JUNE 25, 2020

FAIRLAWN AVENUE UNITED CHURCH
COMMUNITY RESEARCH FINAL REPORT
PREPARED BY NAYAR CONSULTING:
RADHA NAYAR, HEATH PRISTON AND MING-YOUNG TAM

Acknowledgements
We would like to thank the following people for their help in carrying out this project:








The Taking the Call Forward Advisory Committee (TTCF-AC) for their passion, insight and
support. TTCF-AC members include:
o Noelle Boughton
o Douglas duCharme
o Morrey Ewing
o Jim Pollock
o Rosemary Pryde
o Mary Ellen Richardson
o Marlene St. Jean;
The members of Fairlawn Avenue United Church (FAUC), who gave so freely of their time and
shared their ideas and thoughts with us;
The members of the broader community, who took time to participate in the consultations and
who supported us to spread the word about the project to others;
The staff of FAUC, who provided invaluable help and troubleshooting support;
Douglas duCharme, who provided a steady voice of leadership throughout; and finally,
Marlene St. Jean, who provided critical strategic insight and worked tirelessly to maintain the
momentum of the project. Her dedication to FAUC and the broader community is exemplified
through all of her actions.

Fairlawn Avenue United Church Community Research Final Report

1

Table of Contents
Acknowledgements....................................................................................................................................... 1
List of Tables and Charts ............................................................................................................................... 4
Executive Summary....................................................................................................................................... 5
Introduction and Goal of Project ................................................................................................................ 10
Goal of Research ..................................................................................................................................... 10
Scope of Research and Key Research Questions .................................................................................... 11
Overview of Methodology .......................................................................................................................... 13
Demographic Overview .............................................................................................................................. 15
Key Findings ................................................................................................................................................ 18
1. Needs of people in the community, including congregation members and members of the
broader community (focus on the top 2-3 unmet needs); ..................................................................... 18
1.1. What makes the difference between why some congregation members are more engaged
and others are less engaged? Is there anything missing from the current experience of those less
engaged? ............................................................................................................................................. 18
1.2. How do people view “community”? What does it mean to them? Where do people
(congregation members and the broader community) currently spend their time to experience
community? ........................................................................................................................................ 22
1.3.

What needs do people (congregation members and the broader community) have? .......... 27

1.4
What social issues do people (congregation members and the broader community) care
about? What do people say “matters in life”? .................................................................................. 33
1.5.
2.

How do stated needs connect to the experience of attending a church? .............................. 34

The value proposition of FAUC to address these needs ................................................................. 35
2.1. What is FAUC’s reputation in the local community? What is the “why” for people to
participate in FAUC? What may be different about FAUC that brings people here? ........................ 35
2.2. What is FAUC’s best value-add in terms of its services for the community? What is the
current value proposition of FAUC to congregation members? To the broader community? ......... 37

3.

How FAUC can better engage with the broader community.......................................................... 39
3.1. What can FAUC do differently to be engaged with and foster relationships in the broader
community? ........................................................................................................................................ 39
3.2. How can FAUC better connect with people personally? How can FAUC motivate people to
participate in its current programming? ............................................................................................. 39
3.3. How can FAUC have better ongoing communications with the community about their
narrative and programming? Probe for key communication vehicles, and opportunities for
ongoing/multi-directional communication? ....................................................................................... 43

Fairlawn Avenue United Church Community Research Final Report

2

3.4. Who can FAUC partner with to make it easier for them to connect? How can FAUC
approach partnership and collaboration to maximize sustainability and community engagement? 44
High-Level Literature Review ...................................................................................................................... 45
When Do People Go to Church and What Attracts People to Church? .................................................. 46
What does Church-Community Engagement look like? ......................................................................... 46
Community engagement requires a clear strategy and a focus on organizational change ................... 47
What Is The Story? ...................................................................................................................................... 48
FAUC and the Community....................................................................................................................... 49
Unmet Needs and Target Groups ........................................................................................................... 50
Opportunities to Build FAUC’s Value Proposition................................................................................... 52
Organizational Capacity Considerations ................................................................................................. 52
Considerations for Strategic Planning......................................................................................................... 53
Top Unmet Needs ................................................................................................................................... 53
Exploring FAUC’s Value Proposition ....................................................................................................... 54
Motivating People to Participate ............................................................................................................ 55
Building Capacity to Operationalize the Strategy ................................................................................... 55
References .................................................................................................................................................. 57
Appendix 1: Data Gathering and Analysis (DGA) Framework ..................................................................... 59
Appendix 2: Rationale for Definitions of Higher and Lower-Engaged FAUC Members .............................. 72
Appendix 3: Detailed Methodology ............................................................................................................ 74
Document Review ................................................................................................................................... 74
Survey...................................................................................................................................................... 74
Focus Groups and One-on-One Consultations (Broader Community Members and Lower-Engaged
Members of FAUC) .................................................................................................................................. 77
One-on-one Key Informant Interviews ................................................................................................... 77
High-Level Literature Review .................................................................................................................. 78
Environmental Scanning ......................................................................................................................... 78
Limits to Consultation Methodology ...................................................................................................... 79
Appendix 4: Literature Review - Annotated Bibliography .......................................................................... 80
Appendix 5: Survey Analysis by Question ................................................................................................... 86
Appendix 6: Programming Ideas ............................................................................................................... 123

Fairlawn Avenue United Church Community Research Final Report

3

List of Tables and Charts
Table 1. Key Definitions
Table 2. Methodology Overview Details
Table 3. People in FAUC service who are neither married nor living common law
Table 4: What congregants liked best about FAUC, by engagement level
Table 5: What congregants said would help them to participate more, by engagement level
Table 6. What respondents said would help them participate more, by age group
Table 7. Meaning of community across age groups
Table 8. Positive scores on connection to community (i.e., people who are “very satisfied” or “satisfied”
with their connection to community)
Table 9. Neutral or low scores on connection to community (i.e., people who are "neither satisfied nor
dissatisfied” or “dissatisfied” with their connection to community)
Table 10: Activities of interest to experience community
Table 11. Activities of interest to experience community, by age group
Table 12. Valuing of different types of assistance to be more involved with FAUC and its programming
Table 13. What would help get more involved at FAUC, by age group
Table 14. What would help get more involved at FAUC, by engagement level and age group
Table 15. Survey Distribution Details
Chart 1. Demographic changes in FAUC’s service area, 2001 to 2016
Chart 2. Age of survey respondents
Chart 3. Household income of survey respondents
Chart 4. Meaning of community, congregants and non-congregants
Chart 5. Kinds of programming, services and activities needed in the neighbourhood.
Chart 6. Top priorities for programs, services and activities in this neighbourhood
Chart 7. Top priorities for programs, services and activities in this neighbourhood: Specific population
responses
Chart 8. Can church be a place of community for those who are non-religious (yes respondents)
Chart 9. Can church be a place of community for those who are non-religious (maybe respondents)
Chart 10. Have heard of FAUC, non-congregants
Chart 11. Major and minor themes on what non-congregants thought of FAUC

Fairlawn Avenue United Church Community Research Final Report

4

Executive Summary
“The shift in our collective minds from ‘Fairlawn is awesome and people should come here’ to ‘Fairlawn
provides experiences that remind people that they’re awesome’ - is a key thought that will help us to
create a narrative whereby we are genuinely providing value in a way that lifts people.”
(Internal key informant)

Introduction
Fairlawn Avenue United Church (FAUC) is a long-standing institution in North Toronto, known for being
progressive and responsive to the needs of its members. FAUC is currently guided by a strategic plan
entitled The Fairlawn Call (TFC). TFC states that FAUC helps people “connect with what matters in life.”
In 2019, FAUC sought to answer two questions about members of the congregation who are less
engaged and also the broader community: Who are they? What matters to them? FAUC contracted
with Nayar Consulting to conduct research to answer these questions.
More specifically, the goal of the research was to assess three areas:
1. The top 2-3 unmet needs of people in the community, including congregation members
who are less engaged at FAUC and those in the broader community
2. The value proposition1 of FAUC to address these needs
3. How FAUC can better engage and motivate people to participate in its programming and
the FAUC community
A multi-method approach was used to gather data for the consultation including a document review, a
community survey, focus groups, one-on-one interviews, a literature review and environmental
scanning. In total, 369 people participated in the consultations. The information from this research
report will be used to anchor strategic planning for FAUC in going forward.

Key Findings in the Research
Highlights from the key findings in the research are presented against the goal as stated above.

Exploring Unmet Needs
Unmet needs depend on the population group:
Parents with younger children will always choose quality, choice and convenience in terms of
activities for their kids; they will be loyal to the group that provides those things, whether it is a
church or not
Parents with teenagers want the chance for their children to engage in civic or social justice activities
(both together and/or alone), especially in a values framework such as the one that a church could
provide
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Youth are seeking a chance to meaningfully connect beyond social media, opportunities to network
for jobs and a chance to explore more non-traditional visions of religion;
Mature adults are looking for a place to meet others and connect for multiple reasons (e.g., recently
divorced or widowed, children who have recently left home, recent retirement from work). Many
mature adults may have also “left” the church as young adults but sustain a desire to question how
they feel about religion today. There is also a desire for adult learning on cultural, historical and
political topics of interest. Lastly, mature adults are looking for ways to “make a difference” in this
phase of life
For seniors, isolation, grief and loss are critical issues. Other needs include getting help to navigate
online resources and intergenerational programming to help younger people and seniors better
understand each other.
A need for connection to spirituality and community:
People are longing for a connection to spirituality without it necessarily being associated with religion.
This often takes the form of being interested in social justice (i.e., making the world a better place); in
fact, perhaps social justice is the new way people express their deeper beliefs, their “faith”, in a sense;
Churches are seen as a place of community, because they are welcoming and they offer space to
gather. Interestingly, while people don’t want to be pressured to donate time or money, qualitative
data shows that people don’t feel that would happen at FAUC and feel that a church can be a place of
community for broader community members who are not Christian:
“I view [a church] as a community gathering place to share thoughts, even if not necessarily
religious but may share similar values (i.e., community, charitable giving).”
(Broader community member)
The Value Proposition of FAUC to Address Needs
The data shows that FAUC has important assets to leverage, including:






The people and the family/ friendly feeling
The music program
The minister/ religious services
Social justice work
The annual book sale

For internal key informants, FAUC is set apart from other churches/places because of the support that is
offered during challenging times and because it encourages questions about spirituality in the name of
making the world a better place:
“Why do social justice work at FAUC as opposed to other places? I have had a huge amount of
support from people at FAUC – my husband died, when I was ill, they prayed, there was food on
my front porch. You can do social justice work AND GET the support system! You might not get
that in another organization…”
(Internal key informant)
Fairlawn Avenue United Church Community Research Final Report
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Consultation participants state that FAUC’s unique value proposition is to offer activities within a valuesbased framework. The qualitative data also shows that for broader community members, engaging in
activities offered by a church feels like an opportunity to give back.
How FAUC Can Better Engage with the Broader Community





Data from service providers/other churches indicate that it is important to focus on a few key
priorities and ensure that leadership is on board with those priorities;
There is a critical need to embrace virtual engagement for all populations and age groups;
Key informants also indicate that FAUC needs to be out in the community, building relationships
and being visible;
Internal key informants strongly feel there is a need for better communications with the
community. Multi-pronged approaches are recommended (e.g., online communication, the
Fairlawn sign, flyers and direct mail newsletters). The website is a key opportunity for FAUC to
do better at engaging the broader community.

What Is The Story?
The key findings offer a compelling picture for FAUC’s future:
FAUC and the Community




The service area in which FAUC is located is one that has been relatively stable over many years.
People in the community are relatively well-off, from an income perspective. They are
somewhat older, with people over 55 showing some moderate growth. Parents with younger
children are decreasing to some degree in the area, while people with teenagers are staying
steady. Interestingly, younger adults in the neighbourhood tend to live with their parents;
In the community, FAUC is well-known and has a good reputation. Congregants closely
associate FAUC with its commitment to social justice. Non-congregants state that they see the
building as part of the community: “we know the church is there”

Unmet Needs and Target Groups




Some of the fundamental tenets of the United Church of Canada (UCC) are key assets for the
purpose of community engagement for FAUC today: connection, inclusion and a progressive
attitude towards faith. These assets align strongly with the key findings. People are looking for
more connection. In fact, non-congregants want to “feel accepted and valued.” This interest in
connection relates to different things: transitioning in life when times are difficult, learning new
things, making connection with others and hoping to do good social justice work (stated as
being “able to make a difference in the world” and “to be part of something bigger”);
Perhaps most importantly for FAUC, people have a need to gather and to question the bigger
picture, especially given the painful state that the world is in today. While this might not result
in people turning to religion, it certainly has people probing the deeper meaning of life. This is
FAUC’s sweet spot. This provides the chance to connect, learn, question, do good work and
unite it all to deeper questions of meaning, existence, purpose and service. Although FAUC is a
Christian church that will not stop the broader community from engaging;
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The key findings show that in terms of connection, activities and programming, non-congregants
are willing to engage with FAUC. This demonstrates that, no matter what, faith underscores a
sense of belonging and connection. Congregants and non-congregants alike are seeking a place
to gather anchored on connection, social justice and engagement, and FAUC fits the bill for
them. This does not mean, however, that FAUC can simply offer new activities and expect
people to come. The minister, laity and congregation of FAUC must also dedicate resources to
community outreach and engagement;
Getting out and about also means engaging new people who have not yet been involved with
FAUC. Looking internally for growth is not going to provide good returns to FAUC. The people
who are lower-engaged members are such for a reason, and are not especially interested in
being more engaged. But the broader community, seeking community and connection, can be
better engaged;
The research shows that the groups to focus on first and foremost are mature adults (many of
whom are going through life changes related to work status, marriage status and having children
leave home) and parents with teenagers. Given census data, these populations are compelling
for FAUC to focus on. As well, a longer-term vision can start to be seen:
o



Those mature adults will become seniors and FAUC will have a relationship with them as
they age to be in a better position to provide help and support as needed
o Parents with teens will soon be mature adults and will have built a relationship with
FAUC so that they are more likely to get involved as they transition out of active
parenting, work, etc.
o Any newcomers or lower-engaged members that fall into one of these groups would be
included as targets for engagement
Bringing families with younger children into the church so the children grow up and then stay as
adults and engaging youth is not borne out by the key findings, census data and literature .

Opportunities to Build FAUC’s Value Proposition



In terms of social justice work, focusing on one or two key social justice areas may be important
for FAUC to build longevity into their engagement strategy and partner with other groups;
FAUC must now see itself both as a community place and a religious anchor. The UCC is in a
unique position in this way, as it is seen as a place of openness and engagement.

Considerations for Strategic Planning
This research will be used to anchor strategic planning for FAUC in the coming months. The research
points to the following considerations as part of that strategic planning process:
Top unmet needs
1. Maintain focus with current members of FAUC who are higher-engagement (e.g., as they age,
offer supports in terms of grief, loss, a place to get support and a place of community).
2. Focus on two key populations going forward: Mature adults (aged 55-69 years, both those in the
current congregation and in the broader community) and parents with older children (i.e., the
40 and 50 year old people who have older children in the broader community).
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3. Reduce focus on lower-engaged members, unless they happen to be a member of the priority
populations, in which case engaging them is through that lens.
4. Anchor what is being offered to a community engagement focus and a religious focus; continue
focus on questioning spirituality and religion through UCC’s unique values framework.
Exploring FAUC’s Value Proposition
5. Building off of FAUC’s reputation, FAUC should take a strong social justice focus and anchor
identified activities and its brand on that social justice work.
6. Focus the social justice work on an issue that can give FAUC strategic traction. Have that focus
inform all branding, outreach, partnerships, etc.
7. Anchor marketing, communications and branding to messaging that: (a) FAUC welcomes all
viewpoints about religion and spirituality, and (b) FAUC is about learning, dialogue, connection,
purpose and changing the world to make it better.
Motivating People to Participate
8. Use the music program as a way to build the profile of FAUC overall, by directly anchoring it to
defined social justice work and learning opportunities.
9. Create a community outreach plan that takes FAUC out of the building with its key offerings;
employ a multi-pronged outreach and communications strategy.
10. Ensure that FAUC goes online and goes virtual! Consider online classes, activities and alternative
services, including virtual services on days other than Sundays.
11. Make sure FAUC gets out into the community and meets people through events and outreach.
12. Focus the tenant relationships on programming that brings certain populations in and build
partnerships with organizations in the neighbourhood and beyond to increase FAUC’s reach.
Building Capacity to Operationalize the Strategy
13. Start slowly by focusing on one population and/or one initiative; build it and go from there.
14. Consider a Start, Stop, Continue exercise to focus effort on strategic activities.
15. Update the organizational structure to create capacity to implement the new strategy,
identifying what skills are needed at staff and volunteer levels (e.g., dedicated community
outreach and engagement resources).
16. Proactively develop and implement a change management plan, recognizing that FAUC is
coming into another time of transition; ensure that leadership works together to support a
positive culture and encourage buy-in from congregation members.
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Introduction and Goal of Project
Fairlawn Avenue United Church (FAUC) is a long-standing institution in North Toronto. It has a rich
history of being a progressive congregation, with strong connections to the broader community. FAUC
has always been guided by faith and a desire to be responsive to the needs of its members. It has also
been guided by strategy in terms of thinking about its impact and its sustainability.
In 2014 - 2015, FAUC underwent a strategic planning process that resulted in The Fairlawn Call (TFC).
TFC says that FAUC helps people “connect with what matters in life.” It sets a vision of a welcoming,
vibrant and growing church community, and identifies three ministries:
1. Explore Spirituality: FAUC provides a safe place for everyone to explore spirituality;
2. Experience Belonging: FAUC welcomes everyone and helps each other experience belonging;
3. Embrace Action: FAUC develops everyone’s gifts and embraces action to make a difference in
the world.
Each ministry engages in its own planning and offers a number of activities to support its purpose. Since
2015, through TFC, FAUC has seen many successes in terms of these three ministries. It has connected
with higher-engagement members, has created new programs and has put a new governance structure
in place (i.e., a structure centered on the three ministries, an updated constitution and new lay ministry
teams).
In 2018, FAUC received a grant from the Presbyteries of Toronto Conference Corporation to support an
initiative called Taking the Call Forward (TTCF). Part of the grant was meant to support FAUC to find out
more about two groups: those members of the congregation that are less engaged and the broader
community. Specifically, FAUC sought to answer two fundamental questions about these groups
through consultation and research: Who are they? What matters to them?
In 2019, FAUC contracted with Nayar Consulting to conduct the needed consultation and research. A
TTCF Advisory Committee (TTCF-AC) was struck to advise Nayar Consulting throughout the process.

Goal of Research
The goal of the research was to assess:
 The top 2-3 unmet needs of people in the community, including congregation members who are
less engaged at FAUC and those in the broader community.
 The value proposition1 of FAUC to address these needs.
 How FAUC can better engage and motivate people to participate in its programming and the
FAUC community.

1

A unique value proposition, or value proposition, is a clear statement that describes the benefit of your offer, how you solve
your “customers’” (in this case, congregants and broader community members) needs and what distinguishes you from the
competition.
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Achieving this goal will allow FAUC to determine priorities moving forward and provide
recommendations for next steps based on FAUC’s opportunities and capacity.

Scope of Research and Key Research Questions
The project was grounded in a Data Gathering and Analysis (DGA) Framework (see Appendix 1), which
supported the gathering of both primary and secondary research, including:




Primary Research:
o Surveys for congregation members and the broader community
o Focus groups with identified congregation members
o Focus groups with members of the broader community
o One-on-one interviews with internal stakeholders and external key informants
Secondary Research:
o A geographic and demographic overview of FAUC’s service area to overlay and confirm
the primary research findings
o An environmental scan of market trends related to the needs of key
populations/communities of interest, other organizations that engage or service these
populations/communities, and promising practices on church-community engagement

Key research questions developed as part of the DGA are noted below:


Primary Research
o Needs of people in the community, including both congregation members and members
of the broader community, with a focus on the top 2-3 unmet needs:
 What makes the difference between why some congregation members are
more engaged and others are less engaged? Is there anything missing from the
current experience of those less engaged?
 How do people view “community”? What does it mean to them? Where do
people currently spend their time to experience community?
 What needs do people have?
 What social issues do people care about? What do people say “matters in life”?
 How do stated needs connect to the experience of attending a church?
o The value proposition of FAUC to address these needs:
 What is FAUC’s reputation in the local community? What is the “why” for
people to participate in FAUC? What may be different about FAUC that brings
people here?
 What is FAUC’s best value-add in terms of its services for the community? What
is the current value proposition of FAUC to congregation members? To the
broader community?
o How FAUC can better engage with the broader community:
 What can FAUC do differently to be engaged with and foster relationships in the
broader community?
 How can FAUC better connect with people personally? How can FAUC motivate
people to participate in its current programming?
 How can FAUC have better ongoing communications with the community about
their narrative and programming?
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Who can FAUC partner with to make it easier for them to connect? How can
FAUC approach partnership and collaboration to maximize sustainability and
community engagement?

