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How to  r ead  thi s  r epor t :  
This report is divided into four parts:   

Section 1: Study Overview and Project Introduction 

Read this part to get the report’s background information. This part contains two 

sections: an overview of the Fundraising Feasibility Study components and an 

introduction to the process and objectives of Campaign Coaches’ Brussels Morris and 

Grey Community Centre Fundraising Feasibility Study.   

Section 2: Feasibility Study Findings 

Read this part to gain the public’s knowledge and perception of the fundraising plans. 

This part is broken down into five sections.  Campaign Coaches interviewed local 

business leaders, philanthropists, and volunteers to solicit community input. Read the 

responses made by community individuals. 

Section 3: Recommendations 

Read this part to get an understanding of our recommended approach to establishing a 

successful community-based capital campaign. 

Section 4: Appendices 

See this section to review the tools used during the process and glimpse the materials 

shared with interviewees. 

Icons Used in this Report 

 
 

Jewel 
This icon indicates something being done well. Keep doing it! 

 
 

Warning 
This icon indicates an area you need to be mindful of and keep an eye on.  

 
 

Leverage 
Opportunity 

This icon indicates there is an opportunity here to take advantage of.   

 
 
 

Hot Spot 

This icon indicates that this information comes up a lot in comments and 
observations. 
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Study Over v iew  

Campaign Coaches spoke to 36 individuals. The following points highlight the 
perceptions and comments of the interviewees and shape the foundation of the final 
report. 
 
Highl ights  

 Based on the input received during the Fundraising Feasibility Study there was a 
clear indication of financial support from individuals and corporations. Campaign 
Coaches recommends establishing a community-based fundraising campaign 
with a goal of $2,000,000 

 Timing of the campaign is crucial.  The campaign will need to be completed prior 
to the completion of construction as the perceived need to raise money is 
quickly forgotten once the building is open.  A capital campaign designed to 
raise $2 million would take approximately 12 months to complete. The 
campaign should unfold approximately as follows: Readiness Phase – September 
2019, Quiet Phase – January 2020, Community Phase – May 2020, Campaign 
Wrap Up – October 2020 

 Many considered a community centre and arena to be a gathering place that 
enhances the quality of life for all residents, employers, and employees. 
Positioning the project to illustrate the benefits of healthy lifestyles and healthy 
communities by ensuring the project has something for everyone, from infants 
to seniors, will garner the most support 

 There was a widely held perception that the community was split on the project 
between those in support of the project and those concerned about the need 
and budget. However, most interviewed believe a redevelopment of the 
Community Centre will enhance the community now and in the future.  
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Introduct ion  

The Recreation Board for the Brussels Morris and Grey Community Centre retained 
Campaign Coaches to conduct a Fundraising Feasibility Study to hear the opinions and 
comments of supporters, community leaders, philanthropists and businesses in order to 
make recommendations regarding the potential to raise $4.5 million in a capital 
campaign to support the redevelopment of the Community Centre.   

The Fundraising Feasibility Study focused on a cross-section of philanthropic individuals 
and the business community, who would likely be pre-disposed to supporting such a 
campaign. The aim of the Study was to gather an understanding of the community’s 
perception of the redevelopment of the Community Centre, and to determine interest 
in supporting the capital campaign. 

This report will capture the opinions and comments from individuals interviewed. It will 
also identify the common trends, questions and comments uncovered in the interview 
process.   

Every community is unique and has its own distinct character and specific needs.  
Campaign Coaches’ approach gives careful consideration to the unique characteristics of 
Brussels and the surrounding communities while thoroughly examining the potential to 
support a capital campaign based on the perceptions gathered from business 
representatives, volunteers, local philanthropists and community leaders.   

Campaign Coaches’ previous experience in the design and implementation of capital 
campaigns along with the findings from the Fundraising Feasibility Study, and 
application of broad principles and best practices that have held true for many 
successful campaigns have formed the basis of this report.  

