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How to Interview  
Church Capital Campaign Firms

In interviewing prospective church capital campaign consulting 
firms, first it’s important to structure and schedule your interviews 

and the final selection process correctly. Second, if you’re interview-
ing people personally versus virtually (which we don’t recommend),  
it’s important to provide the right set up, atmosphere and order for 
your interview meetings. And finally, it’s important to ask or other-
wise have answered all of the right interview questions. This will en-
able you to receive, recall and decipher critical differences between 
firms and make the most informed decision about who would be 
best to guide you in the capital campaign for your church.

Structuring & Scheduling Interviews Correctly
How to correctly structure and schedule interviews and the final selection process 
was covered in detail in our part 7 tip sheet and video. So, go back and read that tip 
sheet and/or watch that video again if you missed it and need to.

Providing the Right Meeting Set-Up, Atmosphere & Order 

In terms of conducting the interviews themselves, here are some general suggestions.

For In-Person Interviews: 

1. First, conduct your interviews in an amply sized, heated or air conditioned and 
ventilated room.

2. Second, arrange meeting seating in a conference, classroom or in a u-shaped 
style set-up with the interviewee or presenter situated at the head of the table 
or room. This makes it easier for everyone to see the interviewee and makes it 
easier for the them to see and make eye contact with everyone in the room.

3. Third, plan to serve some light food and refreshments to keep your people fresh. 

4. Forth, ask all meeting attendees to fill out and wear nametags and to introduce 
themselves at the start of each meeting. This will aid the presenter in getting to 
know you as individuals and readily recall everyone’s names.

For All Interviews: 

5. Fifth, ask each interviewee to make his or her presentation and to cover their 
firm’s background and experience in working with and doing capital campaigns 
for churches, how they would propose to approach your campaign in terms of 
staffing, schedule and services, and what they see as anticipated consultant costs 
for your campaign. As an alternative, you could also lead the interview your-
selves by asking the following key questions which should always be asked or 
answered in every interview presentation.     

Key Questions to Ask  
or Have Answered

1. What types of organizations, includ-
ing and other than churches, does your 
firm serve?

This is important because ideally, you 
want to work with firms that only work 
with churches and are uniquely sen-
sitive to your uniqueness as a church 
because some more secular orientated 
fundraising firms’ methodology and 
terminology can be both inappropriate 
and offensive in a church setting. Of-
tentimes too, these firms don’t routine-
ly incorporate important spiritual ele-
ments and the importance and power 
of prayer, which is especially important 
in church capital campaigns.

2. What types of services beyond cap-
ital campaigns does your firm provide 
to churches and others?

Ideally, you want to hire someone who 
not only solely serves churches, but 
also, just does church capital cam-
paigns and feasibility and planning 
studies to help churches better prepare 
for their campaigns. 

This is important because special-
ists generally outperform generalists, 
provided they also do what it takes 
operationally to get the best results 
possible in a church capital campaign. 
Also, with a church capital campaign 
specialist you’ll be assured of equal 
priority and the best personnel, which 
isn’t always the case when a company 
is providing services to bigger, much 
higher paying clients than you. 
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3. What is your typical approach to a 
church capital campaign?

Achieving the best results and getting 
the best return on your investment in a 
church capital campaign requires hiring 
a church capital campaign specialist 
who will propose and agree to operate 
your campaign in a very precise and the 
most proven to be productive way. 

This means that you need a firm that’ll 
provide you with a high level of indi-
vidual attention and hands on support 
without waste, or, in other words, 
getting someone who’ll provide at least 
30, and no more than 40 days of on-site 
service to you ideally, over the course of 
your campaign. 

This is important, because you want 
someone who’ll coordinate and attend 
all meetings, major events and handle 
most of the day-to-day tasks associated 
with the campaign and someone that’ll 
serve as a “driver” rather than merely an 
“advisor” for you. This is critical because 
most churches don’t have development 
staff like other non-profit groups do. 
And, even if your church has a develop-
ment or stewardship director, they prob-
ably don’t have much experience with 
capital campaigns and usually already 
have too much to do. As a result, they 
won’t have the expertise and/or time 
to be able to devote to the campaign, 
which can be detrimental to the cam-
paign’s success. 