Secondary Research
o How do the preliminary findings from the primary research compare against what we
know about the demographics of the FAUC service area?
o What are the needs of key populations/communities of interest for FAUC?
o What are important factors for engaging these key populations of interest?
o What other organizations engage and/or serve the populations/communities that FAUC
is interested in engaging? How can FAUC leverage these organizations?
o What are promising practices on church-community engagement that may be useful for
FAUC?

At the beginning of the project, the consulting team sought a definition of “higher-engaged” and “lowerengaged” members from FAUC to anchor the consultation data and analysis (note that these terms had
been used by FAUC from the outset of the project, including in the grant application). On exploration, it
was determined that FAUC did not have standard definitions for these terms. Therefore, definitions
were crafted for the purposes of this research from the survey data and verified with the TTCF-AC.
These, plus other key definitions, are shown below. Please see Appendix 2 for the details on how
definitions for higher and lower-engaged members were determined.
Table 1. Key Definitions
Term

Definition

Higher-engagement
members of FAUC

Higher-engagement represents congregants who are regularly engaged
(almost every week or more) in either services or activities, or both. This
category also includes congregants who are engaged at a moderate level
(once or twice a month) in both services and activities.

Lower-engagement
members of FAUC

Lower-engagement represents congregants who have lower levels of
participation. They do not participate in either services or activities on a
near-weekly basis. The highest level of participation in this group for
either services or activities is once or twice a month. However, if
congregants participate in both services and activities once or twice a
month, they are instead grouped as higher-engagement.

Broader community
People in the Service Area who are not currently part of the FAUC
members (also known as congregation (i.e., do not attend services or participate in any lay
non-congregant
ministries).
respondents or non-FAUC
respondents)
External Key Informants

Those individuals who do not belong to FAUC but bring expertise,
experience and/or a perspective on the local community, the United
Church of Canada (UCC) and/or other identified areas.
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Term

Definition

FAUC’s Service Area

This research project uses the boundaries defined by the 2013 Environics
Analysis Service Area Report to ensure consistency and allow for better
comparability between data sets.
This includes any people that reside in the service area, as well as any
organizations or businesses that may serve the service area even if they
are not physically located in the service area.
Note that Environics did not define this area along street boundaries. For
the purposes of the project, the service area was aligned to four postal
code Forward Sortation Areas: M4N, M4R, M5M, and M5N. This is an
area that is roughly bounded from Highway 401 down Bathurst Avenue,
across Eglinton Ave., up Yonge Street to Blythwood, across to Bayview
Ave., up to Lawrence Ave., following the Don River back up to Hwy 401.

Internal stakeholders

Those with formal position of leadership in the church.
Those who may have more informal influence (i.e., those who have been
involved at FAUC for many years, are well-regarded, and/or have large
social or other networks both within church and beyond).

Unmet Needs

Unmet needs include:
1.
2.
3.
4.

Spiritual needs
Social-recreational needs
Special interests
Programs/Services

Overview of Methodology
The research conducted allows for an exciting opportunity for FAUC to chart its future. While FAUC has
done surveys in the past, this project has provided a more rigorous structure to gather and analyze data
(including clearer definitions of engagement of current members), and has put particular focus on
gathering data from non-congregants.
A multi-method approach was used to gather data for the consultation:
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Table 2. Methodology Overview Details
Methodology Activity Details
FAUC document
Over 10 FAUC documents were reviewed (e.g., The Fairlawn Call,
review
information on TFC ministries and results from prior surveys of FAUC
congregants). The website was also reviewed.
A community survey

An anonymous online survey was designed to gather data from both
members of FAUC’s congregation and members of the broader community.
The survey was live for 10 weeks in the spring - summer of 2019. The target
response rate for the survey was 257 respondents. The actual response rate
was 320 respondents (59% broader community, 26% higher-engaged
congregants and 15% lower-engaged congregants).

Focus groups and oneon-one consultations
(broader community
members and lowerengaged members)

In order to drill down on the survey data gathered, focus groups and one-onone consultations were held. Multiple methods were used to secure
participants including advertising in the community and targeted outreach.
Two focus groups, one for broader community members in general (4
participants) and one for parents with younger children (3 participants) were
held. Fourteen consultation interviews were held on the telephone.

One-on-one key
informant interviews

Further qualitative data was gathered through targeted key informant
interviews with four groups:
 FAUC staff (2 interviews)
 FAUC lay leaders (17 interviews)
 Local business people and service providers (6 interviews)
 Thought leaders in church communities (3 interviews)
Interviewees were selected by the Executive Director (ED) of FAUC, in
collaboration with the consulting team. Interviewees were selected based
on their knowledge of FAUC, the local community and key populations.

High-level literature
review

A high-level literature review was conducted to provide additional context
for the research findings and to understand promising practices in churchcommunity engagement. The literature review also explored organizational
change and renewal in churches. Sources included academic journals,
articles in periodicals, books, and online sources (e.g., blogs, how-to guides,
and self-published material).

Environmental
scanning

Throughout the research project, a critical assessment of FAUC’s operating
environment was considered. This included identifying existing
organizations (businesses, nonprofits, public sector organizations) that were
active in FAUC’s broader community. The assessment considered how other
groups competed with what FAUC has to offer, and could complement what
FAUC has to offer (also known as a collaborator-competitor analysis). The
assessment also included internal discussions with FAUC on current
approaches to partnership. Lastly, practices of other UCC churches were
considered to develop a broader understanding of what FAUC could model,
or what makes FAUC unique.
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In total, 369 people participated in the consultations.
Qualitative data from the interviews, focus groups and surveys produced over 100 pages of data. The
data was analyzed using a basic thematic coding and analysis process.
Limits to the Consultation Methodology include the following:






The survey was sent out through established networks, service providers and supporters of
FAUC. This means that survey results are not generalizable to all current FAUC congregants, nor
to all the residents of the service area and instead offers broader trends and data that should be
considered by FAUC going forward;
The interviews are a qualitative methodology that are focused on understanding the “why and
how” and developing a deeper understanding of people’s motivations regarding church
participation. This approach is not about trying to speak to a widely representative sample, but
rather to dig into context and depth of people’s perceptions in a way that complements the
broader quantitative analysis of the survey. The purposive sampling approach of the survey was
chosen by FAUC for the “do-ability” of implementation, but also because the research interest
was in understanding motivations people who had at least some connection to the church or
local community;
The response for the qualitative consultation opportunities was lower than anticipated, and
scheduling qualitative interviews proved a challenge. The reasons for this are unknown, but
may include the possibility that there are significant demands on people’s time, that people
were not familiar enough with FAUC to participate or they didn’t want to “get involved” with
something relating to a church.

Please see Appendix 3 for the detailed methodology. Please see Appendix 4 for an annotated
bibliography of the high-level literature review.

Demographic Overview
FAUC's service area is comprised largely of neighbourhoods that have remained relatively stable over
time, similar to many throughout the City of Toronto. Chart 1 below shows the number of people in
each five-year age cohort in FAUC's service area over the last 4 Census years (2001, 2006, 2011 and
2016). This illustrates the aging of the population that many Toronto neighbourhoods are seeing given
that the City's young adult population is increasingly concentrated in certain neighbourhoods
experiencing housing growth through the condominium boom.
Indeed, fully half (50%) of the young adult population (age 20-34) living in the FAUC service area live
with their parents, as compared to 34% across the city of Toronto.
The chart also shows that in FAUC's service area, the 30-44 age range is declining in population, while
the 45-64 age range is growing. The area has also seen a drop in the number of young families, as can
be seen by the lower numbers of children age 0-4 in 2016.
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Chart 1. Demographic Changes in FAUC’s Service Area, 2001 to 2016

In terms of survey respondents, they reflect the age spread among the non-congregant respondents,
higher- and lower-engaged FAUC members. The age spread of the lower-engaged population most
closely matches the population as a whole of the FAUC service area, with a significantly larger 45-64
year old cohort.
Chart 2. Age of survey respondents
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Looking more closely at the 45+ age cohorts, the comparison of data from the 2011 and 2016 Censuses
show that there has not been a significant change in the proportion of mature adults who are single in
the FAUC service area. However, it does show that a greater number of people who are 50+ are not
living with a partner in 2016. This is more a function of the population in FAUC's service area becoming
older, as well as the tendency for the proportion of adults not living with a partner to increase with age
from age 45 onwards.
Table 3. People in FAUC service are who are neither married nor living common law
People in FAUC service area who are neither married nor living common law, by age cohort2
Percent of population single
Total single population
Age Cohort

2011

2016

2011

2016

45 to 49 years

22%

20%

1,210

1,020

50 to 54 years

23%

23%

1,180

1,230

55 to 59 years

25%

25%

1,085

1,220

60 to 64 years

24%

26%

925

1,010

65 to 69 years

29%

27%

785

930

70 to 74 years

35%

32%

695

785

In terms of income, census data shows that FAUC is situated in one of the wealthiest neighbourhoods in
Toronto. The average household income in 2015 was $272,712. And while this average is pulled up by
some areas with very high average incomes, nearly half (48.5%) of all households had incomes over
$125,000 in 2015.
Low income affects 9.5% of the population (as measured by the Low Income Measure After-Tax) in
FAUC’s service area (lower than Toronto as a whole). Low income among seniors has been increasing
slightly in FAUC’s service area, and child and youth low income has been dropping. The areas of highest
poverty are found along the edges of FAUC's service area where there are more rental high rises, such as
the east side of Bathurst Street, from Highway 401 south to Melrose Ave, and to the northeast of the
intersection of Yonge and Eglinton, especially from Yonge Street to Mount Pleasant and Eglinton Avenue
to Broadway Avenue.
Survey respondent data for income closely matches census data.

2

Note that this data is also heavily gendered, with a much higher proportion of women living alone. The simplest reason for
this is that women live longer, which ripples down to younger ages because in opposite sex partnerships (i.e., commonly
heterosexual relationships), the male tends to be older than the female.
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Chart 3. Household income of survey respondents

Key Findings
Key findings will be presented against research questions.3 Survey data and qualitative data gathered
through focus groups and/or one-on-one interviews are presented for each question. More detail on
the key findings can be found in Appendix 5. Also, people presented specific ideas they had for
programming or engagement through data gathering. These ideas can be found in Appendix 6.

1.
Needs of people in the community, including congregation members and
members of the broader community (focus on the top 2-3 unmet needs);
1.1. What makes the difference between why some congregation members are more
engaged and others are less engaged? Is there anything missing from the current experience of
those less engaged?
We asked congregants to identify three things that they liked best about FAUC and compared the results
between higher- and lower-engagement members:





3

The most popular responses for both groups were the people of FAUC, and its family and
friendly feeling;
Music was highly rated by many, with over 40% of both groups' identifying music in their top
three favourite things about FAUC (music was the second favourite thing about FAUC for lowerengagement members);
Higher-engagement members liked three types of answers much more strongly than lowerengagement members:
o Worship/religious services
o The Minister and sermons
o Social justice/advocacy;

Primary and secondary research questions have been bundled, determined through data analysis.
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Programs and activities were not a big part of what higher-engagement members liked about
FAUC, and were a slightly bigger draw for lower-engagement members.

Table 4: What congregants liked best about FAUC, by engagement level
Response Theme
Higher engaged
Lower engaged
People (Family and friendly feeling)
74%
67%
Worship/Religious services
62%
35%
Minister/Sermons
55%
27%
Music
44%
45%
Social Justice Advocacy
44%
18%
Programs/Activities
13%
27%
Inclusivity and openness re: worship
11%
4%
Outreach
9%
10%
Location
4%
14%
Children's ministry
1%
6%
Interestingly, some internal key informants did state that while a positive place, FAUC still felt somewhat
traditional, even compared to other UCC churches. Some indicated that there may be stigma associated
with the building, which can present as stuffy and impermeable. And not all those who participated in
the consultation thought of FAUC as completely inclusive:
“I am more sensitive than I used to be. About accessibility diversity and inclusion. I am more
aware of my white privilege, but a bunch of people [at Fairlawn] are still not aware of it. I mean,
we are affirming as a congregation but how much do we reach out on a day-to-day basis, how
much do we really include people? There is still so much to do – we don’t know what we don’t
know.”
(Internal key informant)
As a follow-up, we then asked congregants what, if anything, would help them participate more at
FAUC. For higher-engagement members:







A third of responders identified that little would change their participation levels, either because
they were already very busy or they were satisfied with their level of commitment;
Otherwise, more religious activities was the most popular response, with higher-engagement
members attracted to more opportunities for discussions and lectures as well as opportunities
to explore religion;
Improvements to the accessibility of the site and the church building were mentioned by about
15% of higher engagement members, with physical access in particular the concern of the
higher-engagement group (this broadly meant parking, pick-up and drop-off and not being easily
accessible by transit);
Higher-engagement respondents indicated wanting better opportunities for committee and
volunteer work.
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For lower-engagement members:





The challenge for lower-engagement members was universally an issue of their own availability;
Physical access was a concern for about 15% of lower-engagement members;
Lower-engagement members who were interested in more religious activities to support their
participation indicated that exploring religion was of interest but that less formal religious
experiences, such as meditation or participation-oriented gatherings were equally of interest;
Activities for families and children were also popular among lower-engagement members.

Table 5: What congregants said would help them to participate more, by engagement level
Response Theme
Higher engaged
Lower engaged
Nothing (All responses)
33%
23%
Physical Space (All responses)
15%
16%
Religious Activities (All Responses)
33%
26%
Exploring religion
21%
13%
Discussions/ lectures
15%
3%
Other religion-related activities
6%
13%
More ways for youth to participate
8%
10%
Better opportunities for committee /
17%
10%
volunteer work
Better timing
10%
13%
Children/ family activities
4%
16%
More social events
12%
10%
When religious activities were indicated to be of interest in the survey, examples such as “generally
exploring religiosity” (e.g., gospel, bible studies) and “more opportunity to discuss and explore new ways
of thinking about God” were given.
There were also significant examples in the qualitative data in the survey specifically related to
committee/other volunteer work, where respondents indicated that they are interested in volunteering,
but are “waiting to be asked.” Respondents here also indicated that it should be “made easier for people
to join existing groups,” although there is recognition that positions are open to the whole congregation.
At the same time, there was little detail about what specifically would make it easier to volunteer.
When we looked at the question of what would help to participate more in FAUC by age group, we
found the following:




The small number of responding congregants with teenage children did not identify any
particular thing that would help them participate more, though youth participation
opportunities, child/family programs and opportunities to explore their faith all featured in a
quarter of this group's responses;
The responses of 45-64 and 65-74 year old congregants were quite different to this question.
The 65-74 year old age group was most inclined to select religious activities as the types of
opportunities that would encourage them to greater participation (33% provided this response).
Only 11% of 45-64 year olds chose religious activities. The 45-64 year old congregants were the
most likely to answer that there was nothing that could inspire greater participation, with just
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over a quarter of their responses touching on this theme, though for a range of reasons,
including work, family, personal issues and satisfaction with current commitment.
Table 6. What respondents said would help them participate more, by age group
What, if anything, would help you participate
All parents
more at Fairlawn Avenue United Church?
with teens
45-64
Total Responses
8
35
Nothing (All responses)
13%
26%
Busy due to work
0%
3%
Busy due to family responsibilities
0%
3%
Health issues
0%
0%
Other personal issues
13%
11%
Already committed
0%
9%
Physical Space (All responses)
0%
9%
Location
0%
6%
Parking
0%
0%
Physical Access
0%
3%
Religious Activities (All responses)
25%
11%
Exploring religion
25%
9%
Discussions/ lectures
0%
6%
Other religion-related activities
0%
3%
More ways for youth to participate
25%
9%
Better opportunities for committee / volunteer
work
13%
9%
Better timing
0%
3%
Children/ family activities
25%
0%
More social events
0%
11%

65-74
36
11%
0%
3%
3%
3%
3%
6%
3%
3%
0%
33%
22%
14%
8%
3%
11%
11%
3%
6%

Qualitative data indicated that, in the experience of internal key informants, church has become
somewhat less relevant for many people, especially younger people. This was also seen to be true of
families with both parents working outside the home, where time off together is considered precious
(and a chance to rest from day-to-day life):
“FAUC’s problems [of engagement] are the United Church’s problems. The church’s message has
not been strong enough to outweigh shopping, sports clubs, other activities in the community.”
(Internal key informant)
“The low-engaged folks are hard. Should we be putting effort into them? Because they are
already there and if they wanted to get more engaged they would, but part of me also feels that
if we had the right structure and programming, then we could build something that slowly starts
to engage these people. I don’t know if the focus should be on that group – lots of Fairlawn’s
mistakes in the past has been focusing on that group – sort of ‘I haven’t seen that person…how
can we get them back?’ But we need to meet people where they are at. Maybe some people
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only need to come once a year and that’s okay. We need to create the space that that is okay
and then maybe they will come more as opposed to feeling guilty and pressured.”
(Internal key informant)

1.2. How do people view “community”? What does it mean to them? Where do people
(congregation members and the broader community) currently spend their time to experience
community?
We asked about how important seven specific ideas were to survey respondent’s understanding of
community. The seven ideas were:
1.
2.
3.
4.
5.
6.
7.

Being a part of something greater than myself;
Feeling accepted and valued;
Having a sense of purpose;
Being part of a group with shared values;
Having people that know me and care about me ;
Connecting to my faith;
Connecting to my culture and heritage.

For congregants:


Community is more importantly linked to faith, a sense of purpose, and a feeling of being part of
something greater than the self.

For non-congregants:



Responses had a similar pattern as congregants (as seen above), with fewer finding these
themes “very important” and more finding them “slightly important”;
One theme where there was a significantly different pattern from congregants was the theme of
“connecting to my faith” where non-congregant responses rated that idea as far less important
to their understanding of community.

For both congregants and non-congregants:


Both congregants and non-congregants equally did not find “connecting to my culture and
heritage” to be as important to their understanding of community.

The results suggest that both respondent groups have broadly compatible perspectives on community,
though non-FAUC respondents viewed community through a somewhat more secular lens. The
distribution of responses are presented in the figure below.
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Chart 4. Meaning of community, congregants and non-congregants

When we asked survey respondents to rate the importance of a number of ways to understand
“community” we saw some variation, but also significant consistency across age groups. “Connecting to
my culture and heritage” was the least resonant meaning of community tested across almost all groups,
but especially for families with children in their teens, and among respondents age 45-64. “Connecting
to my faith” was the second least important measure, but increased in importance with age
(significantly due to the age difference between congregants and non-congregants who completed the
survey).
“Feeling accepted and valued,” “Having a sense of purpose,” and “Being a part of something greater
than myself” were the top rated meanings of community for families with teens. This was also the case
for the 54-64 year old age group. The 65-74 year old group especially rated “Being a part of something
greater than myself” highly of these three top rated meanings.
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Table 7. Meaning of Community across age groups
What does community mean to you?
Parents with teens
Being a part of something greater than
3.284
myself
Being part of a group with shared
3.06
values
1.83
Connecting to my culture and heritage
2.17
Connecting to my faith
3.31
Feeling accepted and valued
3.28
Having a sense of purpose
Having people that know me and care
3.03
about me

45-64

65-74

75 or above

3.22

3.43

3.47

3.11

3.25

3.31

2.14
2.24
3.26
3.29

2.39
2.85
3.30
3.31

2.45
3.23
3.32
3.55

3.13

3.22

3.32

The qualitative data coming from the survey supported the idea that people long for connection and
community in the world:
“I wish I had some place I felt I belonged”;
“I would like to feel more connected to the community but have not taken steps since my
children were small to find a place/purpose to connect”;
“I struggle with a sense of guilt for not doing more to connect to my community and at the same
time a feeling of needing more 'nourishment' myself.”
(Survey respondents)
Related to the meaning of community for people, we asked how satisfied people were to their
connection to community right now. The two tables below show respondents level of satisfaction with
their connection to community, and how they explained the same. The first table summarizes the
responses of those who were “very satisfied” or “satisfied” with their sense of connection to
community. It shows that across all engagement levels, people feel welcomed in their community,
which produces feelings of satisfaction. The second table summarizes the responses of those who
reported being “dissatisfied” or “neither satisfied nor dissatisfied.” Too few respondents reported being
“very dissatisfied” with their connection to community to allow for additional analysis.