Campaign Coaches conducted this Fundraising Feasibility Study to achieve the following 
objectives: 

 To determine the capacity of the community to complete a $4.5 
million capital campaign 

 To ascertain current community perceptions regarding the 
Community Centre 

 To determine whether interviewees agree with the objectives 
outlined in the Project Description and whether those objectives and 
the need to raise a total of $4.5 million have been clearly articulated 

 To identify potential contributors and leadership candidates for a 
capital campaign 

 To assess the data collected and provide recommendations to assist 
in the completion of the proposed capital campaign 
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Infor mat ion Col lect ion  Methods   

The information and data for this Fundraising Feasibility Study were collected through: 

1. Meetings with the Brussels Morris and Grey Recreation Board and  members 
of their Building and Fundraising Committees  

2. Personal interviews conducted with selected community and business 
leaders, and individuals  

The interview list was prepared in cooperation with the Recreation Board, some council 
members and committee members.  Packages were mailed to individuals identified on 
the original interview list requesting that they participate in the interview process.  

During the course of the Fundraising Feasibility Study, 36 individual responses were 
received representing businesses, volunteers, local philanthropists and community 
leaders.  

Interviewees provided views and opinions that represent a cross-section of potential 
contributors and campaign leadership.   

Confidentiality of responses was emphasized to all interviewees.  It was clearly stated 
that respondents’ identities would not be revealed with respect to specific comments 
and opinions.  It is for this reason that interview questionnaires (answers) are not 
included and no one is quoted by name in the final report. 

While a Fundraising Feasibility Study does not result in a statistically correct sample, we 
believe that such a Fundraising Feasibility Study can be a strong indicator of campaign 
potential and serves as a valuable tool to cultivate prospective donors and campaign 
leadership.  Each individual interviewee represents the opinions of a specific market 
segment and the network associated with that interviewee.  Consequently, every 
interview leads to an exponential increase in the identification of prospective donors, 
and leadership.  

The presentation of our findings is organized according to the answers and comments 
we received during our interview process.  A copy of the Discussion Guide used during 
the interview process is included with this report (See Exhibit C). Each interviewee was 
sent a letter prior to their interview (See Exhibit A) and received an outline of the 
Project Description (See Exhibit B). 

The report has been prepared to summarize the findings of the Fundraising Feasibility 
Study and to evaluate those findings based on our experience and the available 
resources.  Based on the analysis of the interview responses, we present a course of 
action and recommendations. This information will assist in the decision whether to 
engage the community in a capital campaign and how to develop a capital campaign for 
a redevelopment of the Community Centre and determine the length of time it will take 
to achieve such a capital campaign.  
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Feasibility Study Findings 

1. Image and Awareness 
Summary 
Questions 
 

2. Project Description 
Summary 
Questions 
 

3. Potential for Support 
Summary 
Questions 
 

4. Indication for Personal or Corporate 
Support  
Summary  
Questions 
 

5. Leadership 
Summary 
Questions 
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1.  Image and  Aw ar eness  

The comments listed below came directly from individuals that were interviewed. 

The number in brackets indicates the number of individuals who made the same or 

similar comment. 

 
Quest ions  

What, if any, is your knowledge of the Brussels Morris & Grey Community 
Centre Arena? 

 

“Individual Comments from Community”  

 Existing facilities are aging 

 Very aware been following the project 

 Involved in recreation master plan 

 Grew up here played hockey 

 Everyone knows about it 

 Limited awareness 

 Brief knowledge before the interview 

 It has been talked about a lot 

 Hockey families are all for it 

 Familiar with the project no surprises 

 No awareness of project until I got the material 

 Very aware of the need for a new arena 

 On building committee and minor hockey executive committee 

 Familiar with recreation funding project for Seaforth Arena 

 General awareness – newspaper reports and public meeting 

 Member of the Brussels Community Trust 

 Newspaper reports, word of mouth and internet 
 

Campaign Coaches’ Comment: Awareness 

 

The majority of those interviewed had heard about the plans to renovate the 
Community Centre.  Most had heard through word of mouth or the local paper but had 
limited awareness or knowledge of the actual plans.  Almost everyone recognized the 
value that a newly renovated Community Centre has to the quality of life in a small 
Ontario municipality. Not all interviewed agree with the budget and believe the 
Municipality should invest in the redevelopment of the Community Centre. 
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What part of the Project Description is most compelling to you?  

