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Analyzed the last three years of offertory 
and church giving history to understand 
strengths, challenges, and opportunities 
for growth

ORGANIZATIONAL SCAN

Sent e-survey link to 1034 individuals and 
received 314 responses and 261 gift 
indications

ELECTRONIC SURVEY

Data analysis, report on findings, and 
recommendations

DATA ANALYSIS & REPORTING

Data collection, study materials 
development, interview candidate 
identification and invitation

STUDY PREPARATION

Conducted 40 strategic interviews with 
church leadership, staff, and parishioners

STRATEGIC INTERVIEWS

In March 2022, CCS launched a campaign planning study in partnership
with Prince of Peace to address the following:

1. Potential of fully realizing Phase II of POP’s original capital
campaign.

2. Evaluation of an achievable campaign goal.
3. Feasibility of campaign elements to make POP a place to pray and a

place to play.

The campaign planning study tested an $8.6MM capital campaign with
the following case elements:

▪ Provide existing programs with new and much needed multi-
functional meeting rooms.

▪ Strengthen and expand POP programming and events with
versatile large-event recreational room.

▪ Support POP staff, volunteers, and parishioners with an elevator to
improve accessibility to the church basement.

▪ Support POP leadership and staff by expanding existing offices with
new space and resources.

▪ Support the Diocese of Green Bay with a combined campaign that
contributes to the diocesan one by One Campaign.

STUDY PURPOSE & METHODOLOGY
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This following report reflects the results of 40 interviews as well as responses from 314 e-surveys. Below is an aggregation of the core findings.

EXECUTIVE SUMMARY

CASE

▪ 100% of interviewees and 66% of e-survey respondents had a “Very 
Positive” or “Positive” responses to the campaign plans

▪ Meeting rooms and the office expansion were perceived as the most urgent 
needs

▪ Most cited request was for further clarity and detail on campaign case 
elements and cost breakdown of projects

LEADERSHIP

▪ 18% of interviewees indicated that they would serve in either a leadership
capacity or on a campaign committee

▪ 17% of e-survey respondents would consider participating in a leadership
role and 31% would consider serving on a committee

▪ Interviewees stressed the need for Deacon Jeff to have a central role in the
campaign and to communicate the vision and enthusiasm for the campaign
to the parish and public

PROSPECTS

▪ 100% of interviewees stated they would give a gift to the campaign

▪ 58% of e-survey respondents indicated they would give a gift

▪ 33 interviewees self-indicated gifts during the interview process providing a 
range of $584K and $704K 

▪ Self-indicated gifts during the e-survey (261) indicated an aggregate total of 
$1.81 million

PLAN

▪ 92% of interviewees and 50% of e-survey respondents indicated that now is
the right time for Prince of Peace to move forward with a campaign

▪ 48% of interviewees expressed concern over the state of the economy;
most concerns regarded the rate of inflation and the possible impact on
giving
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▪ Eighty-two percent (82%) of all interviewees have been affiliated with POP for over six years, while sixteen percent (16%) of all
interviewees have been affiliated with POP for one to five years.

▪ Parishioners were very supportive of the campaign study interview—they comprised 100% of total participation. Twenty-three precent
(23%) of interviewees self-identified as volunteers and 22% as donors.

INTERVIEW DEMOGRAPHICS & PERCEPTIONS
In total, 40 strategic interviews were conducted. Their core demographics and perceptions of POP are below. 

16% 16% 66%

Less Than 1 Year 1-5 Years 6-10 Years 11+ Years

2%

NUMBER OF YEARS AFFILIATED WITH POP

100%

INVOLVEMENT AT POP

PARISHIONER

VOLUNTEER

DONOR

COUNCIL/COMMITTEE MEMBER

23%

22%

21%

70%

30%

Very Positive

Positive

Mixed

Negative

PERCEPTIONS OF POP

Recent CCS studies show an 
average of 61% “Very 

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

We’ve always loved that Prince of Peace is a 
welcoming community. It doesn’t matter 
where you come from, this parish is there to 
welcome you. Note: Interviewees were allowed to indicate more than one category of 

involvement. Additional categories included Parish Leadership/Staff (5%), and 
Other (0%).
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95%

80%
74%

97%

5%

13%

21%

3%
0%

8%
5%

0%

Meeting Rooms Multi-Purpose
Room

Elevator Office Expansion

High

Medium

Low

35%

63%

2%

0%

Very Positive

Positive

Mixed

Negative

CAMPAIGN PRIORITIES

• For interviewees, 54% were very familiar with the proposed campaign plans,
while the remaining 46% were either somewhat familiar or learning about the
proposed projects for the first time.