4

The numbers in this chart are an average that reflects the distribution of responses. Each possible response
category had a value (Not Important = 1, Slightly Important = 2, Important = 3, and Very Important = 4). The
average value is a way of summarizing the overall responses, and is the mean of the response values (e.g., 1.83 =
less than slightly important; 3.55 between important and very important).
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Table 8. Positive scores on connection to community (i.e., people who are “very satisfied” or “satisfied”
with their connection to community)
HigherLowerNonengaged
engaged
congregants
congregants congregants
Too busy
9%
7%
12%
Work
0%
7%
0%
Other commitments
3%
0%
4%
Not making an effort
6%
0%
8%
Belong to Other Churches/Groups
9%
7%
20%
New to the community
0%
0%
0%
I don’t know people
3%
0%
0%
Connected to family/friends
15%
33%
24%
No activities that I’m interested in
0%
0%
4%
Activities are inaccessible
3%
0%
0%
World is a bad place/why need community?
0%
0%
0%
Connected to community, welcomed
50%
47%
40%
Not living in this community
3%
7%
0%
Not sure how to be more connected/want to be asked
3%
0%
0%
Table 9. Neutral or low scores on connection to community (i.e., people who are “neither satisfied nor
dissatisfied” or “dissatisfied” with their connection to community)
HigherLowerNonengaged
engaged
congregants
congregants congregants
Too busy
40%
0%
28%
Work
0%
0%
10%
Other commitments
20%
0%
7%
Not making an effort
20%
0%
10%
Belong to Other Churches/Groups
0%
0%
0%
New to the community
0%
0%
10%
I don’t know people
40%
0%
28%
Connected to family / friends
0%
14%
3%
No activities that I’m interested in
0%
0%
7%
Activities are inaccessible
0%
0%
3%
World is a bad place/why need community?
0%
14%
7%
Connected to community, welcomed
20%
0%
0%
Not living in this community
0%
43%
7%
Not sure how to be more connected/want to be asked
20%
0%
0%
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We followed-up the question on connection to community by asking what kinds of activities were of
interest to experience a sense of community. Congregation members indicated their top choices to be:




Time with friends;
Volunteering with a group or church;
Attending a cultural performance.

Broader community members indicated their top choices as:




Time with friends;
Taking a class;
Participating in a club.

Family time and cultural performances were also indicated by over half of respondents (both
congregants and non-congregants).
Table 10: Activities of interest to experience community
Activity Type
Spend time with friends
Volunteer with a community group or church
Attend a cultural performance (e.g., music, dance, theatre)
Spend time with my family
Attend religious services
Take a class
Participate in a club
Participate in a sport
Participate in social networking or professional networking events
Attend a sporting event
Simply going to a place with many people (e.g., mall, library)
Participate in online groups

Noncongregant
68%
48%
53%
55%
17%
67%
59%
41%
33%
29%
28%
18%

FAUC-all
77%
73%
69%
64%
60%
59%
44%
31%
27%
27%
24%
11%

When we looked at the same data by age group, we found that parents with teenagers most strongly
favoured spending time with friends. Spending time with family or participating in clubs and classes
were also popular choices, all indicated by more than two-thirds of this group. Volunteering and
engaging with sport were also popular choices, with cultural performances not far behind. Across age
cohorts, the options of family, friends, clubs and classes peaked in popularity with the 45-64 age range.
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Table 11. Activities of interest to experience community, by age group.
What activities would you participate in to experience a
stronger sense of connection to community?

Parents
with teens

Spend time with my family
Spend time with friends
Participate in a club
Participate in a sport
Take a class
Volunteer with a community group or church
Attend religious services
Attend a cultural performance (e.g., music, dance, theatre)
Attend a sporting event
Participate in social networking or professional networking
events
Participate in online groups
Simply going to a place with many people (e.g., mall, library)

45-64

65-74

72%
83%
69%
56%
69%
53%
25%
47%
33%

73%
78%
68%
48%
81%
55%
16%
59%
40%

51%
69%
57%
40%
66%
59%
35%
59%
27%

33%

34%

32%

17%
36%

20%
28%

12%
29%

Qualitative data also supported survey data in that both congregants and broader community members
indicated that community felt like having the chance to spend time with family or friends. However, a
key theme in the qualitative data is that day-to-day life has become isolating due to busy schedules and
the demands of work:
“We are crazy busy and come weekends, people are tired and they spend their time being a
parent…or just being tired!”
(Broader community member)
Members of the broader community who are parents of younger children also spoke about feeling some
pressure to put their children in activities, even if they instinctively may not want to do so. They spoke
about activities for children being framed as “the safest place” for children and as a way to support
children to become “productive citizens” as opposed to being simply a way to enjoy recreation (this is
explored in more detail in the next section).

1.3.

What needs do people (congregation members and the broader community) have?

Based on the analysis of the data gathered, unmet needs is best presented on a population basis.
Parents with younger children
 More than anything, parents with younger children want quality, choice and their children’s needs
met in terms of the activities and programs they choose to participate in;
 They also acknowledged that programming was a big factor in their lives and, in fact, most parents
believe that activities should be constantly driving toward learning something:
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“Kids are way too programmed but we have pressure to put them in all kinds of things because
that way they will be more productive citizens.”
(Broader community member)
“Parents want convenience, days and times that work with their schedule; what is available, is it
affordable – these are key components. I look at things going on in my community – close to
home? Convenient? Feeling of being welcome?”
(Broader community member);




For parents, quality means ensuring that the programming is based on best practices for children of
different ages, developmentally appropriate, engaging, etc. Choice means having a diversity of
activities to engage the child. It also means a range of options in terms of companies or
organizations offering those activities, and the times and locations in which they are held. When
choice and quality needs are met, parents would be happy to support activities in a church in order
to have a feeling of giving back to the community. However, having the activities in a church setting
is not a draw for parents in and of itself;
Parents with younger children have specific interest in:
o Intergenerational programming;
o Programming for children with special needs;
o Mindfulness and meditation for children.

Parents with Teenagers
 Parents with teenagers want the chance to engage in civic or social justice activities with their
children. Priority issues include the environment, anti-poverty work, homelessness and Indigenous
Truth and Reconciliation work. They want to do these activities with their children, and they also
want their children to do them on their own (possibly for the volunteer hours that schools require).
Of particular interest is having the chance to do this social justice work within certain values
frameworks such as churches have (e.g., doing work to better the world, be a better person and
learn about values):
“Parents with teenagers are looking for a safer space for their teens to be engaged and to
engage with them on issues such as cyberbullying, climate, being caring in a hostile world, things
like that. Teens need a place to develop their broader community view and Fairlawn is a place
where that can happen. Not the traditional Youth Camp/Youth Space stuff but more radical!
Teens and social justice. Developing youth into activists of the future!”
(Broader community member)
“We have to provide something for kids at the same time we are providing things for 40 year
olds…for example, work together at a soup kitchen or sponsoring refugees. It is a missed
opportunity to not include kids and families in that process. Especially for that community with
so much privilege. We need to focus on social justice folks who are 40 - get away from the
notion of Sunday attending as the measure of success.”
(Internal key informant)


There is a desire for intergenerational programming in the broader community for families with
teenagers. The focus on programming is on social justice, and learning about making a difference in
the world in positive and high-impact ways:
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“[There is a] good tie-in for the social justice piece – children older and ready to learn that work.
It needs a multi-faith focus. Schools don’t talk about it. The United Church should be the ones
who are the most curious.”
(Broader community member)
Youth
 Youth are seeking things like:
o
o
o

A chance to connect more meaningfully than social media allows;
Opportunities to network for jobs (e.g., speed mentoring);
A chance to explore more non-traditional visions of Christ and religion.

There was a lack of agreement on having more youth engaged as a group of their own going forward.
While many people seemed to feel it was a good thing to do, others did not:
“It is not necessary to get the youth engaged as long as you have a specific target market that
would be most responsive to our offering. It is not the be-all and end-all to get youth in the
door.”
(Internal key informant)
It was indicated through the qualitative data that perhaps engagement of older people was a way to, in
turn, engage youth. In other words, FAUC could consider what older people can offer youth (e.g.,
opportunities for professional networking, ongoing learning and employment, time-limited housing).
This connects to parents wanting to do social justice activities with the teenagers (i.e., the youth) in their
families.
Mature Adults (aged 55 – 69 years)5
 Mature adults are looking for a place to meet others, socialize and connect:
“[It] Would be nice to have different workshops and a group once a week for single people with
lectures on various topics. A social club would also work. People’s Church on Sheppard and
Bayview – they used to have a singles group for mature people and a dinner once a week and
occasional outings. It had a big following. But it scaled down. It feels like it has all scaled down
now. But that could be beneficial in today’s age more than ever…I haven’t found a place to go
to. I haven’t found anything. There is a lot of loneliness in this day and age. Some close to home
options might be good.”
(Broader community member);


Mature adults may be seeking connection for multiple reasons, including that they:
o Are fairly recently divorced or widowed;
o Have children who have recently left home;
o Have retired from work.

5

Note that the age range identified (55 – 69 years) is determined through qualitative data gathering, after starting
with census categories of 45 – 64 and 65 – 74 for the survey. This determination is based on understanding key
transitions that mature adults go through in the 55 – 69 year age period, such as retirement, children leaving the
home and possibly the ending of marriages.
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Many mature adults may have also “left” the church as younger adults and so have some history
with it that keeps their interest piqued, and sustains a desire to question how they feel about God
and religion. This might also include people from denominations other than UCC getting engaged
later in life given UCC’s reputation for being progressive and less restrictive than other
denominations (e.g., Catholicism);



Mature adults also have a desire for adult learning on cultural, social, historical and political topics
of interest. A good example of this happening in Toronto now is the Glendon Program, a program of
York University that offers special interest topics /lectures to mature learners on a one-time or
short-series basis (note that the Glendon Program has a two-year wait). It may be that for mature
adults, their chance to explore such topics has been “on hold” for a long time due to family and
professional responsibilities. There is an eagerness present in this group to get back to being
learners;



Mature adults are looking for ways to contribute and be productive in this phase of life;



Mature adults are looking after elderly parents and have a need to get mutual support and connect
with other caregivers, including respite care;



Qualitative data shows that people are interested in a variety of offerings related to grief and loss
(e.g., talks, one-on-one support, intergenerational discussions and learning); people stated that
everyone will deal with grief and loss at some point in life and it can be a very lonely experience for
all people:
“We need discussion groups. Everyone eventually will deal with grief, bereavement, loss. A lot
of us are isolated in terms of even touching on these topics.”
(Broader community member)



People also want a space to explore the deeper questions of life; this may include delving into
spirituality and possibly even religion.

Seniors (aged 70+ years)
 In terms of seniors, the following issues were surfaced through qualitative data:
o Seniors need help to get to appointments and get supplies they need;
o There is an ongoing need for innovation in terms of accessing primary health care
services;
o Seniors don’t always navigate online resources the way younger people do, and can
need help to do so;
o Isolation and loneliness are critical issues for seniors;
o Grief and loss are also important issues for seniors;
o Intergenerational programming to help younger people understand and respect seniors
is desired by both seniors and younger people.
In addition to the data above, we asked survey respondents what programs, services or activities the
neighbourhood surrounding FAUC needs more of. The most popular programming responses were
programs for specific groups (such as families, children, youth and seniors) and health services (including
community health/wellness and fitness). Community and advocacy programs in areas such as human
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rights or the environment were seen as a need by a greater proportion of higher-engagement members,
while such programs were third choice with lower-engagement members and members of the broader
community.
One area of notable difference between congregation members and non-congregants was around the
need for more spiritual or religious activities. Only a small proportion of non-congregants identified
such activities as needed in the neighbourhood.
Chart 5. Kinds of programming, services and activities needed in the neighbourhood.

We also asked survey respondents to identify their top priorities for needed programs, services, and
activities. Here we also saw considerable difference between the higher-engagement members and
lower-engagement members, whose response pattern was much more similar to the non-congregants.
Personal growth activities stood out as the top priority for higher-engagement members, and in
particular spiritual or religious exploration for over two-thirds of this group. For those that favoured
programs, services or activities for specific populations, their priorities differed:


Higher-engagement members most highly favoured programs for parents and adults, but,
despite being the oldest of the membership groupings, only 3% indicated more seniors
programming as a priority;
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Lower-engagement members did not have one dominant response, with priorities spread across
children, youth and seniors;
Non-congregants favoured programs for youth, school-age children, and families.

Chart 6. Top priorities for programs, services and activities in this neighbourhood

Chart 7. Top priorities for programs, services and activities in this neighbourhood: Specific population
responses
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1.4

What social issues do people (congregation members and the broader community) care
about? What do people say “matters in life”?

Qualitative data showed that people are longing for a connection to spirituality. They are seeking a
place to be spiritual without it necessarily being connected to religion. This often takes the form of
being interested in social justice (i.e., making the world a better place). In fact, it was often
hypothesized that perhaps social justice is the new way people express their deeper beliefs, their
“faith”, in a sense.
The qualitative data firmly connects what matters in life for the broader community to the following:





Health;
Peace;
The environment;
Human rights.

This also matters a great deal for parents – that their children (of any age) get the chance to understand
how to make the world a better place:
“Maybe Sunday school programming needs to be social justice programming, not religious
programming. Or a focus on social justice with some spirituality thrown in, not religious
programming with some social justice thrown in. How about Social Justice School not Sunday
school?”
(Broader community member)
The qualitative data also shows that the times we live in feel challenging – examples cited include the
rise of populism and poverty. While this might not result in people turning to religion, it certainly has
people probing the deeper meaning of life and questioning on several levels:
“What is spoken about in the church context? It is important to get people to think about their
values and beliefs but doesn’t have to come from a place of being directed by one omniscient allpowerful being. It can come from us as humans, in a safe, supportive environment like
Fairlawn.”
(Internal key informant)
“If there were some kind of structure for talks, panels, group discussions but still with coffee hour
segments after to talk about cottages, kids. [There is] No venue for exploring spirituality in
services!”
(Survey Respondent)
Qualitative data suggest that people are interested in social justice because it is easy to be overwhelmed
by the world. People want to feel there is a place to go and learn, especially a place that wants to be an
agent for social justice. Internal key informants stated that people may be drawn to do social justice
work at UCC as it offers such a clear values framework, especially if FAUC can begin to focus on
marketing its social justice work strategically.

Fairlawn Avenue United Church Community Research Final Report

33

1.5.

How do stated needs connect to the experience of attending a church?

When we surveyed people about whether a church can be a place of community for non-religious
people, we also asked a follow-up question on why the respondent answered the way they did.
For survey respondents who said “yes,” a church can be a place of community for non-religious people,
the welcoming and inclusive nature of a church was the primary theme among congregants, while noncongregants focused more on church as a space for community activities.
Chart 8. Can church be a place of community for those who are non-religious (yes respondents)

For survey respondents who responded with “maybe” to the idea of a church as a place of community
for non-religious people, responses were much more evenly distributed. One small but notable
exception is that nearly all lower-engagement members who weren't sure about the role a church could
play saw the physical building as a reason why it might be broadly important to community.
Chart 9. Can church be a place of community for those who are non-religious (maybe respondents)
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Qualitative data shows that people in the broader community can feel a sense of connection through a
physical space, in that people can trust that the place is friendly and welcoming even if they don’t go in
for any particular reason. This means that church can be a place of community for broader community
members who are not UCC members, a place where people can gather, be neighbourly and show care
for one another without needing to be Christian. In FAUC’s past, this sentiment has been very strongly
associated with the Fairlawn Neighbourhood Centre (FNC):
“I think church is an opportunity for people to gather together to make the world a better place.
If your religion helps you and doesn't infringe on my life view, that's great.”
(Survey respondent)
“I view [a church] as a community gathering place to share thoughts, even if not necessarily
religious but may share similar values (i.e., community, charitable giving).”
(Broader community member)
“Religious has so many varying definitions and applications. A church can provide many
opportunities for people to engage in activities that enrich their lives and help build community...
these are values that are not specific to a religious background or response.”
(Survey respondent)
Interestingly, people in the 55-69 age group do not want to go to evangelical churches but also do not
tend to have a deep connection to the more traditional churches in adult life. They do, however, see
churches as important, “safe” spaces in the community:
“Meeting community needs and serving the community means I don’t have to come to church
every week – church is historical and brings comfort to those who have grown up with it and
helps centre their lives and reflect on where they are going.”
(Broader community member)

2.

The value proposition of FAUC to address these needs

2.1.

What is FAUC’s reputation in the local community? What is the “why” for people to
participate in FAUC? What may be different about FAUC that brings people here?

Over half (52%) of survey respondents who are non-congregants had come to FAUC in the past for some
sort of activity, while 35% had heard of it but had not come to FAUC for any reason. Only 6% of
respondents had never heard of FAUC.
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Chart 10. Have heard of FAUC, non-congregants

When we asked non-congregants what they thought of FAUC, a sense of community was the main
theme, touched on by 65% of them. The other major theme was the inclusive and welcoming nature of
FAUC, indicated by 52% of respondents. In addition, 29% of respondents noted programming or
activities that they associated with FAUC.
Three other minor themes were identified, with 25% identifying FAUC with “friendliness”, 21%
commenting on themes of religion, faith and worship, and 19% commenting on the physical setting of
FAUC (i.e., accessibility, parking, location and the space itself).
Chart 11. Major and minor themes on what non-congregants thought of FAUC.

When we look at what people like best about FAUC according to key age groups in our survey, we see
the following:
In terms of the qualitative data, ultimately, people in the broader community described FAUC as very
friendly. This was seen to have value beyond the simple goodness of it – being friendly in the world
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today was seen as a key way to engage. Our culture was seen as having shifted away from engagement
and friendliness due to social media and other factors.
The qualitative data further shows that FAUC is also known for its commitment to social justice. This
was stated in the broadest sense (i.e., particular social justice issues did not come up as related to
FAUC).
Other than social justice, FAUC is known for having a stellar music program and for its annual Book Sale,
which draws hundreds of local community members (and some from further away).
The qualitative data also provided some insight into what brings younger people to FAUC. At present, it
seems that for younger congregants (i.e., early 20s, younger adults), FAUC’s music program and the
choir offer something important (“I still come for choir and not really anything else, but I am allowed
because I grew up in the church.” (Internal Key Informant)). Reasons for this could include:





2.2.

Being part of something world class (instilling a sense of pride);
The pleasure of singing with others;
Having a sense of community;
Having a chance to engage in something that feels spiritual.

What is FAUC’s best value-add in terms of its services for the community? What is the
current value proposition of FAUC to congregation members? To the broader
community?

For internal key informants, the following sets FAUC apart from other churches or other places in the
community:
 The support offered during challenging times:
“The way we support each other in times of grief, death and dying. We talk about how we are
one, we acknowledge that we have responsibility for one another.”
(Internal Key informant);



The idea that UCC doesn’t tell people what they are supposed to believe; it shows broad leeway
that other churches may not;
The way UCC treats the Bible as a metaphor and a way into a bigger conversation:
“UCC asks nothing of you and we take anybody. We don’t blow our own horn.”
(Internal key informant)

Drilling down into these themes, the pillar of Experience Belonging is considered a key asset of FAUC’s
in terms of fostering community. Respondents stated that they have felt supported in times of need –
when ill, during grief, etc. Having more people know who needs help and in what way is a compelling
idea that could help engage the broader community:
“I live and attend Church in the Fairlawn community and like that the Church is close by – makes
me feel like I live in a small town. I have come to know a lot of people at Church and enjoy
Fairlawn Avenue United Church Community Research Final Report

37

having these friends and acquaintances in my life and making new ones through my connection
to Fairlawn. A positive experience that I was part of a year or so ago was cooking for a family
who was going through a serious illness – I felt proud of our Church that we were able to do this
and very proud and grateful that the family asked for support and was comfortable receiving it.
I was quietly amazed that in a big city like Toronto I could be part of something so important,
personal and practical – even though it was anonymous.”
(Survey respondent)
“When bad things happen, people show up for you – that is priceless; you don’t get that from
going to SoulCycle.”
(Internal key informant)
“Why do social justice work at FAUC as opposed to other places? I have had a huge amount of
support from people at FAUC – my husband died, when I was ill, they prayed, there was food on
my front porch. You can do social justice work AND GET the support system! You might not get
that in another organization. And even if there are kind people in other groups, there isn’t the
same bond and thread of spirituality that we have here that compels people to be kind and
supportive. So it isn’t about finding one other kind person in your groups. You can do social
justice work and also, people are called to support each other as a community.”
(Internal key informant)
The chance to reflect on bigger questions of life, and how they connect to spirituality is also unique.
More specifically, internal key informants felt strongly that FAUC was unique among the UCC family in
that it encouraged questions about religion and spirituality, and that it was okay to have a range of
beliefs without needing to follow a strict dogma. It was felt that it would be important to capitalize on
this uniqueness in terms of outreach, marketing and actual offerings to the broader community:
“What I like about Fairlawn is that you don’t come here and get the answers – [it’s] okay to have
questions, doubts, I don’t get it, another church you may not have that discussion.”
(Internal key informant)
The data also showed that FAUC is inclusive in terms of differentiating between religion, spirituality and
community:
“We all seek a type of spirituality in our lives. Fairlawn gives me time to think about what
spirituality means to me. I don't have to believe that a supernatural entity runs every aspect of
life on the planet. I can believe in mindful meditation and kindness and love and goodness and
people and the beauty of nature and joy of helping others.”
(Survey respondent)
“Through Social Justice programs – you do not have to be religious to have good social values
and wanting to give back to the community – or if you are in need asking for help from the
community – sometimes people just need a safe place to go…to connect with someone.”
(Survey respondent)
Some broader community members stated that there is little value in coming together for the sake of it,
and that FAUC’s unique value proposition is the opportunity to connect to something deeper or more
meaningful in life.
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The qualitative data also clearly showed that for broader community members, there is value in
programs offered by a church because it felt like a chance to give back to the community, versus
supporting for-profit businesses. They stated that they felt confident that a church wouldn’t overcharge
them, and that programs wouldn’t be “cookie-cutter.” That means that people wouldn’t be deterred
from coming to a church for programs or activities. Very few people expressed any worry about being
“converted.”
Lastly, a key theme that was repeatedly brought up by broader community members was FAUC’s value
as a community space and a place to gather. In the qualitative data especially, there were frequent
comments related to the FNC. Consultation participants stated that the FNC was a very positive space in
the community, and that it was appealing as it offered a place to share a sense of togetherness that was
not driven by a profit motive (i.e., a business) but also offered specific activities in which to engage.
Consultation participants stated that they would like something like the FNC to be opened again. It is
not clear if participants understood the structure of the FNC vis-à-vis FAUC.