 

Comments from Community”  

 Necessary to have facilities for kids (4) 

 Gear the project more to kids 

 It will help draw younger families to community (3) 

 Provides a place for young people to go 

 Multi-use is important 

 Walking track makes sense (3) 

 A spot for family gatherings and large crowds (3) 

 Cosmetic upgrades for the hall, improvements for catering, anything to make 
it more attractive for weddings, buck and does, or other events like roller 
skating. All those types of events are a good opportunity to make money (2).  

 Really like the idea of a gym (5) 

 Is there potential of daycare? 

 Is there space for meeting room/general use space? 

 The arena is the nucleus of the community; the hub of the community and it 
involves everyone from age 3 to 73 (2) 

 Kitchen renovation will attract more revenue and be better for the 
community when it is done (6) 

 Nice to have more storage for all groups in one facility 

 Upstairs needs some improvement – what is happening upstairs? 

 Like to focus on having better options for a recreation centre vs just an arena 

 Important to focus on seniors 

 Like the idea of food service/snack bar 

 Hall upgrades important so it can be used for more activities  

 Will help keep people in the community and attract new businesses 

 Location in heart of town, walkable 

 It will have a ripple effect on businesses 

 Good idea for the long term to draw people to the area 

 This is a hockey town 

 Arena was core thing when growing up 

 More hockey organizations will return if the facility is improved 

 The expansion of the dressing rooms – their daughter did not have access to a 
proper dressing room when she played on the boys’ team.  

 Improved heating a viewing area – thinks more people, such as grandparents, 
will visit and use the facility when those things are improved 

 Heating is super important (7) 

 With the time commitment required by hockey having a good facility nearby is 
very important 



 

 10 

 The viewing area on the is essential (7) 

 More and better dressing rooms important (4) 

 Do the dressing rooms first 

 More space and updating the small dressing rooms will attract more teams 
and tournaments 

 Expanding the dressing rooms makes it more viable for the future 

 Currently Brussels Arena offers more ice time to teams than other clubs and 
the executive is working really hard to develop hockey skills with kids 

 Bigger dressing rooms are important – it’s a big downfall right now that girls 
have to change in old skate sharpening room 

 Like the mini-stick zone 

 Needed to attract tournaments 

 Good positive project for all community (5) 

 New recreation centre is a bonus to the community 

 Opening the barn galvanized the community, the arena is the next step 

 Creating a community atmosphere  

 Brings people together 

 The arena is a staple in the community (2) 

 Need a community hub to be an active, working community (3) 

 Focus on seniors programs because that is the growing population that needs 
to be engaged 

 It is a great opportunity for the community. Could generate more business 
and would be nice to see it come back as an event centre 

 The more things we can direct to seniors the better, more support to the 
aging demographic 

 If we don’t have it the outlook for the community is poor 

 See the need as the arena is outdated (7) 

 The plan is well thought out and took all possible aspects into consideration 
 is designed well for the future 

 Would rather see all the improvements done now rather than have to come 
back in a few years 

 The whole plan makes sense (2) 

 Would like to be able to take grandchildren to the arena 

 What does the town have left without the arena? (2) 

 Needs upgrades to meet current standards and improve usability 

 Building committee has well respected, members who have done their 
homework and educated themselves on the project – should be trusted 

 This is a great time to upgrade, it looks tired and needs help 

 Would be great to see it get done 

 Entrance and lobby don’t make a good first impression. Needs improvement 
for aesthetics and to improve traffic flow 
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 This plan is better than the first attempt 

 Needs to be done 

 The plan is hitting all the important parts 

 General aesthetic improvements need to be a tier one thing 

 Roof needs to get done 

 Getting operational and keeping operational even if you have to do it in stages 
is important rather than letting it fall into disuse 

