating in key solicitations
▪ Being the voice of the campaign
▪ Remaining informed on latest 

campaign progress and church 
finances

▪ Participating in all significant 
planning meetings

▪ Relaying information to the parish 
▪ Keeping the focus on the great 

purpose of the campaign- building 
community

▪ Praying for the success of the campaign
▪ Dedicating time to the campaign
▪ Preparing emails and newsletters

▪ Working with CEC on producing bulletin 
inserts and pulpit announcements

▪ Manage public-phase volunteers

▪ Lead team of 6-8 committee members

Extended Leadership Team (Staff, Pastoral Team, Parish Council)

In concert with the Fr. Michael, the Campaign Director, and other campaign teams the remaining staff at the church will help in pushing the 
mission and vision of the campaign forward. Aid from this core group of staff will be requested for the following: covering the campaign in 
prayer, being additional voices and advocates for the campaign, providing information on FAQs about the campaign, and helping with pledge 
input, gift processing, and fulfillment. As an extension of their current roles, all governing bodies will help to approve all campaign policies, 
plans, and solicitation materials. In addition, these groups will help to further advocate for the campaign and the stewardship of all campaign 
donors. 

Campaign Co-Chairs

In partnership with Fr. Michael and the CCS staff, the campaign co-chairs lead the Campaign Executive Committee. This team helps to serve as 
an extension of Father in personal visits with parishioners. In addition, this role may include:
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CCS’s experience shows that campaigns are most successful when the pastor and leadership bodies have a core group of volunteers, commonly
referred to as the Campaign Executive Committee (CEC), with whom to work. This volunteer body will help to serve as an extension of the
leadership team in inviting support and building community within the campaign. It is recommended that the CEC be a leadership body
representing a diverse age ranges of the parish, including school families, young families and established parishioners. St Mary's can use the
campaign to identify and enlist support from emerging and newer leaders. During the planning stages, Campaign Chair(s) and the CEC should
be invited to volunteer from Fr. Michael. A suggested framework for general volunteer leadership throughout the campaign is as follows:

RECRUIT A STRONG CAMPAIGN LEADERSHIP TEAM3

Committee Name # Needed When Needed Responsibilities

Pastor & Campaign 
Chair(s)

1-2 Entire campaign

▪ Provide overall leadership for the campaign
▪ Set an example through a personal commitment to the campaign
▪ Identify and recruit the CEC
▪ Attend all appropriate meetings relative to the campaign
▪ Announce campaign developments to the parish
▪ Make Leadership and Major Gift requests
▪ Pray for the campaign

Campaign Executive 
Committee

6-8

Entire campaign, 
with focus on 
activity during 
early months

▪ Set an example through personal commitment 
▪ Review and endorse the case for support and campaign plan
▪ Communicate the need for the campaign to the parish
▪ Lead specific phases of the campaign
▪ Support all lead gift efforts including briefing material creation, meetings, and 

debriefs
▪ Aid in the visits and solicitation efforts of all Leadership Gift Phase families
▪ Visit with and solicit gifts from other church families, particularly in Major Gifts 

phase
▪ Pray for the campaign

Major & Advance  
Gifts Committee

20-30 
Major & Advance 

Gifts Phase

▪ Make a personal commitment to the campaign at or above request range
▪ Visit with and solicit gifts from families in Major and Advance Gifts Phase
▪ Attend all meetings relative to Major and Advance Gifts Phase of campaign
▪ Pray for the campaign

Phone-a-Thon & 
Commitment 

Weekend Volunteers
30+ All Church Phase

▪ Make a personal commitment to the campaign
▪ Run the parish-wide phone-a-thon
▪ Oversee Commitment Weekend activities
▪ Pray for the campaign
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Personal requests are the most effective method of raising funds. The campaign will start with those who have been the most supportive of the
church in the past. This approach helps to create momentum, which in turn drives enthusiasm to help carry the campaign through a successful
conclusion. Throughout the interviews, we have heard about Fr. Michael’s demonstrated ability to excite parishioners and encourage
transformative levels of giving. We would recommend activating Fr. Michael in as many personal visits as possible given his track record of
success.