3.

How FAUC can better engage with the broader community

3.1.

What can FAUC do differently to be engaged with and foster relationships in the
broader community?

Qualitative data from service providers/other churches indicate that it is important to focus on a few key
priorities as an organization and ensure that leadership is messaging those priorities in all they say and
do:
“People in leadership have to be on the same page and not waver from it. That is the critical
thing, whatever you decide.”
(Service provider/other church)
Internal key informants suggested that FAUC needs to better use data to inform planning and outreach
efforts (e.g., using real estate data to determine when there are new people coming in to the
community and then proactively welcoming them to the neighbourhood and to FAUC).
Another key theme that emerged strongly in the data is the need to embrace and leverage virtual
engagement as a reality of our times. This came up in relation to youth, but in general as well. Even
older people who want in-person offerings still engage substantially online in ways they never did
before. Whatever FAUC offers should also be assessed in terms of having an online component. As a
start, internal key informants did mention the website as a critical opportunity for FAUC to do better at
engaging the broader community. Words like “a lot,” “overwhelming” and “too much” were used to
describe the website.

3.2. How can FAUC better connect with people personally? How can FAUC motivate people
to participate in its current programming?
In terms of motivating people to participate in current FAUC programming, creating a low-pressure and
proselytization-free environment is important to both attracting non-congregants and retaining existing
congregants.
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In our survey, we asked what would assist respondents to get more involved with FAUC programming.
Non-congregants had similar response patterns to FAUC members, but knowing they would not be
pressured to adopt a religion was the mostly important theme, with over half the respondents saying
they would find that very helpful.
Across both congregants and non-congregants, being free of pressure for donating time and money (i.e.,
being pressured to volunteer as opposed to initiating a desire to volunteer for something), not being
judged, and having one's religious viewpoint respected were also commonly seen as important.
Table 12. Valuing of different types of assistance to be more involved with FAUC and its programming.
Helpfulness of type of assistance, by group
NonFAUC- Highly
Lower
(5 = very helpful; 1= not at all helpful)
congregant all
engaged engaged
Knowing that I will not be pressured to adopt a religion
4.2
3.9
4.0
3.9
Going with friends/ knowing people that attend
3.9
4.4
4.4
4.2
Knowing that I will not be judged or criticized for how I
4.0
4.2
4.4
3.8
live my life
Knowing that I will not be pressured to donate time or
4.0
4.0
4.1
4.0
money
Knowing that people will respect my religious
3.8
4.2
4.3
4.0
viewpoint
Someone to welcome me/ show me around if I need it
3.6
3.8
4.0
3.6
when I get there
Worship services that are innovative
3.0
4.0
4.2
3.8
Worship services that are conducted in a style that is
2.7
3.8
4.1
3.3
familiar to me
Transportation help
1.9
2.6
2.8
2.2
In the focus groups and interviews, we heard a strong sentiment of FAUC needing to get out of the
building and into the community, where it can be visible. This means connecting with businesses and
other partners and being in public spaces. It was felt that anchoring such engagements to events would
be positive, as people are otherwise busy and don’t simply stop to chat the way we once did. It was felt
that this will show the broader community FAUC’s interest in getting to know them:
“People think of church as a building versus a group of people trying to improve the community.
Church is people not a building – once that bridge got crossed then we realized we have energy
and do exciting things but we needed to get rid of the building.”
(Internal key informant)
Related to this is a need for messaging to the community about what they can experience if they engage
with FAUC, not just what they can get or receive. This means helping people to feel that they are doing
good and perhaps even amazing things with their life through their engagement with FAUC. An example
was given of large corporations like Apple or Nike:
“I have a persona brand without realizing it and anything I want to do in my life I want to lift up
to the brand.”
(Internal key informant)
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Qualitative data shows that in addition to having different activities to better meet needs, FAUC needs a
way to bring groups of people together so that a sense of community can get formed. It was felt that
worship does not achieve that anymore, since so many people come and go in different ways:
“For a church, it is difficult to interact with everyone and know them when you aren’t in a space
where you can regularly convene – if I do Scugog and other people do refugees and others do 40
Oaks, where do they all come together?”
(Internal key informant)
Lastly, qualitative data shows that higher-engaged members want services to strike a balance between
being innovative and familiar. This might include exploring:





Virtual services;
Alternative types of services;
Balancing elements of traditional and alternative services;
Offering different types of services to different population groups.

When asked what would help respondents be more involved in activities at Fairlawn, parents with teens
most strongly indicated not wanting to be pressured to adopt religion and donate time and money.
Having religious viewpoints respected was also an important driver. All of these were ranked higher
than knowing other participants or being welcomed. From an age cohort perspective, responses for 4564 year olds were similar to the parents with teens, though knowing people and being welcomed were
somewhat more highly rated. On the other hand, for 65-74 year olds, knowing other people that attend
was the most important of the options.
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Table 13. What would help get more involved at FAUC, by age group
What would help you to be more involved in the range of
Parents
activities offered at Fairlawn Avenue United Church?
with teens

45-64

65-74

3.796

3.92

4.16

3.21

3.62

3.82

1.61
4.03

2.15
3.78

2.26
4.02

4.06

4.05

4.04

4.14
4.24

4.14
4.06

3.77
4.04

Worship services that are conducted in a style that is familiar
to me

2.81

3.15

3.34

Worship services that are innovative

3.38

3.26

3.9

Going with friends/ knowing people that attend
Someone to welcome me/ show me around if I need it when I
get there
Transportation help
Knowing that people will respect my religious viewpoint
Knowing that I will not be judged or criticized for how I live my
life
Knowing that I will not be pressured to adopt a religion
Knowing that I will not be pressured to donate time or money

For 45-64 and 65-74 year olds across engagement level groups, one consistent thread in the data is that
knowing others who attend is a top-rated draw that would help them get more involved at FAUC. For
non-congregants age 45-64, this familiarity is exceeded in importance only by concerns about pressure
to donate money or adopt religious beliefs. For age 65-74, knowing people and having someone to
welcome and introduce them exceeds the “pressure concerns.”
For lower-engagement members age 45-64, it is also knowing people that respondents identified as the
greatest help to participation, followed by knowing there would not be pressure to donate money or
adopt religion. 65-74 year olds in this group ranked the concerns about respect and donation pressure
the highest, with judgment and knowing people next highest. Innovative worship services were also
identified as a top motivator for this age group.

6

The numbers in this chart are an average that reflects the distribution of responses. Each possible response
category had a value (Not At All Helpful = 1, Somewhat Unhelpful = 2, Neither Helpful nor Unhelpful = 3, and
Somewhat Helpful = 4 and Very Helpful = 5). The average value is a way of summarizing the overall responses and
is the mean of the response values (e.g., 1.61 = less than somewhat unhelpful; 3.55 between neither helpful nor
unhelpful and somewhat helpful).
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Table 14. What would help get more involved at FAUC, by engagement level and age group
Non-congregant
45-64
65-74
75 or above
Going with friends/ knowing people that attend
Someone to welcome me/ show me around if I need it when I
get there
Transportation help
Knowing that people will respect my religious viewpoint
Knowing that I will not be judged or criticized for how I live my
life
Knowing that I will not be pressured to adopt a religion
Knowing that I will not be pressured to donate time or money
Worship services that are conducted in a style that is familiar
to me
Worship services that are innovative

3.797

3.78

4.20

3.58
1.94
3.65

3.65
1.71
3.19

4.00
1.00
4.80

4.02
4.26
4.04

3.44
3.38
3.88

4.00
4.25
2.75

2.79
3.02

2.47
2.82

3.50
3.80

Lower Engaged
Going with friends/ knowing people that attend
Someone to welcome me/ show me around if I need it when I
get there
Transportation help
Knowing that people will respect my religious viewpoint
Knowing that I will not be judged or criticized for how I live my
life
Knowing that I will not be pressured to adopt a religion
Knowing that I will not be pressured to donate time or money
Worship services that are conducted in a style that is familiar
to me
Worship services that are innovative

45-64
3.94

65-74
4.00

75 or above
4.40

3.41
2.18
3.65

3.71
2.43
4.43

3.60
3.00
4.20

3.59
3.71
3.88

4.00
3.57
4.43

4.00
3.80
3.80

3.35
3.47

3.43
4.29

3.60
3.80

3.3.

How can FAUC have better ongoing communications with the community about their
narrative and programming? Probe for key communication vehicles, and opportunities
for ongoing/multi-directional communication?

7

The numbers in this chart are an average that reflects the distribution of responses. Each possible response
category had a value (Not At All Helpful = 1, Somewhat Unhelpful = 2, Neither Helpful nor Unhelpful = 3, and
Somewhat Helpful = 4 and Very Helpful = 5). The average value is a way of summarizing the overall responses, and
is the mean of the response values (e.g., 1.91 = less than somewhat unhelpful; 3.65 neither helpful nor unhelpful
and somewhat helpful).
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FAUC has over 70 lay ministries and qualitative data suggest that they are not being well-communicated
to the broader community. These lay ministries could reflect important points of entry for the
community, especially those related to social justice work (e.g., work with the Food Bank).
Qualitative data also indicates that FAUC could strengthen its advertising, not just about what they do
but the core of who they are:
“We have a good reputation. We are open and accepting and not all churches are. We could do
better at advertising that. We fly the LGBT flag on the main sign but is that the best way letting
people know?”
(Internal key informant)
Multi-pronged approaches to communications were recommended (i.e., no clear vehicle came up as a
priority):
 Facebook and other online platforms;
 Website;
 The main sign in front of the church;
 Flyers in the community;
 Bulletin boards;
 Partner websites.
FAUC’s recent communications survey stated that Greetings and the current Transition Minister’s
introduction to Greetings are the key ways people want information about what is happening at FAUC.
Qualitative data from broader community members shows that people want multiple methods of
communication. Online communication alone is not the route for people. They appreciate the FAUC
building sign and want it well-used, and also suggested flyers and direct mail newsletters.

3.4.

Who can FAUC partner with to make it easier for them to connect? How can FAUC
approach partnership and collaboration to maximize sustainability and community
engagement?

Service providers/other churches stated that in terms of partnership, it is critical to sit at community
tables where multiple sectors are meeting (e.g., anti-poverty tables, anti-crime tables, community
health and well-being tables). These tables will include groups like the police, health care, Rotary and
other charities so relationships can more easily be formed.
It was also suggested that once strategic directions are determined, that key partners get identified that
will support implementation of those directions (local and/or city-wide groups):
“United Way has a hub [at Victoria Park and Lawrence], and one organization is sort of the
convener, but they have lots of other groups that are coming and running things, so this brings a
lot more activity in. They have some resources, I guess too, community and all the things that
are going on. In my view they need to look for who are the right partners to partner with in the
community. Depending on what they want to do. We’ve got organizations like Sprint, other
various organizations that are in the community, and how [do] you build a strong relationship
with some of those? Because it’s very hard for the church, on its own, to do all; be the outreach
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with their limited resources. So it’s a question that I think, trying to think who are the strategic
partners to build that broader thing so people can find out what’s going on and there’s multiple
choices.”
(Broader community member)
Document review indicates that FAUC has considered how to use its space to build engagement in the
past (e.g., Community Roundtable in 2016). Ideas that may continue to have merit today include:



Partnering with organizations that attract the populations FAUC is interested in;
Offering space for broader community engagement events that attract a lot of people (e.g.,
fairs).

The Bedford Park neighbourhood is well-resourced with organizations that serve residents in the area.
This includes businesses, government services, and nonprofit organizations such as associations, clubs,
and churches. Being in such a neighbourhood offers potential for FAUC to work with others to have
deeper reach into the community. In fact, connecting formally with other organizations in the
neighbourhood is an untapped resource that FAUC has not fully leveraged to date. This formal
connection may include:



Working more strategically with organizations that FAUC already has some relationship with
(such as FAUC tenants and places where FAUC’s Embrace Action ministry volunteers);
Making more connections to local schools, libraries, community centres, and businesses.

Approaching partnerships strategically means being deliberate about choosing and cultivating
relationships with organizations that are aligned with FAUC’s mission. It includes looking outward at
which organizations can help FAUC reach its community outreach goals, and looking inward at what
capacity and strengths FAUC can bring to the partnership. Forming mutually beneficial relationships
with partners can help FAUC better understand and meet the needs of its community. It can also help
build and maintain sustainable community engagement. Criteria to help assess if partners are a fit for
FAUC include:






Knowledge of community, especially FAUC’s identified target groups;
Shared values and perspectives on the importance of community;
Unique reach into community that can complement each other;
Various ways of engaging community that can complement each other;
Ability to share resource-burden of outreach and engagement (e.g., advertising, space,
materials).

High-Level Literature Review
“There should be a difference in the community because the church exists, and if it left for some
reason, there is a void that’s felt.” (Stetzer, 2013)
The literature review provided additional information that supported the data gathered, while also
extending it in several important ways. Key themes from the literature review are outlined below.
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When Do People Go to Church and What Attracts People to Church?


Longitudinal research on church attendance for individuals over time have found that church
attendance decreases in adolescence, is stable during middle adulthood, and rapidly increases
(and then decreases) over the course of older adulthood (Hayward and Krause, 2013). This
suggests that life stages play a role in the changing pattern of church participation across the
adult life course. However, there is no readily available longitudinal data on whether people
brought up in the church will stay as adults (although significant anecdotal evidence exists
among the church community);



A recent study that included interviews with 70 new attendees of growing Mainline protestant
churches in the GTA (Anglican, Lutheran, Presbyterian and United) looked at what attracted
people to a church (Haskell, Burgoyne and Flatt, 2016). The top four themes were:
1. A welcoming attitude by the congregants (described as caring, having a sense of safety,
community, and being accepted);
2. The quality of the preacher and the preaching (described as a personal connection to
the preacher and preaching style);
3. The quality of church programs (especially those for children and youth);
4. The quality of the worship experience (especially musical worship).
These findings were consistent with what the authors describe as a tendency for people to join
groups where members hold values and beliefs similar to themselves (also known as
uncertainty-identify theory). Joining a group ideologically similar to ourselves is appealing
because it validates and reinforces our own worldviews;



Church groups in particular allow people to come together with common theological views.
Therefore, perceiving a church as caring and friendly indicates that members’ emotional needs
are fulfilled and allows strong bonds to form. Community and belonging means finding a group
that reinforces your own worldview while also being able to express some individuality.
Therefore, things like the preaching style, worship style, and connection to biblical text actually
matter to people who are looking for a church. Similar studies have found that friendships
among church attendees were particularly strong compared to other groups, and that the
strongest friendships were among congregants with the strongest religious identity (Lim and
Putnam, as cited in Haskell et. al, 2016).

What does Church-Community Engagement look like?


Models of church-community engagement generally fall along two dimensions: amount of
evangelism and amount of social mission practiced by the church (Sider and Unruh, 1999). The
literature shows that progressive churches tend to believe that boosting religious attendance is
a secondary goal of engaging with the broader community. They see community engagement as
living a missional lifestyle (Meyers 2010, Stetzer, 2013). Traditional churches tend to use
community outreach as an evangelism tool, with a stronger and more clearly defined link
between outreach activities and faith (Sider and Unruh, 1999). Some ways community
engagement is practiced with progressive churches include:
o Developing a major community ministry to connect with and serve people outside of the
church (Rainer, 2013)
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o
o

A focus on encouraging both believers and non-believers to engage actively in
community with each other (Stetzer, 2013)
The provision of social services and supporting advocacy efforts with a focus on
inclusion (Chavas, 2015);



Churches successful in community engagement are able to discern their context in the
community by looking at who lives there. They assess their context in relation to their values,
and find ways to act on those values in a way that responds to the needs in their community
(Stetzer 2013);



A study of how local Canadian Christian congregations are integrating immigrants (Janzen,
Chapman and Watson 2012) found that efforts must be made at two levels (which also have
implications for integration and inclusion overall):
o Promoting church vision (intentionality) in which immigrants belong and change the
character of the church
o Creating structures facilitating integration and inclusivity (physical settings, events,
social and spiritual programs, rituals and accommodations for language);



Literature suggests that personal connection is the key factor for church engagement (Stetzer,
2013, Rainer 2013, Neiuworf n.d.). This means being more deliberate about engaging people
and promoting action on a personal level:
o An example of the above is making it easy for existing congregation members to “invitea-friend” by creating simple tools such as preprinted invitation cards, or easy-to-forward
weblinks to share with people they know in their networks. Interestingly, the literature
also suggests that person-to-person communication tends to work better than
commercial communications (Rainer, 2013)
o Another example is to focus on deepening the engagement of people already at the
church by intentionally developing a culture of engagement where participation comes
easily and naturally. For instance, being clear what congregation members are expected
to do during community events, or having information tables tailored specifically for
new or existing volunteers to provide a clear path for engagement (Neiuworf, n.d.);



A survey of Protestant churches in Canada (Bird, 2015) found that growth was attributed to
children and/or youth ministries, a strong vision and mission (often personified by the passion
and personality of senior leader or pastor) and an emphasis on worship/music;



When churches decide to deliberately step towards a progressive church model, they need to
find the right balance between “sharing their faith” and “acts of service” (Sider and Unruh,
1999).

Community engagement requires a clear strategy and a focus on organizational change


Successful examples of community engagement and church renewal tend to be accompanied by
organizational change efforts, and an intentional and values-based strategic planning approach
(Boria, 2007; Harbin, Turner and Muscar, n.d; Roxburgh, 2010; Rainer, 2013):
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o

o

This requires clear accountability for engaging and impacting the community (why are
we doing this and who is responsible?), accompanied by the creation of relevant metrics
to define success. For instance, for a community mission, increasing attendance must
be a secondary goal to having a presence and impact in the community (Stetzer, 2013)
It is also important to ensure that all programming is focused on the church mission, so
that people are connected and feel passionate about the mission, rather than the
activities of their ministries (Neiuworf, n.d.). This also means saying “no” to programs
that distract from the mission;



An important element of strengthening community engagement is in the development of the
church’s culture. This might include an interesting journey in terms of balancing grace-based
and workplace-based culture. Lopus (n.d.), citing the famous quote, “culture eats strategy for
breakfast”, indicates that six things are key to building the culture of a church to manage its
future:
o Level 1: Focus on the culture to get church work done
o Level 2: Pay attention to culture to help navigate the dynamic of grace-based and workbased systems for employees of the church
o Level 3: Define and focus on five cultural distinctives that enable churches to get work
done together
o Level 4: Engage people to get the work done
o Level 5: Help staff realize their potential to keep them engaged
o Level 6: Remember that true, lasting cultural change only happens when there is
significant, supernatural personal change in leaders;



There are hard choices to be made when trying to be strategic in engaging community:
“I want to let you in on a little secret: you have a target audience, whether you know it
or not. Everything your church does or says is going to appeal to one group more than
another. It just is. People don’t all enjoy the same kind of theology, music, decor, or
preaching style. Some people like little plastic communion cups, and others prefer
extinction. The choices you make are excluding people who would prefer something
else. If they don’t like drums in the worship service, and your church uses drums, in
some fashion you’re excluding them. If they don’t like drums but stay anyway, of course
you’ll welcome them. It’s not like you’re putting a sign on the front door that says, “If
you don’t like drums, go away!” But some of the choices you make will potentially turn
some people off—and that’s okay. One thing stagnant churches haven’t realized yet is
that by not choosing who they intend to appeal to, the choice is being made by default.
Everything from the interior design to the music is being chosen by different people
using their own preferences as criteria. What you often end up with is a strange quilt of
elements that might not necessarily appeal to anyone.” (Pushpay, 2018, p. 8)

What Is The Story?
“The challenge facing churches and other faith groups is therefore not about attracting people to
our range of programs, style of worship, or various service opportunities. The challenge now is
how to create open, safe, and diverse opportunities that connect with people who have no
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experience of church whatsoever. We need to meet them where they are in life with something
that they recognize as meaningful. It’s a big challenge!”
(Internal key informant, public document)
“The shift in our collective minds from ‘Fairlawn is awesome and people should come here’ to
‘Fairlawn provides experiences that remind people that they’re awesome’ - is a key thought that
will help us to create a narrative whereby we are genuinely providing value in a way that lifts
people.”
(Internal key informant)
The key findings from the research paint a fascinating and compelling picture to inform FAUC’s future.
While FAUC may have challenges in its path, the key findings indicate areas of opportunity that, if taken
up, can result in stronger relationships with more members of the broader community.