 Good to have more storage 

 Perception was that it was going to be torn down and rebuilt – happy that 
isn’t the case 

 Like that the plan will make the facility more accessible 

 Good chance to see what the community’s wishes are 

 Would like to see it be a welcoming place for all 
 

Campaign Coaches’ Comment: Case for Support 

The general feeling is that it is time Brussels renovated its Community Centre.  Most 
believed it is important to renovate now; the community needs a boost. It was widely 
believed that renovating the Community Centre would enhance the quality of life for all 
residents. The case must focus on healthy lifestyles and position the Community Centre 
as the hub of social, recreational and family activity. Many suggest using the campaign 
as a way to engage the community.   

 

In your opinion, what are the challenges, if any that will need to be overcome in order 

to implement a successful community-based capital campaign? 

 

“Individual Comments from Community”  

 

 Not sure we should be doing this there are other priorities (roads) 

 Will this project cripple others in town? Like the mill? 

 Lack of businesses 

 Only a few large players 

 Population too small (3) 

 Taxes high for businesses already 

 Communication with staff and elected politicians is not the best 

 Carefully consider how it will impact taxes 

 Perception in community of it being frivolous spending 

 How much of a tax increase will it be for Huron East?  

 Will this cause debt to be accrued? 
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 Operating costs need to be under control 

 Need to sell the plan to Huron East 

 What happens if Huron East cuts funding or increases taxes? Is it a responsible 
use of tax dollars?  

 Over ambitious project 

 Not sure we need the facility 

 There is value in the community building being better used, but not 
necessarily in the expansion  

 Skeptical that a community of this size support the project 

 Big gifts might be difficult to attract 

 The financial goal is a very big one for the size of the community 

 Costs a lot of for what is planned. Can’t see where the money is going (2) 

 The cost will only grow if we don’t do it now 

 Might get a lot of money at first, but it’ll drop off 

 Challenge to not know the government contributions (municipal) 

 Might be possible to raise the money for capital, but what about the money to 
keep it going? 

 Would really like to see it happen, but concerned about the cost 

 The cost is prohibitive (2) 

 Challenging to access the agriculture community surrounding Brussels 

 Needs to be geared towards rural and farming community 

 People in Grey township identify more with Listowel 

 Trouble with rented farms and not knowing the tenants 

 Perception that there aren’t enough kids in town or kids registering for minor 
sports (3) 

 People who don’t visit the arena don’t hear the complaints from visiting 
teams about the problems with the facility and aren’t aware of the problems 

 The building isn’t currently being used to its full capacity  

 It isn’t busy enough with kids playing hockey to merit the renovation 

 Make sure it is full and being utilized properly (3) 

 Need to make use of rink time all the time 

 People not using the arena will not want to commit funds 

 Have to keep the cost of ice affordable 

 Keeping busy with hockey is difficult because of amalgamation with Blyth (3) 

 Seaforth is still seeing a decline in usage after renovation, how will it be 
different here? 

 Need to know about the usage. How much will it get used? (2) 

 Perception of declining enrolment – not really accurate, lost a group of girls all 
at once to new girls only association which caused the perception, since then 
holding steady, the girls association might use the arena if it was better suited 
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 Other teams don’t want to play in Brussels  

 Management of the arena isn’t well handled currently – needs to be cleaner, 
more organized and more proactive in booking (9) 

 A business plan for feasible operation after the renovations is essential (6) 

 Someone in charge to care for it – has to be treated better than it is currently 
to justify the money being spent 

 Reluctant to proceed with current management’s lack of motivation to book 
the building 

 Need to have a new staff person provided though Huron East to the manage 
the facility 

 Need a plan to sustain good management after the renovation 

 Programs don’t have to be free all the time (2) 

 Better management and better training for staff (3) 

 Have a Huron East staff person who actively bring people in, manages 
programs for all recreation facilities and promotes things (6) 

 Is there a way for construction choice to increase cost efficiency? For 
example, use solar panels to minimize hydro costs? 