CREATE APPROPRIATE APPROACH STRATEGIES4

▪ The most effective method to raise funds in a campaign effort

▪ Used in early campaign stages to approach the largest potential prospects

▪ Enables the campaign team to explain case details in a comfortable environment

▪ Families are invited to join the effort in a very personal way

▪ Fr. Michael will visit families in the Leadership Gifts Phase

▪ Fr. Michael, Campaign Executive Committee, and Major Gift Committee will visit 
families in the Major Gifts Phase

▪ Advance Gift Committee will visit families in the Advance Gifts Phase 

▪ Used during the final phase to extend an invitation to families and individuals in 
the parish at large to participate

▪ Approaches include pulpit announcements, bulletin inserts, social media 
communications, phone-a-thon, and Commitment Weekend

▪ Campaign progress will be formally announced

▪ Outreach to community members (if applicable) 

▪ Volunteers will run the phone-a-thon to contact remaining families

Once all high-capacity donors have 
had a personal visit, the remaining 
families are invited to give.

BROADER CHURCH 
OUTREACH

Fr. Michael and/or a key volunteer 
meets one-on-one with a 
prospective donor to ask for a gift.

PERSONAL VISITS
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Due to the current environment, this is a critical time to build and steward relationships. When asked about leadership for this campaign, nearly
all participants noted the important role Father Michael will have in creating energy and excitement throughout the parish to encourage
investment in the campaign. As a core component of the campaign, personal visits will be made to numerous members within the parish to
invite their participation. To best prepare for these conversations, Fr. Michael and other key leaders should implement a disciplined donor
engagement process for parish members that include the following stages: discover, cultivate, brief, ask, and steward.

BEGIN CULTIVATING & STEWARDING RELATIONSHIPS5

Pastor Nate or a key volunteer 
meets one-on-one with a 
prospective donor to ask for a gift

PERSONAL VISITS

Learn more about each 
family and their 
affiliations, involvement, 
and tie to the church. 
Ways to do this can 
include:

DISCOVER CULTIVATE BRIEF ASK STEWARD

Take hold of 
opportunities to engage 
families on a deeper 
level. This could include:

Educate the families 
about the campaign, 
determine their interest 
and investment level. 
This could look like:

In an in-person meeting 
ask for their support at a 
specific giving level. This 
would look like:

Actively re-engage the 
family close the gift, 
thank them for their gift, 
and/or continue building 
the relationship. This 
could look like:

▪ Reviewing the roster 
or directory

▪ Introducing yourself  
after service or at a 
church function

▪ Follow-up meetings 
to close gift

▪ Thank-you letters
▪ Tour of property 

additions/repairs
▪ Naming opportunities 

▪ One-on-one meeting 
with solicitor (Fr. 
Michael, Campaign 
chair, Committee 
member, etc.)

▪ One-on-one meetings
▪ Tours of St. Mary’s
▪ Introduction to 

campaign chairs

▪ Conducting phone 
calls

▪ Review of architect 
renderings

▪ Inviting families to 
special programs or 
meetings

Stewardship by Generation

When considering how to engage different donors it will be important to utilize engagement
strategies targeted for each generation. For older generations at St. Mary’s, it will be important to
reaffirm that the tradition and look of the church will be maintained, that funds will be stewarded
properly, and that they can consider numerous options to give a gift, including planned giving
options. For younger generations, it will be important to give them a seat at the table for decisions
regarding the campaign, important to affirm that their gift is valued no matter the size, and it will be
important to consider alternative ways to give a gift including easy mobile and web giving.