FAUC and the Community
The service area in which FAUC is located is one that has been relatively stable over many years. People
in the community are generally well-off from an income perspective. They are somewhat older, with
people over 55 showing some moderate growth, including people over 55 that are single (i.e., never
married, divorced or widowed). Parents with younger children are decreasing to some degree in the
area, while people with teenagers are staying steady. Interestingly, many younger adults in the
neighbourhood live with their parents; they may be either studying or saving money until they can
purchase their own home and make their own way.
In the community, FAUC is well-known and has a good reputation among congregants and noncongregants alike. As part of a cornerstone of the UCC identity, congregants closely associate FAUC with
its commitment to social justice, especially higher-engaged congregants. Non-congregants state that
they see the building as part of the community – “we know the church is there.” A key area of strength
for FAUC is its music program – it is a favourite for congregants. In addition, all stakeholders consider
FAUC to be a very friendly and inclusive place, where one can get that “family friendly feeling”; these are
descriptors that open the door for building relationships.
This positive reputation is partly due to the role of the former FNC. In FAUC’s past, the idea of being a
central place of community connection and caring has been very strongly connected to the FNC, which
was housed in the church itself. There is a strong feeling among some internal key informants and
external consultation participants that the closing of the FNC marked an important change in
momentum and focus for FAUC. It seems that the FNC represented something cutting edge, something
that provided a strong bridge to the broader community that, once lost, was never created again (even
though the church was a separate entity from the FNC). Today, people may not clearly distinguish
between FAUC and the FNC. The FNC has had a very positive impact on what FAUC (or the church
building) represents to people. That is, people see FAUC as a “neighbourhood place” already, partly
because of the FNC. This includes the current programs and activities that run out of FAUC (especially
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appreciated by lower-engagement members). This can be capitalized on now; the challenge for FAUC is
to clarify its identity and show itself to be a place of community without having the FNC brand.8

Unmet Needs and Target Groups
In addition to a strong and positive reputation, some of the fundamental tenets of the UCC are key
assets for the purpose of community engagement for FAUC today: connection, inclusion and a
progressive attitude towards faith. These assets align strongly with the key findings. People are looking
for more connection in their lives and in their local community. Spending time with friends and/or
family is highly desired by all groups engaged for this research. In addition, they want to feel included
and supported as a member of their community. Non-congregants expressed a desire to “feel accepted
and valued.”
This interest in connection is related to both time-of-life and to topics of interest. In terms of when
people want support, the key findings indicate that connection especially matters when transitioning in
life, especially in mature adulthood, but also for parents that have teenagers that will soon become
young adults. It also matters when life is difficult. Connecting during grief and loss feels important to
people. In terms of other things to connect on, the key findings are clear. Gathering for the sake of
socializing (outside of doing so with family and friends) is not a luxury that most people have in the busyness of today’s world. But certain population groups have indicated that they do have areas of interest
they want to gather on. Mature adults (aged 55 – 69 years) are very interested in continuing
education/learning, especially non-congregants but FAUC members as well. Parents with teens are
interested in critical learning and action about social justice issues together. Higher-engaged
congregants are also interested in these topic areas.
It is not just the content people are interested in, though. Despite the fact that people are busy, they
are unhappy about that fact, and are looking for a chance to feel connected in the process of engaging,
to form new or deepen existing relationships. In fact, mature adults indicated that they would want to
attend activities or events with a friend or someone they know.
People are also looking for a chance to do good social justice work; those who didn’t use that language
stated they wanted to “be able to make a difference in the world” and ”to be part of something bigger”,
like fighting for human rights or ending poverty. All groups showed this interest in the data.
Perhaps most importantly for FAUC, people have a need to gather and to question the bigger picture,
especially given the painful state the world is in today. While this might not result in people turning to
religion, it certainly has people probing the deeper meaning of life and questioning at both core and
meta-levels. This is UCC’s sweet spot. This is what FAUC offers that other groups may not: The chance
to connect, learn, engage, question, do good work and connect it back to deeper questions of
meaning, existence, purpose and service. For higher-engagement members, this means more
opportunities to directly explore religion. For non-congregants, this may mean that FAUC is a secular
church but proactively links what it does to the stories that the Bible offers.

8

Note that many consultation participants did not seem to be clear about why the FNC closed and associate it much more with
FAUC than perhaps it actually was. Future communications should be very transparent about the relationship between the two
organizations and why the FNC closed.
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FAUC will need to be very clear about its values and how those values get communicated in order to
support people to come through the door. To date, values have not been explicitly stated or leveraged
by FAUC for outreach and engagement purposes. Shared values are important to people, especially as
they get older. The data indicates that broader community has an acceptable tolerance for a religious
foundation to those values. That is, the broader community doesn’t really feel the need to connect and
deeply reflect through God, but they don’t mind it either. Even though FAUC is a Christian church, being
so does not pose a barrier for the broader community. In fact, mature adults see churches as “safe”
spaces in the community. Congregants are proud of the idea that the UCC treats the Bible as a
metaphor and that FAUC has an open door and embraces different viewpoints, including religious
viewpoints. This may have to do with FAUC’s history, including the FNC. It may also have to do with the
UCC’s broader reputation of being progressive.
The key findings show that in terms of connection, activities and programming, non-congregants are
willing to engage with FAUC. This demonstrates that, no matter what, faith underscores a sense of
belonging and connection. The survey stated that non-congregants don’t want to feel pressured to
adopt a religion or to donate time or money, and the qualitative data clearly showed that people do not
feel like that will happen at FAUC; they are not worried that someone will try to “convert” them.
Congregants and non-congregants alike are seeking a place to gather anchored on connection, social
justice and engagement, and FAUC fits the bill. In fact, people like the idea of engagement through a
church like FAUC, as it can feel like a way of “giving back” (and clearly should be marketed as such).
This does not mean, however, that FAUC can simply offer new activities and expect people to come.
Internal key informants in particular have very clearly stated that FAUC must also, in equal measure (or
perhaps even more so), be out in the community in new and innovative ways. This is partly because of
issues with parking and location for FAUC. Beyond these basic accessibility challenges, it is important
that FAUC be seen as part of the community. FAUC needs dedicated resources to be put towards
community outreach and engagement, and building partnerships with relevant groups.
Getting out and about also means engaging new people who have not yet been involved with FAUC.
This is clearly the route to take according to the key findings. Looking internally for growth is not going
to provide good returns. The people that are lower-engaged are such for a reason, and are not
especially interested in being more engaged. But in the broader community, there are people seeking
community and connection, who can be brought to the doors. This isn’t just the responsibility of the
minister, but the laity and the broader congregation as well. And the research shows that the groups to
focus on first and foremost are mature adults9 (many of whom are going through changes to work
status, marriage status and having children leave home) and parents with teenagers.10 The idea of
bringing families with younger children into the church so that the children grow up in the church (and
then stay as adults) is now widely considered outdated. Families today do not see church as an anchor
for creating family values. Simply put, parents with younger children are not the best return on
investment for FAUC. They want programming, but will go where quality, choice and convenience are
best. They want choice and do not connect their needs to a church unless it meets their other criteria.

9

FAUC can build off the learnings from the Thriving in Retirement Group held in 2018.

10

FAUC can also build on initiatives like Big Table to support parents and their teens to interact on issues of importance.
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Given census data, the populations stated above are compelling for FAUC to focus on in the longer term.
And a longer-term vision can start to be seen. Mature adults will become seniors and FAUC will have
developed a relationship with them as they age to be in a place where help and support can naturally be
provided when needed (e.g., grief support, help with accessing health care, intergenerational
programming with younger people). Parents with teenagers will soon be mature adults and will trust
and want to come to FAUC as they transition out of active parenting, work, etc. It may be that
newcomers will start to come to the neighbourhood more in the future. Those that are mature adults
and parents with teenagers should be engaged and brought into the work. Note that if lower-engaged
people fall into one of these groups, they should definitely be a target for engagement. But it should be
on the basis of their unmet needs, not on the basis of their current level of engagement.
The key findings also do not point to a focus on youth. Such a focus would be short-lived, as there are
fewer young children to move into that age range in the neighbourhood over the next 10 years. In
addition, a much higher proportion of young people (age 20-34) in the FAUC area live at home,
suggesting a highly transient population. They may be away for post-secondary education, or may be
saving money to be able to afford to move out.

Opportunities to Build FAUC’s Value Proposition
In terms of social justice work, promising practices (supported by external key informants) indicate that
focusing on one or two key social justice areas of work will help FAUC to build a reputation, partner with
other relevant groups, and build longevity into a community engagement strategy. For example, some
other churches in Toronto have firmly indicated that their focus is the environment, and have anchored
the vast majority of what they do to environmental justice work. FAUC’s Embrace Action Executive
Summary indicates that the social justice focus for FAUC is addressing the root cause of poverty. While
this is laudable, it is also broad, and through document review it appears that FAUC also does work in
areas such as the environment, Truth and Reconciliation, and supporting refugees. While all worthy
causes, they may be diffusing FAUC’s efforts and reducing opportunities to create a critical mass of
engagement and action.
FAUC must now very clearly see itself as both a community place and a religious place. The UCC is in a
unique position in this way, as it is not seen as overly dogmatic or evangelical. It is seen (even by those
who are not members) as a place of openness and engagement. These principles should be connected
to a focus on community development, alongside a church of individuals.
Ultimately, no matter what FAUC does, it must become more innovative in terms of what it offers and
how. Mostly, this means looking at online offerings and understanding how to be in the virtual space
when creating community engagement opportunities (in addition to in-person work). In terms of
services, consultation participants, especially higher-engaged members, are hoping FAUC can offer more
innovation in terms of delivery of church services in particular. This could include things like online
services, alternative types of services and services targeted to different groups. Being online
particularly matters for FAUC given the location and parking issues it is very familiar with already.

Organizational Capacity Considerations
It is important to make note of capacity at this point. FAUC has a small staff team that manages
complex operations. And FAUC is driven by a very complex volunteer and laity structure that puts
pressure on staff in terms of providing support. The key findings paint a picture that FAUC offers a lot,
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and often has successes with things that get offered. However, if and how successes are sustained is
often left to individuals. There is little accountability for following up on successes and few concrete
expectations or strategies to do so. The missed opportunity here is that some events attract the
broader community (e.g., all candidates meetings, music events and the book sale) but there is no way
to assess whether they actually have the potential to strategically contribute to FAUC’s broader goals.
With over 70 lay ministries, there is a strong feeling that the human resources (staff and volunteer) are
spread too thin. The people at FAUC are not singing from the same hymnbook, as it were.
Becoming strategic about building FAUC’s profile and strengthening community engagement will mean
determining what to stop, start and continue to support the appropriate allocation of resources. There
may be an uncomfortable period for FAUC where trying new activities means less engagement, as the
word gets out and the work grows. Activities and work should be linked to strategic goals. Some
current programs are considered to be highly successful, but they also happen to be fairly transactional
in nature. They may not link to the broader vision and mission of FAUC. It is a fair certainty that while a
new strategic plan will bring new people over time, it may mean that others leave.
Lastly, although it is outside the scope of this report to do an assessment of FAUC’s internal situation,
the following points are relevant to consider:








FAUC needs to create a more specific mission statement emphasizing the benefit to the
individual of engagement, including the appropriate approaches and measures of success (note
that this is on the leadership’s radar at present);
FAUC needs to develop a stronger culture and internal communications (supported by FAUC’s
recent transition survey results);
Related to culture is the need for FAUC to develop the core values by which it works;
While TFC is still used in the broader sense (as broad categories of work going on in the church
and as a scaffold to structure of church committees and groups), how TFC furthers FAUC’s
overall mission and strategy is not clear;
“Connect with what matters in life” is positive, but not planned out enough. There is little
shared understanding of what it means as a tagline. There is also no driving focus supported by
culture, structure and the use of resources to keep it going.

Considerations for Strategic Planning
The key findings point to certain considerations as FAUC starts to engage in strategic planning coming
out of this research process:

Top Unmet Needs
1. Maintain a focus with current members of FAUC that are higher-engagement; as they age,
continue to offer supports in terms of grief, loss, a place to get support and a place of
community.
2. Focus on two key populations going forward:
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a. Mature adults (aged 55-69 years, both those in the current congregation and those in
the broader community); note that there is a reasonable number of mature adults to
engage that are beyond the immediate catchment for FAUC, especially north and east of
FAUC
b. Parents with older children (i.e., the 40 and 50 year-olds who have pre-teenagers or
teenagers in the broader community); provide family learning and family activities,
especially around social justice issues;
3. Reduce strategic focus on current congregation members who are considered lowerengagement, unless they happen to be a member of a priority population, in which case
engaging them should be through that lens.
4. Anchor whatever is being offered at FAUC to a community engagement and development
focus, and a religious focus. Continue and increase focus on bringing deeper meaning to
life, understanding questions of spirituality, existence and religion through ALL activities.
Utilize the unique values-based framework that the UCC offers as people reflect on making
the world a better place and the deeper existential questions of life.

Exploring FAUC’s Value Proposition
5. Building off of FAUC’s reputation, FAUC should take a strong social justice focus and anchor
its work and its brand on that social justice work (i.e., solidify its reputation as a social
justice space):
a. Identified activities should relate back in some way or at least to some degree on that
social justice work/focus (e.g., having social justice activities for younger people, social
justice music/focus in the choir, partnerships, outreach, coalition building, etc.). Note
that some activities (e.g., Pastoral Care) may not easily fit into this frame but a strategic
lens should be taken to all activities to ensure alignment whenever possible.
6. Focus the social justice work on an issue that can give FAUC strategic traction. Consider
using a Theory of Change exercise to clearly articulate that social justice issue. Have that
focus inform all branding, outreach partnership, etc.11
7. Anchor marketing, communications and branding to:
a. Messaging that one does not need to be religious to be spiritual; FAUC welcomes all
viewpoints about religion and spirituality;
b. Messaging about what people will experience if they come to FAUC: friends, learning,
dialogue, connection, purpose and changing the world to make it better!
c. A balanced view that focuses on both the community aspect of the work AND the
religious aspect of the work (e.g., what does it mean for FAUC to be a place for Social
Justice and Social/Political/Cultural Engagement/Community through Faith).

11

FAUC’s current articulation of poverty is broad and names root causes as lack of affordable housing, insufficient
social assistance rates, inadequate minimum wage and growing income equality, but does not look at other root
causes such as trauma, violence, mental illness.

Fairlawn Avenue United Church Community Research Final Report

54

Motivating People to Participate
8. Use the music program as a way to build the profile of FAUC overall; consider having a music
program that in some way is more directly anchored to defined social justice work and
learning opportunities.
9. Create a Community Outreach plan that takes FAUC out of the building with its key offerings
and employs a multi-pronged communications and outreach strategy (e.g., flyers, direct
mail, magazine advertisements and e-newsletters).
10. Ensure that FAUC goes online and goes virtual!
a. Offer classes, activities, meetings, etc. online and in-person as a way to engage people;
b. Consider alternative services, including virtual services on days other than Sundays;
c. Simplify the website.
11. Make sure the minister, identified staff, laity and the broader congregation are an active
part of outreach activities, both broad and targeted activities in everyday life in the
community (e.g., at the local coffee shop) and during special events.
12. Explore strategic use of partnerships to support community outreach:
a. Focus the tenant relationships on programming that brings certain populations in that
aren’t the priority but with whom secondary relationships can be built (e.g., parents
with younger children). Contract with partners to have the people coming from
programming engaged with FAUC in some way – greeter, small part of programming,
etc.
b. Build partnerships with organizations in the neighbourhood and beyond to increase
FAUC’s reach and to better meet community needs

Building Capacity to Operationalize the Strategy
13. Start slowly by focusing on one population and/or one initiative; build it and go from there.
This includes allocating resources for marketing/promotion, allowing time for the initiative
to take hold and seeing what the impact is for FAUC. How the initial focus gets chosen can
be determined using several criteria, such as:
 Quick wins;
 Where FAUC already has a good investment of time and energy;
 Where there is a natural leader to get something important started;
 Where FAUC has some experience and skills.
14. Consider a Start, Stop, Continue exercise to drive activities that best meet unmet needs in
the community. Determine through strategic planning what FAUC should do itself, what it
should partner with others to do and what FAUC will not get involved in for defined reasons.
15. Update the organizational structure to create capacity to implement the new strategy,
identifying what skills and capabilities are needed at staff and volunteer levels to achieve
new vision and mission (e.g., dedicated community outreach and engagement resources).
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16. Proactively develop and implement a change management plan, recognizing that FAUC is
coming into another time of transition; ensure that leadership works together to support a
positive culture and encourage buy-in from congregation members.
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Introduction
Fairlawn Avenue United Church (FAUC) is a long-standing institution in North Toronto. It has a rich history of being a progressive congregation,
with exceptional connections to the broader community. In 2014 - 2015, FAUC underwent a strategic planning process and launched The
Fairlawn Call (TFC).
The Fairlawn Call says that FAUC helps people Connect with what matters in life, and sets a vision of a welcoming, vibrant and growing church
community, and identifies three purposes or ministries: Explore Spirituality, Experience Belonging, and Embrace Action. Through TFC, FAUC has
had success in connecting with higher-engagement members, has created new programs and has put a new governance structure (i.e., a new
council structure that is centered on the three ministries, and includes an updated constitution and new lay ministry teams). FAUC is now
interested in finding out more about those members of the congregation that are less engaged and the broader community. Specifically, FAUC
seeks to answer two fundamental questions about these groups: Who are they? What matters to them? As such, they have sought consultant
support to engage in community research to answer these two questions, and to focus on the top 2 – 3 unmet needs of FAUC’s congregation
and the broader community.

Project Objectives
To use a combination of quantitative and qualitative research (e.g., interviews, surveys, and focus groups) and secondary research (e.g.,
environmental scan, demographic data, and best practice research) to assess the following key factors:




Needs of people in the community, including congregation members and the broader community (focus on the top 2-3 unmet needs);
The value proposition of FAUC to address these needs;
How FAUC can better engage and motivate people to participate in its programming and the FAUC community.

This project will allow FAUC to determine priorities moving forward and provide recommendations for next steps based on FAUC’s mission,
capacity, and opportunities.

Data Gathering and Analysis Framework
The Community Research will be grounded in this Data Gathering and Analysis (DGA) Framework, which supports comprehensive analysis of
data collected across various sources:


Primary Research, which includes:
o Surveys for congregation members and the broader community
o Focus groups with identified congregation members
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o Focus groups with members of the broader community
o One-on-one interviews with internal stakeholders and external key informants;
Secondary Research, which includes:
o A geographic and demographic overview of FAUC’s service area to overlay and confirm the primary research findings.
o An environmental scan of market trends related to the needs of key populations/communities of interest, other organizations
that engage or service these populations/communities, and promising practices on welcoming churches and church-community
engagement;
A facilitated working session with the Advisory Committee and internal FAUC documents to assess opportunities to move forward.

The DGA framework will apply an additional priority-setting lens to assess the value proposition against alignment with TFC, and FAUC’s strategic
directions and interests.
Scaffolding for data analysis is as follows:


Primary Research will be conducted first:
o The survey will be broadly distributed first;
o The initial survey findings will then inform who is invited for focus groups and the details of questions they will be asked;
o The initial survey findings will also inform what we ask internal stakeholders through one-on-one interviews;
o The initial survey findings will also inform what we ask key community partners through one-on-one interviews;



Secondary Research will be gathered based on the broad findings from the primary research
o External key informants (i.e., both key community partners and identified experts on church-community engagement will help
us interpret secondary research.)