 Who is the anchor tenant and how can they be kept happy? 

 Shocked that the project has ballooned to this large size 

 Needs a business plan – council was asked over a year ago and nothing has 
been seen, Huron East has and should commit the money from the school sale 

 Offer more programs/classes to make it interesting to people  

 Don’t bank on fads like pickleball to sustain the facility 

 Currently visitors are not made to feel welcome. People are met with a poor 
attitude and it is worrying that it will only get worse as the facility gets bigger 

 Cleaning is not up to standards (8) 

 Preparation for rented events is poor – ex. Heat/cooling should be turned on 
in advance  

 It’s the little things that reflect badly on the community 

 Need to be clear with commitment to upkeep, operating and buy-in from 
council to keep it going well into the future 

 Current service level leaves a bad taste in your mouth and makes you want to 
look elsewhere next time 

 Lions club has some negative feedback 

 Offer part-time jobs for teens at a food stand 

 Needs lighting in the parking lot and a paved parking lot 

 Needs to have improved curb appeal, especially with a new entrance 

 Need to get that community feeling of pride back  

 Lobby doesn’t make a good impression 

 Still going to look awful after the expansion 
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 Churches don’t think people should be at the arena on Sunday so church 
people may not be in favour 

 Easy to be overwhelmed  

 The businesses in town should support it because they will benefit from 
people being attracted downtown 

 Need to think about what will happen to the area if we lose the arena 

 General pessimism in the community 

 Challenge to get the information to people because of mailing addresses not 
reflecting the town people associate with – Bluevale address gets Wingham 
rec info, not Brussels even though they live closer to Brussels 

 There are improvements being made to benefit a variety of user groups, but 
hockey/ice usage overshadows those aspects 

 Needs some focus on improving the community hall, not just arena, to make it 
more attractive for events such as wedding receptions (3) 

 Community involvement – feels like a closed circle, need to engage people 
outside the core group 

 Availability of a community room for other activities – make a plan so there’s 
something for partnership with schools for programs during the day and 
before/after school program 

 Need to attract more hockey tournaments 

 Hockey is only part of the year 

 The community is split between hockey people and non-hockey people 

 The hockey crowd is too limited in their viewpoint 

 Needs to be better explained why the dressing room expansion is so urgent  

 Would like to see a walking path (not a built track, just an indicated path) 

 Have to make it a community centre for everyone 
 

Campaign Coaches’ Comment: Challenges 

The most common response when asked what challenges there might be to conduct a 
capital campaign was the size of the community.  The fact that there are few major 
companies was also a concern to many.  Many believe that the population of Brussels 
has shifted in recent years and as such a significant segment of the population has little 
attachment to the community. Many were also concerned about Huron East’s 
commitment to the project. Many interviewees suggested that this is a Brussels project 
that will get little support from the surrounding communities. The issue of needing a 
formalized plan for the sustainable operation of the facility following the renovation was 
raised frequently and included strong concerns regarding the day to day management.   
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2 .  Potent ial  for  Suppor t  

Quest ions  

In your opinion, do you think the community will financially support this capital 

campaign? 

 

“Individual Comments from Community”  

 Strong but limited support from business 

 Individuals will be the key for major gifts 

 Businesses and individuals should support  

 All sectors should support 

 Mostly businesses and some individuals 

 Local businesses not sure about individuals 

 Must get everyone involved 

 Capacity for major gifts is in the community  

 Not many businesses in town 
 

Is $4.5 million an attainable goal for the Community Centre?   