At the same time, you don’t need some-
one to be at your church every week 
or full-time. That’s because there are 
certain slower times inherent in any cap-
ital campaign, especially in between key 
activities, meetings and events where 
having a full time consultant or person 
who comes to the church every week 
would be more service and more expen-
sive than what you need, because they’d 
be doing things that another less costly 
staff person could do equally as well and 
it hasn’t proven to enhance results.

You also need a firm that’ll agree to 
schedule the campaign over a 6 month 

effectively by a clerical person instead of 
a higher paid consultant. 

A consultant, however, should hire, 
train and supervise a local campaign as-
sistant, prepare all organization and ori-
entation materials, write the campaign 
case statement, prepare all campaign 
printed, promotional and communica-
tions materials, organize and attend all 
campaign meetings and key events, and 
coordinate and prepare materials for a 
sound fulfillment and follow-up process 
for you. They should also provide on-
going, on-call follow-up support for the 
entire fulfillment period. Anything less 
is unacceptable, because it will result in 
less than the best results for you.   

5. What approach do you take to staff-
ing our campaign, how many days of 
service do you provide and how much 
of this time are you or your consultants 
actually here at our church?

In addition to strong supervisory and 
back up support, the most effective 
firms also provide you with an experi-
enced on-site consultant, too, one who 
is almost wholly devoted to client ser-
vice and serving you. These people are 
the key to providing your church with 
the depth of service that research shows 
churches need to attain optimal results 
in their capital campaigns. 

To get the best results, your consultant 
should be working on an average of only 
two or three campaigns, at most, at any 
one time including yours. They should 
not be doing sales and other company 
administrative activities. They should 
come to your church at least every other 
week and personally attend all meetings 
and key events and attend “consul-
tant-critical” tasks where specialized 
expertise is required. And they should 
be proposing to provide at least 30 and, 
ideally no more than 40 days of on-site 
service to you during the implementa-
tion of the campaign.

period of time, minimally, so that there’s 
adequate time to enlist volunteers and 
cultivate and bring to fruition the best 
gifts, both of which will have a big 
impact on your campaign’s results. A 
shorter schedule than this, on the other 
hand, will shorten the time people have 
to complete these tasks, which will neg-
atively impact your campaign’s success.

You also need to have a consultant 
who’ll coordinate and coach asking for 
gifts in the most proven to be produc-
tive and successively successful ways. 

This means someone that will stress 
asking everyone for specific, challenging 
gifts, tying these requests where you 
can into specific and significant benefits 
within people’s capability and interests, 
and personally, graciously and knowing-
ly accepting whatever the donor decides. 

It also means asking for gifts in person 
initially and primarily, in a group setting 
second, by phone third and by mail or 
email last, without ever skipping a step 
or before exhausting a more personal 
and productive outreach method first. 
Anything less or other than this will pro-
duce less than the best results and gifts.

4. What services do you provide as part 
of your capital campaign services and 
can you differentiate for us what you 
actually do versus what you advise us 
on, assist us with, or ask us to do?

Some consulting firms will say that they 
“help” you do something, but what 
they really mean is that they’ll tell you 
how to do it, provide demonstrations 
or samples and then delegate the task to 
you. This is unacceptable, because it’ll 
inevitably lead to much more work and 
less than the best results for you. 

That’s not to say, however, that consul-
tants need to always be around and do 
everything. This would be a misuse of 
your resources, too, since there are cer-
tain slower times in any campaign when 
there’s not a lot to do or the work that 
needs to be done can be handled just as Continued on next page.
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6. Are you or your consultants here at 
all of our meetings and key events? And 
can you elaborate on this and tell me 
all of the meetings and events you will 
be present for?

This is a great follow-up question to 
the previouse one because it gives you a 
great sense for the depth of the consul-
tant’s work, as well as how often they’ll 
be at your church and how present they 
are for you and your volunteers.