The DGA framework design uses high-level questions to frame the research lines of inquiry. Note that the questions below are not an exhaustive
list. They are meant to be research questions that will inform the development of the data gathering tools (e.g., survey design) and the data
amalgamation and analysis process.
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Primary Research
Key Questions
Needs of people in the community, including congregation members that are less
engaged at FAUC and in the broader community (focus on the top 2- 3 unmet needs):
 What makes the difference between why some congregation members are more
engaged and others are less engaged? Is there anything missing from the
current experience of those less engaged?
 Where do people (congregation members and the broader community) currently
spend their time?
 What social issues do people (congregation members and the broader
community) care about?
 What needs do people (congregation members and the broader community)
have? Probe for physical, social, and spiritual needs.
 How do people view “community”? What does it mean to them?
 What do people say “matters in life”?
 What creates a sense of connection for people? (when, what, who, where)?
How does this connect to the experience of attending a church?
The value proposition of FAUC to address these needs:
 What is FAUC’s best value-add in terms of its services for the community?
 What is the current value proposition of FAUC to congregation members? To
the broader community?
 What is the “why” for people to participate in FAUC? What may be different
about FAUC that brings people here?
How FAUC can better engage with the broader community:
 What is FAUC’s reputation in the local community?
 What does FAUC do well to engage the broader community? What can FAUC do
differently to be engaged with and foster relationships in the broader
community?
 How can FAUC better connect with people personally?
12

Data Gathering Sources12
Community consultation:
 Survey - congregation members
 Survey - broader community members
 Focus groups with congregation members (focus
on those members that are less engaged)
 Focus groups with broader community members
 Internal stakeholder interviews
 External key informant interviews
Documents:
 Fairlawn Call
 Fairlawn Call implementation plan
 Transition team info/notes, draft mission, etc.
 Programs and services information
 Grant applications
 2017 Congregation Survey
 Other FAUC strategic documents (e.g., the
Transition Learning Process report)
Data Analysis Approach:
 Quantitative Data:
o Frequency data analysis to assess
relevance and magnitude
o Analyzing data against identified groups
(e.g., against demographic, information,
against level of engagement, against
interest in getting involved)

See Appendices for details on primary research methodology and key definitions
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How can FAUC motivate people to participate in its programming and the FAUC
community?
How can FAUC have better ongoing communications with the community about
their narrative and programming? Probe for key communication vehicles, and
opportunities for ongoing/multi-directional communication?
Who can FAUC partner with to make it easier for them to connect?
How can FAUC approach partnership and collaboration to maximize
sustainability and community engagement?

o



Cross-tabulations to assess patterns and
relationships between data and broad
survey respondent groups
Qualitative Data:
o Groups of interest to FAUC and that have
responded to survey will help support
our approach to inviting the broader
community for focus groups
o Coding Framework that identifies key
themes and sub-themes will be
developed and used to identify key
qualitative concepts and generate
insights.
o Frequencies will be analyzed where
relevant to do so

Secondary Research
Key Questions
 How do the preliminary findings from the primary research compare against what
we know about the demographics of the FAUC service area?
 What are the needs of key populations/communities of interest for FAUC?
 What are important factors for engaging these key populations of interest? Probe
for social values, lifestyle, religiosity and spirituality.
 What other organizations engage and/or serve the populations/communities that
FAUC is interested in engaging? How can FAUC leverage these organizations?
 What are promising practices on welcoming churches and church-community
engagement (e.g., church renewal models and initiatives) that may be useful for
FAUC?
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Well-being Toronto
211 service listing data
Service organization network data
Research articles and literature available online
and through journal databases
External Key Informant Interviews
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An analysis of the content of secondary data will
take place in order to assess quality of data
(goals of data gathering, samples, key research
questions, biases, gaps, context, consistency
across secondary data sets, etc.)
Local and subject matter experts will help
interpret secondary data when contradictions
occur
Data from primary research will be used as an
overlay to:
o Identify demographic patterns in
community against primary research
data
o Identify key social/lifestyle, etc. factors
to explore
o Support a deeper understanding of why
patterns in primary research exist

Facilitated Working Session
Key Questions
 Given the preliminary findings, what are the common needs in the current
congregation and in the community that FAUC is best positioned to address?
 What are the opportunities for new programming aligned with FAUC’s mission and
strategic plan? What are potential risks?
 What are the “quick wins” that will provide the most impact? What are the longerterm opportunities to consider?
 What key offerings will build sustainable and beneficial relationships, between
community members and FAUC?

Data Gathering Sources
Advisory Committee Working Session
Documents
 Internal documents (analyzed)
 Primary research results
 Secondary research results

Data Analysis Approach:
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What does resourcing potential new program offerings look like and what are some
broad potential strategies for resourcing? Probe for financial, physical, and human
resources.
How should FAUC be collaborating with groups discovered through the research to
engage target populations/communities of interest?
What are the key aspects to consider in enhancing FAUC’s value proposition (to its
current congregation and to the broader community);
What are the key external environmental trends and internal
opportunities/pressures that are impacting FAUC and this project?
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Thematic Framework Analysis to identify key
concepts and generate insights.
Prioritization matrix to determine higher value
opportunities and quick wins.
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DGA Appendix A - Primary Research – Methodology
Data Gathering Strategies/Targets - Survey
FAUC Congregation

Broader Community

Data Gathering
Strategies (to be further
developed in a rolling
style)

Targets

Early broad engagement strategies include:
 Engaging informal and lay leaders early to help spread the word and incite excitement about the project
 Announcements at Sunday service and/or other immediate events (including possible having an “interest” list (both high and
low-engagement folks)
Survey
n = 257
 A survey will be implemented with 3 target audiences in
 Online mail out to
respondents
mind:
congregants
o Higher-engagement members – app. 50 members
 Dissemination at
o Lower-engagement members - app. 220 members
larger church events (35% of 220 lowengagement
o Members of the broader community13
 Dissemination at
members, 60% of
smaller church
 Survey will be available online, possibly on tablets on-thehigh-engagement
events (identified)
members and app.
spot and in hard copy
 Dissemination
150 members of
 Volunteers from Fairlawn will work with Nayar Consulting to
through local
broader
disseminate surveys (especially at large local or church
businesses/BIA/non- community)
events such as the Community Barbeque in May 2019 and
profit service
Village Day in July 2019) in order to increase response rate
providers/schools
and further engage the congregation in the project
and Parent Councils
(on their websites
and hard copies),
13

Please note that Fairlawn does not have established definitions of “high engagement” and “low engagement” members at present. As such, the survey will
ask for information from respondents that will establish categories that analysis can be based on.
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FAUC Congregation

Broader Community

Data Gathering
Targets
Strategies (to be further
developed in a rolling
style)
especially those that
provide a gathering
place/sense of
community
 Dissemination at
upcoming large local
events/festivals
(field research –
gathered on-thespot)

Data Sorting Approaches - Survey
The survey data will be sorted using the following key approaches. Sorting the data in the way outlined below will support a deeper
understanding of which groups have which unmet needs and will further support who we recruit for focus groups:
1. Who is responding to the survey (note that the list below is NOT exhaustive, but examples only):
 Postal Code
 Currently attends Fairlawn and extent of involvement
 Currently involved in other faith-based groups
 Gender and/or Sexual Identity
 Age
 Family Household Size and ages of children
 Religious Affiliation
 Income
 Race/Ethnicity
 Newcomer status
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2. Current levels of engagement and interest in further engagement:

Could play more of a role in engaging community
Higher-engagement
members
Current
Congregation and
Local Community

Not interested in playing more of a role in engaging
community
Could be engaged more

Lower-engagement
members

List of who is interested/role
they can play

Target pops/groups

Don’t want more engagement, as such
Could be interested in engagement

Target pops/groups

Non-church goers
Don’t want to be engaged
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Data Gathering Strategies/Targets – Focus Groups

Focus
Groups

FAUC
Congregation
2 - 3 focus groups
(up to 12
participants
each)
- Focus on
those
members
less
engaged

Broader Community Data Gathering Strategies (to be further developed in a
rolling style)
2 - 3 focus groups
Lower-engagement members:
(up to 12
 Holding focus groups before or after Fairlawn events
participants each)
(e.g., Community BBQ, Easter services) where
- Focus on
members who are less engaged typically turn out
target
 Targeted engagement of members who are less
populations
engaged to participate
in the
Broader community:
broader
 Drawing from survey results, we will target focus
community
groups to populations that are of interest to Fairlawn
and that have also expressed interest in further
engagement – we will work with relevant community
groups to recruit appropriate participants (e.g., if
youth are a target, we will approach youth groups in
the community to help us recruit and/or host)

Targets
n = 72
participants

Data Gathering Strategies/Targets – One-on-one interviews
One-on-one
interviews

3 - 4 internal stakeholder
interviews
- Church leadership
and key
congregation
members

5 - 6 key informant interviews
- FAUC key community
partners
- Other local leaders and
experts




List from ED and AC
members
Snowball sampling
as we conduct
interviews

n = 10
interviewees

TOTAL TARGETED n = 339
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DGA Appendix B - Key Definitions
Broader community

People in the service area who are not currently part of the FAUC congregation (i.e., do not attend services
or participate in any lay ministries).

External Key Informants

Those individuals who do not belong to Fairlawn but bring expertise, experience and/or a perspective on
the local community, engagement in the United Church or other identified areas

FAUC’s Service Area

This research project will use the boundaries defined by the 2013 Environics Analysis service area Report
(see below, Appendix C) to ensure consistency and allow for better comparability between data sets.
This includes any people that reside in the service area, as well as any organizations or businesses that
may serve the service area even if they are not physically located in the service area.

Internal stakeholders

Those with formal position of leadership in the church
Those who may have more informal influence (i.e., been involved at Fairlawn for many years, wellregarded, large social or other networks both within church and beyond)

Value Proposition
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DGA Appendix C – Service Area for Fairlawn
For the purposes of the project, the service area was aligned to four postal code Forward Sortation Areas: M4N, M4R, M5M, and M5N. This is an
area that is roughly bounded from Highway 401 down Bathurst Avenue, across Eglinton Ave, up Yonge St to Blythwood, across to Bayview Ave,
up to Lawrence Ave, following the Don River back up to Hwy 401.
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Appendix 2: Rationale for Definitions of Higher and Lower-Engaged
FAUC Members
Classifying FAUC congregants by their responses on frequency of attendance at
services and activities
In total, 131 respondents to our survey indicated that they consider themselves members of the
FAUC congregation and answered the question about how frequently they attend services and
the question about how frequently they participate in FAUC activities.
The question asked about frequency of participation over the previous 12 months. Respondents
generally answered in reference to participation averaged over the year, or when they were
present in Toronto.
The table below shows the mix of how people answered those two questions. For example, 23
people answered that they attend services almost every week, and that they attend activities
almost every week. This was the most popular combination of responses to these two
questions.

Every week
Every week
Attend
Activities

Almost every week
Once or twice a month
Less than once a month
Not at all
Total

5
7
2
2
1
17

Attend Services
Once or
Less than
Almost
twice a
once a
every week
month
month

3
23
18
7
1
52

0
1
9
12
1
23

0
0
5
13
10
28

Not at all

Total

2
1
1
4
3
11

10
32
35
38
16
131

We next wanted to classify these different responses into categories representing different
levels of engagement with FAUC. This classification will help us to see differences between the
survey responses of highly engaged congregants and less engaged congregants, as well as
community members who are not FAUC congregants.
Our first step to classify congregant responses was to use a technique called K-means cluster
analysis. This is a statistic technique often used in market segment analysis to create the most
similar groups. We wanted to look for a high engagement, a medium engagement, and a low
engagement cluster based on level of participation in services and activities, so we looked for a
3 cluster solution. The result we found is on the next page.
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K-Means Cluster solution

Cluster A

Every week
Almost every week
Once or twice a month
Less than once a month
Not at all
Total

Cluster B

13

Attend Services
Once or
Less than
Almost
twice a
once a
every week
month
month

5
7
2
2
1
17

Every week
Attend
Activities

68

3
23
18
7
1
52

0
1
9
12
1
23

0
0
5
13
10
28

Cluster C

50

Not at all

Total

2
1
1
4
3
11

10
32
35
38
16
131

The table above shows the results of the cluster analysis. We could see immediately that this was not
going to work as a three cluster solution of high, medium, and low engagement. Both cluster A and
cluster B describe congregants who are highly engaged in some way with FAUC.
In fact, what the cluster analysis was telling us is that based on the responses to our survey, we were
finding two clusters around engagement, a higher-engagement group and a lower-engagement group.
So, we revised the classification by combining the two higher-engagement clusters. (We also moved
one single response from lower-engagement to higher- to make the categories simpler and more
common-sense.)
Revised Solution

High 82

Every week
Every week
Attend
Activities

Almost every week
Once or twice a month
Less than once a month
Not at all
Total

5
7
2
2
1
17

Low 49

Attend Services
Once or
Less than
Almost
twice a
once a
every week
month
month

3
23
18
7
1
52

0
1
9
12
1
23

0
0
5
13
10
28

Not at all

Total

2
1
1
4
3
11

10
32
35
38
16
131

This approach leaves us with the following two engagement classifications:
Higher-engagement represents congregants who are regularly engaged (almost every week or more) in
either services or activities, or both. This category also includes congregants who are engaged
at a moderate level (once or twice a month) in both services and activities.
Lower-engagement represents congregants who have lower levels of participation. They do not
participate in either services or activities on a near weekly basis. The highest level of
participation in this group for either services or activities is once or twice a month. However, if
congregants participate in both services and activities once or twice a month, they are instead
grouped as higher engagement.
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Appendix 3: Detailed Methodology
The research conducted allows an exciting opportunity for FAUC to chart its future. While FAUC has
done surveys in the past, this project has provided a more rigorous structure to gather and analyze data
(including clearer definitions of engagement of current members), and has put particular focus on
gathering data from non-congregants.
A multi-method approach was used to gather data for the consultation, including:







FAUC document review;
A community survey;
Focus groups and one-on-one consultations (broader community members);
One-on-one key informant interviews;
Literature review;
Environmental scanning.

Consultation participants included:







FAUC staff;
Higher-engagement FAUC members (i.e., lay leaders of FAUC);
Congregation members (both higher- and lower-engaged members);
Members of the broader community;
Identified community leaders;
Identified service providers and thought leaders in the church community.

In total, 369 people participated in the consultations.

Document Review
Over 10 FAUC documents were reviewed for the project. These documents included The Fairlawn Call,
information on TFC ministries and results from prior surveys of FAUC congregants. A thorough review of
FAUC’s website was also completed.

Survey
An anonymous online survey was designed to gather data from both members of FAUC’s congregation
and members of the broader community. The survey gathered information on the respondents’
knowledge of and engagement with FAUC, ideas about FAUC’s reputation, feelings about community
and ideas on needed programs, services and activities in the area. Basic demographic information was
also gathered. Lastly, respondents were invited to provide their name and contact information if they
were either:



Interested in having their name included for a draw to win one of two $50 Amazon gift cards as
a way to thank people for their time in completing the survey and/or;
Willing to participate in a focus group as a follow-up to doing the survey.
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The draft survey was reviewed by the ED of FAUC. The survey was also pre-tested with five people who
were selected to represent various age groups (i.e., parents with children, younger people, seniors, and
middle-aged people). Pre-testers were asked to complete the survey and then had a 15-minute
telephone interview with a member of the consulting team, who probed for understandability of
questions, face and content validity of the survey and ease of completion. Results were analyzed online
to determine where respondents might have skipped or misunderstood questions so that the
instrument could be revised accordingly. Once the pre-test results were analyzed and changes were
made to the online survey, it was considered to be final.
The survey was live for 10 weeks, from April 25 – July 8, 2019. The survey was promoted through
multiple channels that targeted congregants, broader community or both, as seen below:
Table 15. Survey Distribution Details

Hard
Copy/Tablet
/Online

Primary Target

FAUC Greetings
Newsletter

Online

Congregants

Direct mail out to FAUC
database

Online

Congregants

In the church

Hard Copy

Congregants

Website

Online

Congregants and Broader
Community

FAUC BBQ

Hard Copy
and Tablet

Congregants and Broader
Community

Direct mail out to
tenants

Online

Broader Community

FAUC Book Sale

Hard Copy
and Tablet

Broader community

Flyer Distribution on
Yonge Street (from
Lawrence Avenue to
Yonge Boulevard)
Local Businesses, clubs,
non-profits,
community groups
(and their websites)
Yonge Lawrence Village
Business Improvement
Association (BIA)
Village Day

Online

Broader community

Online

Broader community

Hard Copy
and Tablet

Broader community

Distribution Site/
Strategy
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Distribution Site/
Strategy
BIA website and
distribution through
member
businesses/Board of
Director businesses
Local Leaders (their
personal contacts,
networks and social
media platforms, e.g.,
parent Facebook
groups)

Hard
Copy/Tablet
/Online

Primary Target

Online

Broader community

Online

Broader community

The target for the survey was 257 respondents (35% of 220 lower-engagement members, 60% of higherengagement members and approximately 150 members of broader community). The actual response
rate for the survey was 436 respondents. Once the data was cleaned for incomplete surveys or errors,
the response rate was 320. Of those 320, 189 were non-congregants (59%), and 131 (41%) were
congregants.
Based on the responses by FAUC congregation members to questions about how frequently they
participated in church services and other activities, congregant respondents to the survey were
classified into one of two groups. 82 were identified as higher-engaged congregants (26%) and 49 were
classed as lower-engaged congregants (15%).
A number of the survey questions asked open-ended questions to allow survey respondents to express
themselves as they saw fit. These text-based responses were then coded thematically to allow for
analysis. For questions where respondents were asked to complete one or more blank fields, a junior
analyst was retained by Nayar Consulting to code responses by theme, and where appropriate, by
sentiment. These coded responses were then incorporated into the analysis of the full set of survey
responses.
The collated, cleaned and coded data set was then analyzed for differences in responses between
higher-engaged, lower-engaged and non-congregants. Because the survey was implemented through
an availability or convenience sampling strategy, the focus of the analysis was not to draw inferences
about the broader population in FAUC's service area. Instead, the survey analysis focused on developing
hypotheses and themes that were expressed by the respondents engaged by the survey, in order to
identify areas for deeper investigation in focus groups and one-on-one consultations.
While the analysis centered on themes emerging across engagement groups, responses were also
examined across other groupings, especially respondent age and respondents' household structure.
While selected parts of the analysis are foregrounded in the body of this report, a full analysis by survey
question is included as Appendix 5.
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Focus Groups and One-on-One Consultations (Broader Community Members and LowerEngaged Members of FAUC)
It was expected that the survey data would identify key themes, which would require additional data
collection and further analysis. In order to drill down on the survey data gathered from both broader
community members and lower-engaged members, the methodology included running focus groups
and engaging in one-on-one consultations. In order to secure focus group and one-on-one consultation
participants, the following strategies were used:






All survey participants who had indicated they were willing to participate in a focus group were
contacted. The contact protocol consisted of an email to each person requesting participation
followed by two telephone calls. If these contact attempts were unsuccessful, the name was
dropped from the list;
Advertising through FAUC’s tenants (on their websites, through their mailing list or during their
programming);
Advertising in businesses along Yonge Street (from Lawrence Avenue to Yonge Boulevard);
Outreach to key non-profit organizations in the surrounding neighbourhood (such as child care
centres and seniors’ residences).

Members of the broader community who participated in a focus group or consultation interview were
offered a $25 gift card from Loblaws to acknowledge their time. They were further invited to donate
their gift card back to FAUC’s Embrace Action Program. Lower-engaged congregation members who
participated in consultation interviews had their $25 gift card donated back to FAUC’s Embrace Action
Program on their behalf.
Two focus groups were held in October, 2019 – one for community members in general (4 participants)
and one for parents with younger children (3 participants). Focus groups were designed to be semistructured and up to 90 minutes in length. Both focus groups were conducted by a member of the
consulting team. At the start of the focus group, the facilitator went through the goals of the project
and outlined how the data would be used, the confidentiality and data management protocols, and how
results of the focus group would be disseminated. Protocols to decline to answer any given question
were also reviewed. Written consent to participate was secured. The focus groups were recorded and
then the recordings were transcribed for data analysis.
In terms of consultation interviews, a total of 14 interviews were held. Consultation interviews were
held on the telephone. They were designed to be semi-structured and up to 20 minutes in length. All
interviews were conducted by a member of the consulting team. At the start of each telephone call, the
interviewer went through the goals of the review and outlined how the data would be used, the
confidentiality and data management protocols, and how results of the review would be disseminated
by the consultant. Protocols to stop the interview at any time or decline to answer any given question
were also reviewed. Verbal consent to participate was secured.

One-on-one Key Informant Interviews
Further qualitative data was gathered through targeted key informant interviews with four groups:

FAUC Community Research Final Report

77






FAUC staff (2 interviews);
FAUC lay leaders (17 interviews);
Local business people and service providers (6 interviews);
Thought leaders in church communities (3 interviews).

Interviewees were selected by the ED of FAUC, in consultation with the consulting team. Interviewees
were selected based on their knowledge of FAUC, the local community, key populations (e.g., seniors,
young people). The same protocol as described above for consultation interviewees was used with key
informants.
Qualitative data from the interviews, focus groups and surveys produced over 100 pages of data. The
data was analyzed using a basic thematic coding and analysis process. The data was initially analyzed to
identify obvious and/or overarching themes. These themes were documented as a first layer of analysis.
Categories based on the broad concepts of: community, connection, unmet needs, knowledge of and
engagement with FAUC and reputation of FAUC were then created to provide further analysis and
grouping of the data. Data was reviewed against the categories to identify additional themes and/or
connections to previously identified broader themes. Next, data was reviewed line by line for fit with
categories. As the process unfolded, sub-categories were created. Once the data was categorized in
this manner, it was again reviewed to assess cross-category relevance, integration and further
connections between themes. This helped refine patterns and relationships within the data. Data is
aggregated unless there is a sub-theme with a certain group of interviewees to highlight.

High-Level Literature Review
A high-level literature review was conducted to provide additional context for the research findings and
to get a sense of promising practices that exist for church-community engagement. The literature
review specifically explored church engagement with the broader community (rather than engagement
with internal congregational communities). A secondary topic was organizational change and renewal in
churches, as this was recognized as a broader, related goal for community engagement.
Literature found for this review included academic journals, articles in periodicals, books, and online
sources (e.g., blogs, how-to guides, and self-published material). Searching was conducted via online
search engines, journal databases, and material recommended by key informants. Emphasis was placed
on Canadian sources where possible, as well as protestant churches.
See Appendix 4 for an annotated bibliography emerging from the literature review.