• By and large, respondents have a positive view of the case elements with 98%
having a “Very Positive” or “Positive” view of the proposed plan. For the
remaining 2% who denoted a “Mixed” response to the case, they noted
concern over the need for a large multipurpose room as well as the proposed
cost of the plans. There were no “Negative” responses.

• Five percent (5%) of interviewees indicated there were additional priorities
not currently addressed in the campaign plans. Namely, a chapel and
additional access in and out of the parking lot.

WHAT IS YOUR OVERALL REACTION 
TO THESE PLANS?

WHEN ASKED WHICH PROJECTS THEY WOULD CONSIDER A “HIGH” 
PRIORITY, THIS IS HOW INTERVIEWEES RESPONDED:

This campaign is absolutely necessary. We need 
all of these components. But we also need to 
make the case to the rest of the parish. We need 
to show those who only come to Sunday Mass 
what it’s like during the week. How crowded we 
are. That our kids take classes in the halls and 
kitchen.

Most of us feel like we’re always giving to the 
Diocese with very little information on where 
that’s going. If we have to give again for this 
campaign, then we’ll need to know what 
exactly we’re contributing to. There needs to 
be some financial transparency.
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E-SURVEY DEMOGRAPHICS AND PERCEPTIONS

A 14-question electronic survey (e-survey) allowed POP’s broader community to share their perceptions of the church, offer reactions to the
proposed plans, and indicate their willingness to participate in a future fundraising effort. E-surveys provide insight into a wider constituent base
and supplement key findings from personal interviews. CCS weighs personal interviews more heavily due to the level of confidentiality, candor,
and extent of questions asked.

The e-survey was emailed to 1,034 individuals and families. In total, 314 surveys were completed between April 20-29, 2022, which equated to a
30% response rate. CCS generally considers a response rate of 5-10% as “good”.

51%

RELATIONSHIP TO POP

PARISH MEMBER

VOLUNTEER

DONOR

COMMUNITY MEMBER

21%

10%

8%

PERCEPTIONS OF POP

67%

26%

6%

<1% Very Positive

Positive

Mixed

Negative

Note: Interviewees were allowed to indicate more than one category of 
involvement. Additional categories included Council or Committee Member 
(7%), Parish Leadership/Staff (2%), and Other (1%).

93%
of e-survey respondents 
have a “Very Positive” 
or  “Positive” 
perception of POP.



Lorem Ipsum Dolor Sit Amet
LOREM IPSUM

JANUARY 2021

7

57%

33%

9%

2%

39%
36%

19%

6%

42%

28%

21%

8%

50%

35%

11%

4%

High Medium Low Unsure

Meeting Rooms

Multi-Purpose Room

Elevator

Office Expansion

30%

36%

28%

4% 2%

Very Positive

Positive

Mixed

Negative

Unsure

E-SURVEY CAMPAIGN PRIORITIES AND TIMELINE

Sixty-six percent (66%) of all e-survey respondents had a “Very
Positive” or “Positive” reaction to the proposed plans. Of the
remaining participants, 28% had a “Mixed” reaction, 2% were
“Unsure”, and 4% responded “Negative”.

When asked to rank the case elements, 57% of respondents
ranked “new multi-functional meeting rooms” as one high
priority, while thirty-nine percent (39%) of respondents ranked
“new large-event and recreation space” as another high priority.
Additionally, 39% ranked “an elevator to improve accessibility”
and 50% ranked “growing office space” as high priorities.

OVERALL REACTION TO
CAMPAIGN PLANS?

E-survey respondents ranked the four proposed project priorities as equally high priorities. (Note that respondents were not required to rank
priority areas relative to each other). These findings indicate what elements respondents found most compelling and will guide messaging.

Fifty percent (50%) of all e-survey respondents 
believe that POP should conduct a comprehensive 
fundraising effort to address the needs outlined. 
Eighteen percent (18%) indicated “No” and 32% 
indicated “Unsure.”

SHOULD WE MOVE FORWARD?

CAMPAIGN PRIORITY AREAS