7. What additional talents and back-up 
support does your firm provide?

The best firms have specialists that 
can help with writing, graphic design, 
printing and production of audio-visual 
materials. They also have qualified back-
up support in case the consultant that’s 
working with you gets sick or has some 
other sort of emergency that may other-
wise disrupt or delay service to you. 

8. Over what period of time do you 
recommend conducting the campaign 
and why do you see this as an ideal 
timeframe? 

The ideal timeframe for a church 
campaign is no less than 6 months. A 
timetable much longer than this could 
adversely affect enthusiasm and mo-
mentum. But a timetable shorter is even 
more problematic because it’ll adversely 
affect the time people have to recruit 
volunteers, ask for gifts and complete 
other critical tasks, which will compro-
mise your success in these efforts and, as 
a result, adversely affect the campaigns’ 
overall financial success. 

9. Do we need a lot of volunteers for the 
effort and how are they best attained?

You can do quite well in a campaign if 
you have just 5% of your households 
involved as volunteers to invite people 
to make the most important advance 
or major gifts. But, the more volun-
teers you can get, the better. That’s 
because if people are involved they’re 
more committed. And, if they’re more 
committed they’ll make better gifts too. 
Plus, the more volunteers you have, the 
more gifts you’ll have before reaching 

beyond your volunteer network. Addi-
tionally, these volunteers will be even 
more effective in asking others for what 
they’ve already done themselves. More 
volunteers also means that you’ll be able 
to reach out to more people personally, 
which will lead to more and better gifts 
and other benefits, such as being able 
to update your church membership list, 
identify who’s hurting and in need of 
pastoral care, and it will help people 
get to know one another better, build 
relationships and an even stronger sense 
of unity and community.

The key to getting lots of volunteers 
involved in a campaign is to provide 
a variety of opportunities for involve-
ment, to get the right people involved at 
the top of the organizational pyramid, 
and to make sure that the right person 
“asks” each person for their volunteer 
commitment. Asking for involvement 
in the most personal and productive 
way possible and limiting the scope and 
length of each person’s job so that it’s 
not an overwhelming task for anyone is 
also critical.

10. How do you approach asking for 
gifts and training people how to ask?  

The best consultants will coordinate 
and coach asking for gifts in the most 
proven to be productive and successively 
successful ways. 

This means they advocate asking for 
specific, sacrificial gifts, tying these re-
quests to specific and significant benefits 
within one’s capability and interests, and 
personally, graciously and knowingly 
accepting whatever the donor decides. 
It also means asking for gifts in person 
primarily and first, in a group setting 
second, by phone third and by mail or 
email last, without ever skipping a step 
or before exhausting a more personal 
and productive outreach method first. 
Anything less or other than this will 
produce less than the best results.

The best consultants also extensively train 
and equip campaign workers to ask for 
gifts in ways that are effective yet easy. 

They’ll provide “how to” instruction 
and an ample, practical practice session. 
They’ll prepare tools like a campaign bro-
chure, video and written gift proposals to 
aid in presenting the case and asking for 
gifts. They’ll encourage people to pair up 
in groups of two and to personally select 
those they’d like to do their visits with 
and solicit. They should also encourage 
people to break their visits in two, when 
they need to, with a first visit designed to 
explain the campaign, answer questions 
and ask them to prayerfully consider 
their gift commitments, and a second 
visit to further discuss and gratefully 
accept whatever the donor decides. This 
all makes asking easier, more enjoyable 
and effective.

11. Do you help in asking for gifts?

Consultants can be asked and may be 
helpful in asking for some gifts.  But, 
consultants should only be used spar-
ingly, if at all, and only in select situa-
tions, such as asking for key gifts. They 
should never be asked or offer to do a 
lot of or all of the “asks”, because people 
ultimately respond best to their peers 
rather than professionals, and there is 
absolutely no substitute for the active 
involvement of volunteers in getting the 
highest level of commitment.