Environmental Scanning
Through-out the research project, a critical assessment of FAUC’s operating environment was
considered. This included:



Identifying existing organizations (businesses, non-profits and public sector organizations) that
are active in FAUC’s broader community, both in a way that competes with what FAUC can
offer, or could complement what FAUC has to offer. Data was obtained mainly through the
survey, key informant interviews, and the focus groups;
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Internal discussions with FAUC on current partners, and approaches to partnership. Key
sources of data were the document review, FAUC internal key informants and interviews with
tenants;
Practices of other churches (especially United Churches) were also considered to develop a
broader understanding of what FAUC could model, or what makes FAUC unique. Sources of
data included external key informants and the literature review.

Application of the environmental scan was discussed with the TTCF-AC, and it was determined that a
focus on partnerships with external organizations would be of value. Therefore, in the analysis and
synthesis stages, additional consideration was given to the potential for developing partnerships with
the broader community, as well as insights into how FAUC can approach partnerships more strategically.

Limits to Consultation Methodology
It is important to note certain limits to the methodology:










The survey was sent out through established networks, service providers and supporters of
FAUC. This means that certain groups or populations may be over-represented in the survey
results. The survey results are not generalizable to all current FAUC congregants, nor to all the
residents of the service area that FAUC is located within and instead offers broader trends and
issues that should be considered by FAUC as it engages in strategic planning;
The interviews are a qualitative methodology that are focused on understanding the “why and
how” and developing a deeper understanding of people's motivations regarding church
participation. This approach is not about trying to speak to a widely representative sample, but
rather to dig into context and depth of people's perceptions in a way that complements the
broader quantitative analysis of the survey. The purposive sampling approach of the survey was
chosen by FAUC for the "do-ability" of implementation, but also because the research interest
was in understanding motivations people who had at least some connection to the church or
local community;
The response for the qualitative consultation opportunities was lower than anticipated, and
scheduling qualitative interviews proved a challenge. The reasons for this are unknown, but
may include the fact that there are significant demands on people’s time, that people were not
familiar enough with FAUC to participate, or they didn’t want to “get involved” with something
relating to a church;
The frequency of qualitative responses was not generally noted. As well, the strength or
weakness of certain statements is difficult to ascertain. As such, the analysis should not be
considered generalizable to the experience of all stakeholders, but instead, should indicate
broader trends and issues for consideration by FAUC;
During the last phase of the project, the global pandemic of COVID-19 occurred. Data had
already been gathered from consultation participants and when the DGA Framework was
developed, it did not include questions about the role of a church, religion or spirituality during
times of unprecedented crisis. As such, the results of the research cannot be generalized to the
experience of being part of a global pandemic.
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Appendix 4: Literature Review - Annotated Bibliography
Article name

Author(s)

Date/Source

Summary

Before you introduce
change “vision
casting” isn’t step one
or even step two

Bruce Boria

Leadership Journal (Vol. 28, Issue 2)
Christianity Today, Inc. Mar. 22, 2007

 Organizational change in churches
 References John Kotter, an expert in leadership at Harvard
Business School – His book Leading Change outlines 8 steps for
organizational change:
1. Establish a sense of urgency
2. Create a guiding coalition
3. Develop a vision and strategy
4. Communicate the change vision
5. Empower broad-based action
6. Generate short-term wins
7. Consolidate wins and produce more change
8. Anchor new approaches into the culture
 Provides church context and examples for the above steps
 Vision was to reach out to the surrounding neighbourhood and to
build deeper community within the church body

Congregations,
Communities and
Leadership
Development Project

Directed by
Ronald J.
Sider and
Heidi Rolland
Unruh

Found Here:
https://www.christianitytoday.com/pas
tors/2007/spring/6.79.html

Hartford Institute for Religion Research,
Hartford, CT 1999.




Found here:
http://hirr.hartsem.edu/research/churc
houtreachindex.html


Eglinton St. George’s
United Church
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Website here:
http://esgunited.org/local-outreach



Project explored how churches navigate the spiritual and social
dynamics of community outreach
5 types of ways churches interrelate witness and service: social
action w/o evangelizing; evangelism and social service separately;
intentional connection of spiritual and social transformation;
evangelism without social services and no community outreach.
Includes links to summaries on specific areas of engagement as
well as other reports
Examples of outreach actions assisting community members.
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Eight Urban Ministry
Strategies

Factors influencing
church choice: an
exploration of
responses from new
attendees at growing
Canadian Mainline
churches

Jim Harbin,
Cynthia
Turner and
Dom Muscar

David Millard
Haskell,
Stephanie
Burgoyne,
Kevin N. Flatt

From the National Urban Ministry
Conference, National Urban Ministry
Association, Memphis, TN




Found here:
https://nationalurbanministryassociatio
n.org/yahoo_site_admin/assets/docs/Ei
ght_Urban_Ministry_Strategies.150195
235.pdf



Canadian Review of Sociology, first
published 24 November 2016.



Found here:
https://onlinelibrary.wiley.com/doi/abs
/10.1111/cars.12125





Four Steps to
Community
Engagement – How
Churches Can Impact
Their Community

Ed Stetzer

Aug. 14, 2013: Christianity Today
Found here:
https://www.christianitytoday.com/eds
tetzer/2013/august/four-steps-tocommunity-engagement.html






Note there is more information at
https://transformationalchurch.org
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Recommends a holistic approach and strategic planning
Strategies: Faith-based, church planting, outreach, community
development, leadership development, collaboration, funding,
servant care.
Key elements of community development:
1. begin with felt needs of the people in the community
2. respond to those needs in a holistic way
3. are based on clear biblical principles
4. are “time-tested”
5. develop and utilize leaders from within the community
6. encourage relocation – living among the poor
7. demand reconciliation – people to God and people to people
8. empower the poor through redistribution – all community
members
9. sharing their skills, talents, education, and resources to help
each other
Interviews with 70 new attendees of growing Mainline Protestant
churches in Canada (Anglican, Lutheran, Presbyterian and
United).
36% were drawn by the caring/welcoming attitudes of
congregants, acceptance safety, and a sense of community.
Quality of preaching, biblical analysis, and emphasis on God’s
word were also cited as well as the quality of the worship
experience.
20% were invited by friends and family
7000 churches surveyed plus pastor interviews
Accountability and the creation of new metrics – high attendance
must be a secondary goal.
Successful churches discern their context in the community by
looking at who lives in their community. They assess their
context in relation to their values.
There should be a difference in the community because the
church exists.
Engagement involves connecting individuals with each other,
encouraging both believers and non-believers to engage actively

81

including a transformational church
assessment tool.
Also a book: Transformational Church –
Creating a New Scorecard for
Congregations, Ed Stetzer, Thom S.
Rainer, June 1, 2010.
Integrating
Immigrants into the
Life of Canadian
Urban Christian
Congregations

Rich Janzen,
Mark D.
Chapman,
James W.
Watson

Review of Religious Research – January
2012, Volume 53, Issue 4, pp 441-470
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in community with each other. “Pastors and church members
should have a desire to engage their neighbourhood with great
passion, and a vision to change the fabric of the community
around them.”
Quote “There should be a difference in the community because
the church exists, and if it left for some reason, there should be a
void that's felt. “
National online survey of urban congregations in nine urban
Canadian communities with immigrant populations over the
national average (20%)
Provides a baseline on how local Canadian Christian
congregations are integrating immigrants - reports on full range
of integration efforts from initial welcome to inclusion into
congregational life (framed within a systems change perspective).
Efforts must be made at 3 broad levels:
- Promoting church vision (intentionality) in which immigrants
belong and change the character of the church
- Creating structures facilitating integration (physical settings and
event, social and spiritual programs, rituals facilitating
inclusivity, accommodations for language)
- Adopting church processes facilitating integration (social
processes: leadership, planning, supportive training of church
members and evaluation.
Details reported successes and challenges, lists performance
metrics for immigrant integration
Success includes interacting with immigrants informally and
creating natural relationships – giving newcomers a sense of
belonging as well as formalized activities and supports, and a new
openness within the congregation.
Suggestions for better integration includes access to formal
training and other educational resources, the congregation
becoming more intentional, fostering the relational emphasis
within the congregation as well as developing new or stronger
partnerships with other churches, immigrant-serving
organizations and government (integration within community
networks).
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Large Canadian
Churches Draw an
Estimated 300,000
Worshippers Each
Week: Findings from a
National Study

Warren Bird
in
collaboration
with a
Canadian
research
team

Presented by D.L. Deeks Insurance and
Pushpay © 2015 Leadership Network
www.leadnet.org
Found here:
https://leadnet.org/download/largecanadian-churches-draw-estimated300000-worshippers-week-findingsnational-study/










Missional Church,
Missional Liturgy

Ruth A
Meyers

Theology Today, Volume 67 (2010): 3650.






A Missional Church
Model

Robert Lionel
Elkington

First published November 7, 2011
SAGE Open 1–11 © The Author(s) 2011
DOI: 10.1177/2158244011428086
http://sgo.sagepub.com






Moving Back Into the
Neighbourhood – The
Workbook

Alan
Roxburgh
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Roxburgh Missional Network, 2010.
Vancouver, Canada.




Found here:




Survey of Protestant churches in Canada – 55 responses
Growth attributed to children’s and/or youth ministry, a strong
vision and mission (often personified by the passion and
personality of senior leader or pastor) and an emphasis on
worship/music.
Top-named strategies for evangelism included
children’s/family/youth ministries that positively impact the
parents, followed by “Alpha Course” (discussion-based approach
to core questions about practical topics like faith, the afterlife,
suffering and the Holy Spirit.
Large churches have younger attendees, are racially diverse,
multi-ethnic and have a mix of economic groups from poverty to
upper class.
Large churches have an ability to provide an enhanced quality of
ministry and have an ability to offer diverse forms of ministry.
Explores approaches to mission and missional liturgy in Chicago
Congregation has grown from potential closure to viability via a
renewal process and outreach ministry
Evangelism is not a primary strategy of the church.
Worship and mission are fluidly linked (missional church,
missional liturgy).
Evangelical churches in North America are in decline
A new ontology and praxis are needed to address this new reality
Presents a missional model for the Canadian context with the
church as a complex adaptive system
Recommends moving from internal community focus to
“communitas” and renewed outreach.
Written by a former Toronto minister
Workbook and step-by-step guide designed to assist
congregational outreach and community engagement
Identifies potential barriers (attitudes, values, fragmentation)
Addresses developing ownership, need for internal
communication and provides suggested meeting outlines
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https://www.wichurches.org/pdf_files/
programs/moving_back_into_neighborh
ood.pdf




www.roxburghmissionalnet.com
Religious
Congregations in 21st
Century America –
National
Congregations Study

A View from the Pew:
National
Congregations Survey
Data (No Date)

Six recent lessons I
learned from
Turnaround churches

Directed by
Mark Chaves,
written by
Mark Chaves
and Alison
Eagle.

Dr. Joel
Thiessen , Dr.
Arch Wong,
Dr. Bill
McAlpine, Dr.
Keith Walker

Thom S.
Rainer
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November 2015, Durham, NC:
Department of Sociology, Duke
University - Found here:
http://www.soc.duke.edu/natcong/Doc
s/NCSIII_report_final.pdf





Updated version of American
Congregations at the Beginning of the
21st Century.
Shared Stories – Promising Practices in
Canadian Churches
Presentation Slides from the Flourishing
Congregation Institute launch, Nov. 26,
2018, Ambrose University, Calgary,
Alberta
https://docs.wixstatic.com/ugd/68e091
_24ecb4618865434fb719fbde91f9a7cc.
pdf

Blog Post
https://thomrainer.com/2013/05/sixrecent-lessons-i-learned-fromturnaround-churches/







Identifies specific actions – neighbourhood assessment, creating
safe spaces, developing new practices, neighbourhood mapping,
discernment, experimenting.
Outlines communication and reporting, meeting with church
leaders.
Study based on 3 nationally represented surveys of congregations
in 1998, 2006-7 and 2012.
In depth data on congregations and trends including aging clergy,
aging populations, declining membership, increased
congregational diversity, declining revenues
Community engagement via provision of social services, political
activity, inclusion (including LGBTQ)

Shows preliminary findings from survey on flourishing
congregations:
Flourishing congregations construct
neighbourhood involvement, proximity to church
congregational involvement in outreach and evangelism
external partnerships, engagement with prominent groups

*The Institute at Ambrose University, Calgary, Alberta, is currently
bringing together academics and practitioners to research factors
surrounding flourishing congregations in Canada, develop tools and
resources to help congregations/parishes to flourish and share
research findings with congregations/parishes.
https://www.flourishingcongregations.org/project-cizq



Blog post reflecting on interviews with 19 pastors whose
churches had moved from struggling to breakout.
6 common themes amongst these churches:
o Highly intentional about starting new groups or classes
to involve people
o Culture of inviting people (personally “invite a friend”,
rather than commercial marketing)
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o
o
o
o

7 Ways to grow
church attendance by
increasing
engagement

Carey
Nieuwhof

Blog Post
https://careynieuwhof.com/7-waysgrow-church-attendance-increasingengagement/



Quotes:
o “Some of the churches “adopted” local schools. Some of
the leaders made appointments with key civic leaders to
find out how their churches could best help the
community. In all cases, church members got out of the
comfort of the church buildings and went into the
community to serve others.”



Engagement will drive almost all future church growth. To drive
engagement, churches should
o Challenge people to serve by encouraging them to
volunteer rather than just join a group
o Provide a clear path toward involvement by giving
people information and clear steps for engaging
o Focus all programs around your mission so that people
feel passionate about the mission (not their ministries).
Say “no” to programs that distract from the mission.
o Preach action, not knowledge.
o Use active language that points to a clearer outcomes
and deeper and more active engagement.
o Reward progress by celebrating it publicly, affirming it
privately, and celebrating with key leaders
Quotes:
o “When you give people too many choices, they choose
nothing”
o “The clearer and simpler the path is toward
engagement, the more people will travel it”
o “If you have lots of off-mission programs (like the
Quilting Club or the Men Who Eat Bear Meat
Fellowship), you will have a hard time focusing people
on what you really want them to do.”
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Began new member classes to set the tone and establish
expectations with new members
Began a major community ministry to connect with and
serve people outside of the church
Began to pray for the lost and unchurched by name
Church leaders began to focus less on negative people
and circumstances and more of God’s possibilities
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Appendix 5: Survey Analysis by Question
Question 1
Do you consider yourself to be a part of Fairlawn Avenue United Church?
No
Yes

189
131

Question 2
Have you heard of Fairlawn Avenue United Church? If so, how? (Check all that apply)
Have you heard of Fairlawn United Church?
Yes - I have attended Sunday services on occasion
Yes - I have attended church activities (other than Sunday services) on
occasion (e.g., messy church, choir)
Yes - I have participated in programs/ activities that take place in the church
building (e.g., preschool, yoga, girl guides, etc.)
Yes - I have heard of Fairlawn Avenue United Church, but I don't go there
No - I have not heard of Fairlawn Avenue United Church
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Choices
Percent
20
11%
15
8%
99

52%

67
11

35%
6%
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Question 3
What words or phrases come to mind to describe what you have heard or might think about
when it comes to Fairlawn Avenue United Church? (Respondents could provide up to 3
responses, total responses = 156)

Coding of sentiment
Positive
Negative
Both
Neutral or N/A

Responses
80
7
1
101
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Response Coding categories: Describe FAUC
Inclusive/Welcoming
a. Joyous/ Fun
b. liberal/open minded
c. friendly
d. helpful staff
e. social media
Programs/Activities
a. Kids
b. Seniors
c. Families
d. Book Sale
e. Other type
4. Religion/ Faith/ Worship
a. Minister / Congregation
b. Music
c. weddings
d. Christmas
Physical Space: a. Accessibility
b. Parking
c. Location
d. Nice space (pleasant)
Community / Neighbourhood
a. community oriented
b. Community action
Long-standing institution
a. Traditional
Access - affordable
Older/senior demographic

Responses Percentage
51
33%
4
3%
15
10%
39
25%
2
1%
1
1%
11
7%
19
12%
0
0%
15
10%
15
10%
7
4%
20
13%
7
4%
5
3%
1
1%
1
1%
2
1%
1
1%
13
8%
16
10%
73
47%
18
12%
18
12%
3
2%
1
1%
1
1%
1
1%

Question 4
Do you currently belong to (or regularly attend) a religious congregation other than Fairlawn
Avenue United Church?
Yes
No
No answer

54
130
5
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Question 5
How long have you been involved with Fairlawn Avenue United Church?
Two years or less
3-5 years
6-10 years
11-15 years
16 or more years
Not Sure
Total

10
10
17
23
69
2
131

8%
8%
13%
18%
53%
2%

Question 6
In the last 12 months, how often have you attended Sunday services at Fairlawn Avenue United
Church?
Every week
Almost every week
Once or twice a month
Less than once a month
Not at all

17
52
23
28
11
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13%
40%
18%
21%
8%
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Question 7
In the last 12 months, how often have you participated in any other Fairlawn Avenue United
Church activities?
Every week
Almost every week
Once or twice a month
Less than once a month
Not at all

10
32
35
38
16

8%
24%
27%
29%
12%

Identifying Higher vs. Lower Engagement Levels
**See Appendix 2 for more details

Attend Activities
Every week
Almost every week
Once or twice a month
Less than once a month
Not at all
TOTAL

Every
week

Higher Engagement
Lower Engagement

5
7
2
2
1
17

Almost
every
week
3
23
18
7
1
52

Attend Services
Once or
Less than
twice a
once a
month
month
0
0
1
0
9
5
12
13
1
10
23
28

Not at all
2
1
1
4
3
11

TOTAL
10
32
35
38
16
131

82
49

Question 8
What do you like best about Fairlawn Avenue United Church?
What do you like best about FAUC?
People (Family and friendly feeling)
Worship/Religious services, any answer
Minister/Sermons
Music
Social Justice Advocacy
Programs/Activities
Inclusivity and openness re: worship
Outreach
Location
Children's ministry
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Highly engaged Lower engaged
74%
62%
55%
44%
44%
13%
11%
9%
4%
1%

67%
35%
27%
45%
18%
27%
4%
10%
14%
6%
90

What do you like best about Fairlawn
75 or
Avenue United Church?
Under 30 30-44
45-64
65-74
above
Total Responses
9
13
35
36
27
Worship/Religious services, any answer
33%
62%
40%
53%
63%
Minister/Sermons
22%
23%
37%
44%
63%
Inclusivity and openness re: worship
0%
23%
6%
17%
0%
Children's ministry
11%
23%
0%
0%
0%
Music
56%
31%
49%
53%
44%
People (Family and friendly feeling)
67%
69%
66%
83%
67%
Programs/Activities
33%
23%
23%
8%
22%
Social Justice Advocacy
22%
46%
31%
47%
26%
Location
11%
15%
11%
0%
7%
Outreach
11%
0%
14%
8%
4%
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What do you like best about Fairlawn
All parents
Avenue United Church?
with teens
Total Responses
8
Worship/Religious services, any answer
50%
Minister/Sermons
0%
Inclusivity and openness re: worship
0%
Children's ministry
50%
Music
75%
People (Family and friendly feeling)
75%
Programs/Activities
13%
Social Justice Advocacy
25%
Location
13%
Outreach
13%

Adult
children at
home
14
36%
29%
14%
0%
43%
93%
7%
50%
21%
0%

18-29 adults
only
No kids
4
50%
50%
25%
0%
50%
50%
25%
25%
0%
25%

75
52%
45%
8%
1%
48%
73%
17%
39%
7%
9%

Question 9
What, if anything, would help make you participate more at Fairlawn Avenue United Church?