 

  

  

 Will need to reach beyond the tax base 

 Goal is a bit high 

 Doesn’t sound like a lot 

 Too ambitious 

 Will be a lot of hard work (3) 

 Capacity for large gifts exists 

 Focus on gifts of $25 – 50,000 

 Definitely attainable 

 Might be one company that can support major gift 

 Focus on smaller gifts 

 Challenging to get major gifts (3) 

 There might be a couple of major gifts prospects 

 Can’t be done the major gifts are not there 

 Not a big area to draw from 

 Not a lot of corporations 

 The community really needs to rally around  

Yes No Not Sure 

15 5 13 
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 If we don’t have recreation, we can’t attract people to the community and we 
don’t want to be a retirement community, we want to attract young families 

 Need to offer more sports to get non-hockey farmers involved 

 It will take a lot of effort. Look for government funding  

 It will be a struggle with larger farmers because their kids are not involved in 
hockey and smaller farmers have lots of debt 

 The same few small businesses are targeted all the time.  

 Need to target big businesses not one who are just getting by 

 Farmers from Morris and Grey Townships mostly go to Listowel 

 Many farmers will support the church but not the community, support may 
depend on commodity prices  

 Can you market to farmers to donate acres or grain? 

 They will support as a club, but the committee needs to approach them to 
make a plan together. Don’t wait for the Optimists to decide on their own. 

 The community will for sure raise the money because Brussels raises more 
money than other communities (3) 

 Only if they see a business plan. Need something to show what is there for 
them and that it is well managed 

 Think the community has the money but will they give it? 

 Agriculture  will support a bit but depends where kids go to school and on 
fluctuating commodity prices 

 Agriculture will support but only those with direct involvement (not just 
hockey, also figure skating and karate) 

 Local businesses will support because they are the ones that will benefit 

 Agriculture is  50/50 to support 

 
Please name individuals or corporations who you believe might be interested 
in this cause and are capable of giving: 

 
73 names have been suggested by interviewees as having the potential to give a gift of 
$5,000 or more.  For confidentiality reasons, the names are not identified in this report 
but provided to the Brussels Morris and Grey Recreation Board under separate cover 
and marked as confidential.   

Campaign Coaches’ Comment: Potential for Support  

Most interviewees believe the campaign will receive support from all sectors of the 
community. Many believe the goal is attainable. However, they recognize it is a big goal 
for a small community. Some questioned whether there are enough large businesses to 
support the major gifts needed.  Many often remarked that the Municipality needs to be 
a major partner to successfully complete the project. 
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3.  Indicat ion  of  Personal  Suppor t  

Quest ions  

How would you or your business/organization look upon this campaign? 

 

 

  

The chart below represents the true potential of financial support based on 
actually speaking to the prospects and asking them to identify a gift range 
where the think they would likely support the campaign. 

 

 
 

 

 

 

 

 

 

3 interviewees did not respond to the question, 3 interviewees offered a gift 
range but no interview 
 

Campaign Coaches’ Comment: Personal Support 

 

The majority of those interviewed said they would consider making a donation to 
the project. However, of those who said “yes” only slightly more than half 
viewed it as a high priority. In general, there were mixed feelings about giving to 
The Brussels Morris and Grey Community Centre. Long standing families and 
relative newcomers both questioned the need. A few major gifts of $100,000+ 
were identified during the study but will need to be strategically cultivated to 
ensure the appropriate recognition is available to maximize the gift. All those 
interviewed will need to have their concerns addressed in a way that gives them 
confidence in the long term success of the project to maximize all gifts.  

As a high priority 17 

Worthy of some support 13 

As a low priority 3 

Yes 31 

No 3 

Not Sure 2 

HIGH LOW # of Gifts 

$100,000 $100,000 4 

$100,000 $50,000 3 

$50,000 $25,000 9 

$25,000 $10,000 10 

$10,000 $5,000 7 

$1,470,000 $910,000 33 
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4.  Leader sh ip  

 
Quest ions  

Can you identify an obvious champion to help lead the campaign? 

 

40 names have been suggested by interviewees as having the potential to assist with a 

campaign.  For confidentiality reasons, the names are not identified in this report but 

provided to the Brussels Morris and Grey under separate cover and marked as 

confidential. 

 

Would you be willing to participate in the campaign as a campaign volunteer? 

 

 

 

5 .  Gener al  Comments  

Quest ions  

What is your best advice for the Fundraising Working Group before moving 

forward with the campaign? 