12. Do you do anything special to help 
inspire greater participation and gifts?

The best firms go to great lengths to 
help inspire greater participation and 
gifts. They coordinate a member census 
to expand and update contact informa-
tion for members prior to announcing 
the campaign. They develop a campaign 
video, in addition to a campaign bro-

Continued on next page.
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chure, because they know that a picture 
is not only worth a thousand words, but 
tens if not hundreds of thousands of ex-
tra dollars too. They coordinate various 
planned or creative giving seminars to 
educate people about various and very 
beneficial additional or alternative ways 
they might make gifts. They develop 
giving opportunities and donor recog-
nition plans to inspire and recognize 
both exceptional and everyone’s gifts. 
And, of course, they coordinate the 
gathering of people’s gifts primari-
ly in-person first, in a group setting 
second, by telephone third, and by 
mail and email last and they never skip 
a step or move to a next best approach 
before exhausting a more personal and 
productive approach first. The best 
firms, too, won’t charge extra for any 
of these services. Rather, they’ll include 
them in their basic program costs and 
fees, because they know how important 
these things are and that they’ll assure 
better participation and gifts.

13. What resources do you bring in the 
way of computer technology and other 
systems to help make our campaign 
more efficient and effective?

The best firms have standardized, sys-
temized and computerized many of the 
routine tasks associated with conducting 
campaigns. Their consultants bring to 
the job powerful, personal computers, 
campaign management software systems 
and extensive computerized templates 
with standard campaign materials, so 
they don’t have to do things manually, 
reinvent the wheel every time and create 
things from scratch. 

This frees them to focus on what’s 
unique about you – your case and your 
cause, your people and how best to 
approach each individual about their in-
volvement and gift. This also saves your 
church staff and volunteers, as well as 
the campaign staff, hundreds of hours of 
time, all of which helps your campaign 
to be more efficient and effective. 

Ideally, the church would also have the 

option of continued use of some software 
that will aid in the fulfillment of pledges 
and other important follow-up work too.

14. What are your fees for the cam-
paign and how are they determined?

Fees for the campaign should be based 
on the time it takes to perform the 
services necessary to make a campaign 
for a church of your size as successful 
as possible, without cutting corners or 
spending more than is needed to get the 
best results and return on your invest-
ment possible. 

15. What are the other costs associated 
with the campaign and does this cover 
travel, administrative support and all 
other expenses?

Other costs you can and should expect 
to incur include consultant travel and 
other campaign overhead expenses 
such as secretarial support, printed and 
promotional materials, postage, special 
events and other expenses, the latter of 
which should be more or less equal if 
following an approach that will yield the 
best results. 

16. Do you suggest that we conduct 
a fundraising feasibility and planning 
study before the campaign begins and, 
if so, what is your approach, what is it 
designed to assess, who does it involve 
and how do you survey them, and 
finally, what does it cost?

The best firms will tell you that feasi-
bility studies are optional, but helpful. 
They’ll tell you they give you the chance 
to test your case and refine it before the 
campaign begins. They’ll tell you it’ll 
help to identify key leaders and donors 
and what might entice them to get 
involved and give more. 

A well-done study should be designed 
to assess all things that impact a cam-
paign’s success: satisfaction with your 
church, awareness and acceptance of 
your project and its individual compo-
nents, awareness and acceptance of your 

planned campaign, competition for 
funds, volunteer and volunteer leader-
ship willingness and potential, and your 
individual key and collective financial 
gift willingness and potential. 

The study should minimally involve 
the consultant conducting between 30 
to 60 individual, in-person, confiden-
tial interviews, with those who are the 
most involved in, and generous to, your 
church. In-person interviews yield the 
most candid, in-depth response. And, 
focusing interviews on those who are 
the most active and generous makes 
sense since these are the people you’ll 
depend on most for your campaign’s 
success, after all they are the most com-
mitted members of your faith commu-
nity. Conducting 30 to 60 interviews 
should suffice for information gathering 
and analysis purposes. More interviews 
can be done, but there are other, more 
cost-efficient ways to inform and involve 
more people in the process, if you’d like 
to. That’s why the best consultants will 
also offer to incorporate church-wide 
informational meetings and online sur-
veys in addition to individual, in-person 
interviews as part of the study process 
too, which should be of little to no 
additional cost to you.