Nothing (All responses)
Busy due to work
Busy due to family responsibilities
Health issues
Other personal issues
Already committed
Physical Space (All responses)
Location
Parking
Physical Access
Religious Activities (All responses)
Exploring religion
Discussions/ lectures
Other religion-related activities
More ways for youth to participate
Better opportunities for committee / volunteer work
Better timing
Children/ family activities
More social events
No coded response
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Highly
Lower
engaged
engaged
33%
23%
2%
3%
8%
6%
2%
0%
6%
13%
15%
0%
15%
16%
4%
13%
4%
0%
10%
3%
33%
26%
21%
13%
15%
3%
6%
13%
8%
10%
17%
10%
10%
13%
4%
16%
12%
10%
30

18
92

What, if anything, would help make you
participate more at Fairlawn Avenue United
Church?
Total Responses
Nothing (All responses)
Busy due to work
Busy due to family responsibilities
Health issues
Other personal issues
Already committed
Physical Space (All responses)
Location
Parking
Physical Access
Religious Activities (All responses)
Exploring religion
Discussions/ lectures
Other religion-related activities
More ways for youth to participate
Better opportunities for committee /
volunteer work
FAUC Community Research Final Report

Under 30
9
11%
11%
0%
0%
0%
0%
22%
11%
0%
11%
22%
11%
0%
11%
22%

30-44
13
0%
0%
0%
0%
0%
0%
23%
15%
8%
8%
23%
8%
8%
8%
0%

45-64
35
26%
3%
3%
0%
11%
9%
9%
6%
0%
3%
11%
9%
6%
3%
9%

65-74
36
11%
0%
3%
3%
3%
3%
6%
3%
3%
0%
33%
22%
14%
8%
3%

75 or
above
27
33%
0%
11%
0%
7%
15%
4%
0%
0%
4%
11%
4%
4%
4%
0%

0%

8%

9%

11%

7%
93

Better timing
Children/ family activities
More social events
What, if anything, would help make you
participate more at Fairlawn Avenue United
Church?
Total Responses
Nothing (All responses)
Busy due to work
Busy due to family responsibilities
Health issues
Other personal issues
Already committed
Physical Space (All responses)
Location
Parking
Physical Access
Religious Activities (All responses)
Exploring religion
Discussions/ lectures
Other religion-related activities
More ways for youth to participate
Better opportunities for committee /
volunteer work
Better timing
Children/ family activities
More social events
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11%
22%
0%

8%
31%
8%

3%
0%
11%

11%
3%
6%

All parents
with teens
8
13%
0%
0%
0%
13%
0%
0%
0%
0%
0%
25%
25%
0%
0%
25%

Adult
children at
home
14
21%
7%
0%
0%
14%
0%
21%
21%
0%
0%
43%
29%
7%
7%
14%

18-29 adults
only
4
25%
0%
0%
0%
25%
0%
25%
0%
0%
25%
25%
0%
25%
0%
25%

13%
0%
25%
0%

14%
0%
0%
0%

25%
25%
0%
0%

7%
0%
7%

No kids
75
23%
1%
7%
0%
4%
11%
7%
3%
1%
3%
19%
11%
9%
7%
1%
7%
11%
1%
9%
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Question 10
What does community mean to you? Please rate how important each of these ideas are to your
own sense of community.
Meaning of Community
Being a part of something
greater than myself
Being part of a group with
shared values
Connecting to my culture
and heritage
Connecting to my faith
Feeling accepted and
valued
Having a sense of purpose
Having people that know
me and care about me
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Group
Non-congregant
FAUC-all
Non-congregant
FAUC-all
Non-congregant
FAUC-all
Non-congregant
FAUC-all
Non-congregant
FAUC-all
Non-congregant
FAUC-all
Non-congregant
FAUC-all

Not
Important
2%
2%
5%
1%
22%
21%
45%
8%
1%
2%
2%
1%
4%
1%

Slightly
Important
14%
5%
23%
5%
37%
34%
23%
19%
13%
7%
13%
8%
16%
11%

Important
54%
43%
43%
46%
30%
31%
20%
36%
51%
45%
47%
38%
43%
38%

Very
Important
31%
51%
29%
48%
11%
14%
13%
37%
35%
47%
38%
54%
37%
50%
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Meaning of Community (mean score)
Having a sense of purpose
Being part of a group with shared values
Being a part of something greater than myself
Having people that know me and care about me
Feeling accepted and valued
Connecting to my faith
Connecting to my culture and heritage
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Noncongregant
3.21
3.20
3.14
3.13
2.97
2.00
2.30

FAUC-all
3.45
3.37
3.43
3.37
3.41
3.02
2.38

All
respondents
3.31
3.27
3.26
3.23
3.15
2.42
2.33
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What does community mean to you?
Being a part of something greater than myself
Being part of a group with shared values
Connecting to my culture and heritage
Connecting to my faith
Feeling accepted and valued
Having a sense of purpose
Having people that know me and care about me

Adult
children at
home
3.04
3.08
2.46
2.54
3.23
3.19
3.38

What does community mean to you?
Total Responses
Being a part of something greater than myself
Being part of a group with shared values
Connecting to my culture and heritage
Connecting to my faith
Feeling accepted and valued
Having a sense of purpose
Having people that know me and care about me

Under
30
21
3.11
3.20
2.65
2.25
3.10
3.30
3.21
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18-29 only
3.40
3.40
2.30
2.40
3.10
3.60
3.10

30-44
80
3.18
3.10
2.36
2.03
3.31
3.28
3.27

No kids
3.36
3.28
2.47
2.87
3.26
3.44
3.28

45-64
97
3.22
3.11
2.14
2.24
3.26
3.29
3.13

65-74
57
3.43
3.25
2.39
2.85
3.30
3.31
3.22

Parents
with teens
3.28
3.06
1.83
2.17
3.31
3.28
3.03

75 or
above
36
3.47
3.31
2.45
3.23
3.32
3.55
3.32
97

Meaning of Community across engagement groups, older adult age cohorts
Non-congregants
Being a part of something greater than myself
Being part of a group with shared values
Connecting to my culture and heritage
Connecting to my faith
Feeling accepted and valued
Having a sense of purpose
Having people that know me and care about me

45-64
3.11
2.95
2.11
1.89
3.23
3.21
3.03

65-74
3.11
2.67
2.33
2.00
3.00
2.94
2.89

75 or above
3.63
3.00
2.75
3.13
3.38
3.43
3.29

Lower Engaged
Being a part of something greater than myself
Being part of a group with shared values
Connecting to my culture and heritage
Connecting to my faith
Feeling accepted and valued
Having a sense of purpose
Having people that know me and care about me

45-64
3.24
3.18
1.94
2.47
3.18
3.24
3.06

65-74
3.25
3.13
2.38
2.88
3.25
3.13
3.00

75 or above
2.80
3.00
2.50
2.80
3.00
3.20
2.80

Highly Engaged
Being a part of something greater than myself
Being part of a group with shared values
Connecting to my culture and heritage
Connecting to my faith
Feeling accepted and valued
Having a sense of purpose
Having people that know me and care about me

45-64
3.56
3.56
2.39
3.22
3.44
3.61
3.56

65-74
3.68
3.69
2.43
3.42
3.50
3.61
3.50

75 or above
3.57
3.50
2.33
3.36
3.38
3.67
3.45

Question 11
How important is a sense of community in your life?
Highly
engaged
Not Important
Slightly Important
Important
Very Important
No answer

Not Important

Lower
engaged

35
47

2
4
22
21

Highly
engaged
0%

Lower
engaged
4%
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Noncongregants
2
25
89
71
2
Noncongregants
1%

Total
4
29
146
139
2
Total
1%
98

Slightly Important
Important
Very Important

0%
43%
57%

8%
45%
43%

13%
48%
38%

9%
46%
44%

Question 12
How satisfied are you with your connection to community?
Highly
engaged
Very dissatisfied
Dissatisfied
Neither satisfied nor dissatisfied
Satisfied
Very satisfied
No answer

Very dissatisfied
Dissatisfied
Neither satisfied nor dissatisfied
Satisfied
Very satisfied
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Lower
engaged
1
1
9
47
24

Highly
engaged
1%
1%
11%
57%
29%

3
9
31
5
1

Noncongregants
1
29
47
83
26
3

Lower
engaged
0%
6%
19%
65%
10%

Noncongregants
1%
16%
25%
45%
14%

Total
2
33
65
161
55
4
Total
1%
10%
21%
51%
17%
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Reasons for positive scores on connection (satisfied or
very satisfied)
Response theme

Highly
engaged

Too busy
Work
Other commitments
Not making effort
Belong to Other Churches/Groups
New to the community
I don’t know people
Connected to family / friends
No activities that I’m interested in
Activities are inaccessible
World is a bad place/why need community?
Connected to community, welcomed
Not living in this community
Not sure how to be more connected/want to be asked
Responses for neutral/negative scores on connection
(neither or dissatisfied)
Response theme
Too busy
Work
Other commitments
Not making effort
Belong to Other Churches/Groups
New to the community
I don’t know people
Connected to family / friends
No activities that I’m interested in
Activities are inaccessible
World is a bad place/why need community?
Connected to community, welcomed
Not living in this community
Not sure how to be more connected/want to be asked
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Lower
engaged
9%
0%
3%
6%
9%
0%
3%
15%
0%
3%
0%
50%
3%
3%

Highly
engaged

7%
7%
0%
0%
7%
0%
0%
33%
0%
0%
0%
47%
7%
0%

Noncongregant
12%
0%
4%
8%
20%
0%
0%
24%
4%
0%
0%
40%
0%
0%

0%
0%
0%
0%
0%
0%
0%
14%
0%
0%
14%
0%
43%
0%

Noncongregant
28%
10%
7%
10%
0%
10%
28%
3%
7%
3%
7%
0%
7%
0%

Lower
engaged
40%
0%
20%
20%
0%
0%
40%
0%
0%
0%
0%
20%
0%
20%
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Question 13
Can a church be a place of community even for people who aren't religious?

Yes
Maybe
No
No answer

Highly engaged
68
14

Lower
engaged
37
12

Response themes for positive responses (yes)
Space for community activities/community hub
Welcome and inclusivity
Nature of religion
Degree of involvement with religion matters
Non-religious discomfort
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Noncongregants
121
60
5
3

Total
226
86
5
3

Highly
Lower
Nonengaged
engaged
congregant
28%
14%
63%
53%
57%
29%
23%
29%
15%
15%
19%
10%
2%
0%
0%
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Response themes for neutral responses (maybe)
Space for community activities/community hub
Welcome and inclusivity
Nature of religion
Degree of involvement with religion matters
Non-religious discomfort
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Highly
Lower
Nonengaged
engaged
congregant
10%
83%
22%
30%
0%
26%
30%
33%
15%
10%
33%
33%
30%
0%
11%
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Question 14
What activities would you participate in to experience a stronger sense of connection to
community?
Activity
Spend time with friends
Volunteer with a community group or church
Attend a cultural performance (e.g., music, dance, theatre)
Spend time with my family
Attend religious services
Take a class
Participate in a club
Participate in a sport
Participate in social networking or professional networking
events
Attend a sporting event
Simply going to a place with many people (e.g., mall, library)
Participate in online groups
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Noncongregant
68%
48%
53%
55%
17%
67%
59%
41%
33%

FAUC-all
77%
73%
69%
64%
60%
59%
44%
31%
27%

29%
28%
18%

27%
24%
11%
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Question 15
What would help you to be more involved in the range of activities offered at Fairlawn Avenue
United Church?

Type of help
Going with friends/
knowing people that
attend
Knowing that I will not be
judged or criticized for
how I live my life
Knowing that I will not be
pressured to adopt a
religion
Knowing that I will not be
pressured to donate time
or money
Knowing that people will
respect my religious
viewpoint
Someone to welcome
me/ show me around if I
need it when I get there
Transportation help

Group
FAUC
Non-congregant
FAUC
Non-congregant
FAUC
Non-congregant
FAUC
Non-congregant
FAUC
Non-congregant
FAUC
Non-congregant
FAUC
Non-congregant

Worship services that are
conducted in a style that
is familiar to me
Worship services that are
innovative

FAUC
Non-congregant
FAUC
Non-congregant
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Somewhat
unhelpful

Neither
helpful nor
unhelpful

Somewhat
helpful

2
9

5

13
22

44
86

62
45

4.0
3.5

4
9

1
3

22
33

35
63

60
59

3.9
3.5

4
8

1
5

37
17

33
44

44
91

3.6
3.7

2
8

3
6

24
28

50
62

42
61

3.7
3.5

2
17

4

20
30

48
62

52
52

3.9
3.3

6
16

3
7

37
40

36
75

38
28

3.5
3.1

38
92
7
52

9
4
6
7

43
50
25
54

13
12
50
38

12
34
11

2.3
1.6
3.5
2.3

4
34

5
13

22
58

45
37

44
21

3.7
2.6

Not at all
helpful

Very
helpful

Average
Score
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Question 16
Which programs/services/activities does this neighbourhood need more of?

Response categories
Programs/services for specific groups
Health services
Programs/services to help meet basic needs
Community and advocacy activities
Spiritual or religious activities
None
Don't Know
Other
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Noncongregant
63%
54%
23%
34%
7%
4%
14%
8%

FAUC-all
53%
42%
24%
41%
30%
7%
21%
15%

Highly
engaged
50%
40%
27%
45%
35%
5%
23%
18%

Lower
engaged
59%
45%
18%
35%
20%
10%
18%
8%
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Question 17
For any programs/services/activities that you think are needed in this neighbourhood, what are
your top priorities and why?
Response themes
Basic Needs
Food
Shelter
Clothing
Employment
Handling challenges in life
Physical health and wellness
Other responses
Connection Belonging
Meeting people
Develop relationships with other people
Spiritual connection/religious services
Interest-based activities/clubs
Personal Growth
Learning and skill building (lectures/classes/
workshops)
Spiritual/ religious exploration and development
Community/advocacy: environmental issues
Community/advocacy: human rights
Community/advocacy: other
Specific Populations
Children (under 6)
Children (school-aged)
Youth
Parents / adults
Families
Newcomers
Seniors
Community infrastructure

Response theme categories

Basic Needs
Connection Belonging
Personal Growth
Specific Populations
FAUC Community Research Final Report

Highly
engaged
36%
3%
6%
3%
0%
14%
3%
17%
22%
6%
3%
6%
8%
69%
8%
31%
19%
19%
17%
33%
11%
14%
11%
22%
6%
6%
3%
0%
Highly
engaged

36%
22%
69%
33%

Lower
Nonengaged
congregant
50%
40%
6%
7%
11%
7%
0%
0%
6%
1%
11%
15%
33%
20%
17%
5%
33%
28%
6%
8%
6%
4%
6%
3%
17%
20%
39%
33%
11%
17%
0%
6%
11%
11%
39%
17%
22%
17%
6%
11%
6%
17%
6%
Lower
engaged

50%
33%
39%
39%

3%
7%
8%
3%
55%
12%
28%
35%
8%
20%
0%
13%
5%
Noncongregant

40%
28%
33%
55%
108

Community infrastructure
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0%

6%

5%
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Question 18
Postal Code
Respondents in FAUC
service area
(by forward sortation area:
M4N M4R M5M M5N)

FAUC Service Area
Outside FAUC area
Did not answer
Total

Highly
engaged
38
33
11
69
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Lower
engaged
26
19
4
39

Noncongregant
126
27
36
189

Total
190
79
51
320
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Forward
Sortation Area
K9H
L3T
L4C
M1G
M1R
M2J
M2K
M2L
M2M
M2N
M2P
M2R
M3A
M3B
M3C
M3H
M4G
M4J
M4K
M4L
M4M
M4N
M4P
M4R
M4S
M5M
M5N
M5P
M5R
M5S
M5V
M6B
M6C
M6E
M6M
M8V
M8Y
M9N
N0H
N2V

Noncongregant
2
1
1

1
3

1
1
1

42
1
8
2
74
2
4
1
1

1
1
1
1
1
1
1
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FAUC-all
1
1
0
1
0
2
1
1
3
6
0
2
1
1
1
2
2
3
0
1
1
12
3
5
5
43
4
7
0
0
1
2
1
2
0
0
0
1
0
0

Highly
engaged

Lower
engaged
1
1
1
2
1
2
5
1

2
2
1

1
1
1
1
1
1
1

2
1

1
7
2
3
3
25
3
3

5
1
2
2
18
1
4

1
2
1
2

1
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Forward
Sortation Area
No Answer
Total

Noncongregant
36
189

FAUC-all
15
131

Highly
engaged
11
82

Lower
engaged
4
49

Figure 1 Survey respondent residences by Postal Code FSA
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Figure 2: Non-congregant residences by Postal Code FSA
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Figure 3 FAUC congregant residences by Postal Code FSA
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Question 19
Gender
Gender
Female
Male
Non-binary
Did not answer
Percent Female

Noncongregant
133
35
1
20
79%
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85
35

Highly
engaged
51
23

11
71%

8
69%

FAUC-all

Lower
engaged

Total
34
12

3
74%

218
70
1
31
75%
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Question 20
Age
Age cohort

Noncongregant

Under 18
18-29
30-44
45-64
65-74
75 or above
Prefer not to say
No Answer
Total
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0
12
67
62
21
9
2
16
189

FAUC-all
3
6
13
35
36
27
1
10
131

Highly
engaged

Lower
engaged
0
1
4
18
28
22
1
8
82

3
5
9
17
8
5
0
2
49
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Question 21
Religious affiliation
Religious Affiliation
Christian
United Church
Roman Catholic
Other Christian
Jewish
Other (includes Muslim, Hindu, Sikh)
More spiritual than religious
No Religious Affiliation
Prefer not to say / Did not answer
Total
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Noncongregant
35
17
21
4
14
10
7
57
24
189

FAUC-all
12
94
4
4
0
4
0
4
9
131

Highly
engaged
7
60
1
3
0
2
0
1
8
82

Lower
engaged
5
34
3
1
0
2
0
3
1
49

Total
47
111
25
8
14
14
7
61
33
320
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Question 22
Immigrant Status
Immigrant Status
Immigrant
Non-immigrant
Prefer not to say / Did not answer

Noncongregant
21
150
18

Highly
engaged

FAUC-all
15
106
10

Lower
engaged
9
64
9

6
42
1

Question 23
Years lived in Canada (Immigrant respondents only)
Years Lived in Canada

Noncongregant

0 - 3 years
4 - 5 years
6 - 10 years
11 or more years
Did not answer
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4
1
3
12
1

Highly
engaged

FAUC-all

Lower
engaged

1

1

14
0

8
0

Total

6
0

4
2
3
25
2
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Question 24
Racial or ethnic group
Population Group

Noncongregant

White
Non-white
Prefer not to say / Did not answer

Response group
White
Chinese
Multiple
South Asian (e.g., East Indian,
Pakistani, Sri Lankan, etc.)
Black
Korean
West Asian (e.g., Iranian, Afghan, etc.)
Filipino
Japanese
Other
Prefer not to say
No Response
Grand Total
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Highly
engaged

FAUC-all

130
41
25

Noncongregant
130
16
6

112
8
12

FAUC-all
112
2
2

Lower
engaged

68
6
9

Highly
engaged
68
2

44
2
3

Lower
engaged
44
2

6
2

2

1

1

1
11
131

1
8
82

2
2
1
1
7
18
189

3
49
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Question 25
Household age composition

Household composition

Highly
engaged

Lower
engaged

Household has children under 5
Household has children age 5 to 12
Household has children age 13 to 17
Household has teens and/or adults age 18 to 29
Household has adults age 30 to 44
Household has adults age 45 to 64
Household has adults age 65 to 74
Household has adults age 75 and older
Did not respond

2
4
4
9
5
23
27
21
13

Household composition (percent of households
with a member in each age cohort)
Household has children under 5
Household has children age 5 to 12
Household has children age 13 to 17
Household has teens and/or adults age 18 to 29
Household has adults age 30 to 44
Household has adults age 45 to 64
Household has adults age 65 to 74
Household has adults age 75 and older

Highly
engaged
3%
6%
6%
13%
7%
33%
39%
30%
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10
9
4
12
10
19
11
6
2

NonGrand
congregant Total
67
79
59
72
28
36
28
49
67
82
66
108
23
61
12
39
22
37

Lower
Nonengaged
congregant
21%
40%
19%
35%
9%
17%
26%
17%
21%
40%
40%
40%
23%
14%
13%
7%

Grand
Total
28%
25%
13%
17%
29%
38%
22%
14%
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Number of household
members
1
2
3
4
5
6 or more
Average size

Highly
engaged
28%
49%
12%
9%
1%
1%
2.14
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Lower
engaged
19%
34%
15%
15%
13%
4%
2.81

Noncongregant
15%
23%
13%
32%
7%
11%
3.49

Total
19%
31%
13%
23%
6%
7%
3.05
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Question 26
Household income
Income Group
Under $20,000
$20,000 to $49,999
$50,000 to $79,999
$80,000 to $99,999
$100,000 to $149,999
$150,000 or more
Prefer not to say / Did not answer
Grand Total
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Noncongregant
7
10
11
9
23
65
64
189

FAUC-all
3
13
11
9
23
26
46
131

Highly
engaged

Lower
engaged
9
8
7
14
12
32
82

3
4
3
2
9
14
14
49
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Appendix 6: Programming Ideas
The following are specific ideas that consultation participants had for programming or events FAUC
could offer going forward:
Events/Classes:
Art Show with Wine and Cheese
Paint Night
Intergenerational programming to help younger people understand and respect seniors
Men serving women dinner once a month or every 2 months
Go to empty storefronts and set up a coffee shop there, and give people a chance to chat and get to
know FAUC folks – hold events like acoustic poetry readings
Have an Issue and Service Brokerage service – if someone comes in and is interested in a certain issue or
service, FAUC connects them to the right group or internally or externally
Develop a buddy system or a bring-a-friend event
Book Clubs for parents in the evenings
For parents with younger children:
o
o
o
o
o
o
o
o
o

Arts programs
Meditation
Special needs programming
French programming
Academic enrichment programming
Intergenerational programming
After-school programs where children get picked up from the school (especially as St.
Timothy’s has just cancelled the lease for Children’s Forest)
Homework clubs
Parenting workshops (CPR, Nutrition)

Religious Services:
House Churches – people meet in small groups
Sunday evening services with a meal (focus on younger parents) with Messy Church as well
Community engagement/development:
Have Town Halls every 3 months to discuss current issues in neighbourhood (community development)
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