“Fr. Michael should have a
team. No one man should
have to go through this
alone. However, he needs to
remain in the forefront as a
leader. People will respect
that and listen to him more
than any committee.”
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CCS recommends that the campaign implement a phased approach over a period of seven months with an emphasis on early leadership
gifts to set the pace for campaign success and build momentum. The early pace of the campaign will dictate the length of the overall effort.
Phases should be conducted sequentially with each phase building on the success of the previous effort. Activity within multiple phases may
occur simultaneously.

EXECUTE THE CAMPAIGN IN A PHASED APPROACH6
9 M o nt h  T i m e l i n e  ( 2  M o nt h s  o f  P re p  +  7 - M o nt h s  o f  A c t i ve  F u n d ra i s i n g )

Monthly Activity
Month 1

(prep)
Month 2 

(prep)
Month 3 Month 4 Month 5 Month 6 Month 7

Internal Planning Phase

▪ Revise and finalize case for support
▪ Develop campaign operational materials
▪ Finalize prospect list and gift requests
▪ Identify, recruit, and train Campaign Executive Committee (CEC)

Leadership Gifts Phase ($50,000+)
▪ Complete CEC and leadership gift visits
▪ Conduct weekly CEC meetings
▪ Solicit major gifts prospects
▪ Prepare materials for Major & Advance Gifts Phase
▪ Identify, recruit, and train volunteers for Major & Advance Phase

Major & Advance Gifts Phase ($9,000-$50,000)
▪ Continue weekly CEC and volunteer report meetings
▪ Solicit Advance gift prospects
▪ Close pending Leadership and Major gifts
▪ Prepare for All Church Phase

All Church Phase ($9,000 OR LESS)
▪ Formally announce campaign goal and progress
▪ Invite all remaining families and individuals to support the campaign

Campaign Wrap-Up
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Although volunteer-driven, a successful campaign will require an investment. Overall, campaign budgets are typically 10-12% of the campaign
goal. The common wisdom in terms of capital campaigns is that it costs between 10-15 cents to raise one dollar. CCS-led religious campaigns are
often on the lower end of this range. We predict a budget of 8 cents to raise one dollar for St. Mary’s. This estimated campaign budget accounts
for 10% of the campaign goal.

It is important to note that some costs outlined in the following budget are costs already incurred at St. Mary’s (equipment, supplies and
materials, staff hours, etc.).

DEVELOP AN APPROPRIATE CAMPAIGN BUDGET7

Budget Area Items % of Budget Preliminary Estimate

Personnel
▪ Consulting Staff
▪ Staff dedicating time to the campaign

70% $315,000

Materials and Events

▪ Case for Support
▪ Collateral Materials
▪ Bulletin Inserts
▪ Campaign Video
▪ Meeting Materials
▪ Special Events

15% $67,500

Pledge Fulfillment 
▪ Confirmation Letters
▪ Payment Reminder Letter
▪ Delinquent Reminder Letter

10% $45,000

Contingency, Equipment 
& Supplies

▪ Costs associated with unforeseen delays 
to projects or planning

▪ Office Equipment
▪ Office Supplies

5% $22,500

TOTAL $450,000
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Section 6:

NEXT STEPS



36

EDUCATE THE 

PARISH

THANK STUDY 

PARTICIPANTS

DISCERN WHAT IS BEST 

FOR THE CHURCH

PREPARE FOR THE 

LAUNCH

IMPORTANT NEXT 
STEPS TO CONSIDER

▪ Review the proposed 
campaign plans and 
recommendations

▪ Formally endorse the  
agreed upon campaign plan

▪ Send thank you letters to 
interviewees with an 
executive summary of the 
study results

▪ Send an email blast thanking 
the parish for participating 
in the e-survey

▪ Incorporate opportunities to 
educate the parish about 
the vision and intended 
impact of the campaign 
(announcements, videos, 
emails)

▪ Finalize campaign plan and 
timetable

▪ Craft a compelling case for 
support

▪ Identify and recruit 
campaign leadership
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