Run away from those who say that a 
feasibility and planning study is not help-
ful, or those that don’t follow this exact 
approach. Because the fact is, some firms 
cut corners on studies, they don’t assess 
all the areas that they should, or all of the 
areas they should thoroughly. They also 
don’t always focus on surveying the most 
impactful people in the most impactful 
way, and they don’t have vehicles to give 
everyone the chance to participate and 
have a say. Some don’t like to do feasibil-
ity studies at all, because they’re not very 
profitable and can delay your moving 
forward with the actual campaign.  

Costs for the study should be based on 
the firm’s time and expense and should 
not be discounted substantially from 
their typical daily fee.  Beware of firms 

Continued on next page.
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Parable of the Talents

For it will be like a man going on a journey, who called his servants and entrusted 
to them his property. To one he gave five talents, to another two, to another one, to 
each according to his ability. Then he went away.

He who had received the five talents went at once and traded with them, and he 
made five talents more. So also he who had the two talents made two talents more. 
But he who had received the one talent went and dug in the ground and hid his 
master’s money.

Now after a long time the master of those servants came and settled accounts with 
them. And he who had received the five talents came forward, bringing five tal-
ents more, saying, ‘Master, you delivered to me five talents; here, I have made five 
talents more.’

His master said to him, ‘Well done, good and faithful servant. You have been faithful 
over a little; I will set you over much. Enter into the joy of your master.’ And he also 
who had the two talents came forward, saying, ‘Master, you delivered to me two 
talents; here, I have made two talents more.’ His master said to him, ‘Well done, good 
and faithful servant. You have been faithful over a little; I will set you over much. Enter 
into the joy of your master.’

He also who had received the one talent came forward, saying, ‘Master, I knew 
you to be a hard man, reaping where you did not sow, and gathering where you 
scattered no seed, so I was afraid, and I went and hid your talent in the ground. 
Here, you have what is yours.’ But his master answered him, ‘You wicked and sloth-
ful servant! You knew that I reap where I have not sown and gather where I scat-
tered no seed? Then you ought to have invested my money with the bankers, and at 
my coming I should have received what was my own with interest.

So take the talent from him and give it to him who has the ten talents. For to every-
one who has will more be given, and he will have an abundance. But from the one 
who has not, even what he has will be taken away. 

Matthew 25:14-30

that use the lure of no or low fees as an 
enticement to buy, because it often leads 
to inferior information and results. Capi-
tal campaign consulting firms know that 
the vast majority of churches that choose 
them to do the study will, and ideally 
should, retain them to conduct the actual 
campaign. They know that church’s do 
this primarily as a matter of convenience. 

But what they don’t always know is 
that they should also do this because 
of the detailed knowledge the firm will 
gain, which can be especially helpful in 
their campaign. And this is knowledge 
that will otherwise be lost to you if you 
choose a firm other than the one you 
used for the study to conduct the actual 
campaign.  So, don’t be fooled by lower 
fees, because it can lead to the selection 
of a firm that is often less than the best, 
which will cost you more in lost income 
when it comes to the actual campaign.

17. What sets you apart from your 
competitors? 

This is a great question and allows the 
firm to give you specific examples and 
benefits of how they differ.  It allows 
you to better compare and contrast 
between potential providers.  The best 
firms know how they differ and are ea-
ger to share this information with you.

And last but not least…

18.  Do you guarantee your results?

You’ll find that the best firms will offer 
some sort of satisfaction or results-ori-
ented guarantee. It would be best to 
have both.

This is part 9 of 11 in our tip sheet and video series 
that is based on our special report, How to Choose a 
Capital Campaign Firm that’s Right for You, and How 
to Avoid the Many Common Mistakes that Churches 
Make. To request a copy of this special report and all 
of the tip sheets and videos in the series, contact Walsh 
& Associates, Church Capital Campaign Specialists® at 
800-894-3863.

Conclusion
In summary, structuring and scheduling your interviews and the selection process 
correctly, setting up and providing the right atmosphere and order for your interview 
meeting(s), asking the right questions and knowing the answers to the questions you 
should ideally get, will help you to receive and recall all of the critical information 
needed to make the best and most informed decision possible about who is best to 
guide you in the capital campaign effort for your church. 