 

“Individual Comments from Community”  

 

 Keep specifying that this is for the future, the next 40 years 
Spending $4.5 million is a way to safeguard the facility for the future 

 Promote new arena to those outside the area 

 Promote the idea that a better arena brings more people to town support  
businesses  

 Communicate the gravity of the situation for our community without the 
arena 

 Need a slogan and marketing plan 

 People are opposed because of lack of information 

 Make sure people know about all the different uses and market it well, 
especially to seniors and emphasize the social aspect of having a community 
facility to avoid isolation 

Yes No Not Sure 

13 8 12 
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 Open communication and more awareness needed (4) 

 Focus on the consistent numbers for minor hockey and that minor hockey can 
do more with a better facility 

 Can’t keep increasing hockey fees, you have to get more people involved and 
make a plan to attract those people 

 Have a concrete plan for how the business will be feasible once it is built 

 Be creative with the operating plan – for example, lease space to businesses 
inside facility such as a gym  

 Really make the operating plan shine and the community will be all for it 

 Management could be more of a go-getter. The structural stuff is great, but 
communicate the benefit for the community 

 The way the building has been run down is really discouraging (7)  

 Guarantee regular maintenance 

 Get a business plan together as fast as possible (4) 

 Is there going to be any added operating cost? Lots of concerns about how it 
is currently run and if the operating funds are being well used 

 Perception that 2 employees are being paid but not getting equivalent benefit 

 In managing a $4.5m renovation people need to be in place who are capable 
of running a facility of that size 

 The arena needs to have people running it who are charismatic, welcoming, 
act as the face of the area and make people want to be there (3) 

 Make sure the municipality doesn’t waste the money 

 Look at the Huron East taxes – without an arena what is the future viability of 
the municipality, it’s an investment in their own future 

 Need to get a commitment from the Municipality to put a business plan in 
place and maintain it over time 

 Huron East needs to become as involved in Brussels as much as in Seaforth 

 Get Huron East to cash flow the 5 year contributions 

 Consider traditional financing if possible 

 Work hard to get council’s support. Some councilors don’t think Brussels ever 
needs anything 

 Get the cost under control 

 When council is spending other people’s money it is easy to let it get out of 
hand. Remember that it is people’s hard earned money so use it well 

 Council has to invest in all the towns in the Municipality including Brussels so 
that the Municipality can thrive. Would like to see each town have something 
special – the arena in Brussels 

 Spread the cost across the tax base 

 Don’t focus on tax base 

 Think carefully and do it right the first time (5) 

 Keep working with the good people on the current committee 
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 Ask a member of service clubs – Lions, Optimist – to be on the committee 

 Don’t make people go out of their way to sponsor/donate – make it easy 

 Need better signage from the road – Don’t hide it if people invest in it, make it 
the centerpiece of the town 

 Know some concrete stats regarding the economic benefit to communities of 
investing in recreation projects 

 Just because the number is large don’t get intimidated and let the facility get 
shut down 

 We just what we have to do in Brussels. The arena is a hub. It’ll get done (3) 

 Be educated about how to handle negativity in a positive way 

 Make sure all voices are heard (3) 

 It is time to build the recreation centre for the future generation in the same 
way the older generation built it for us 

 Could it become a private enterprise? Partnership with a private business? 

 Don’t aim too high – focus on priorities and be realistic (3) 

 People don’t want to get excited only to get let down part way  

 Be prepared to alter the project, downsize if needed 

 It is a worthwhile project. Keep moving ahead and don’t give up  

 Get a strategy in place and don’t go in guns blazing 

 No one wants to give and then regret it 

 Need to attract more people, families and taxpayers rather than just farming 
corporations who are buying up the local farms 

 We need things to change to keep small town Ontario thriving and viable 

 Like the way it is being handled. Appreciate being asked for their feedback (3) 

 Don’t listen to the naysayers 

 We’re excited and really want to see it happen 

 If it doesn’t happen nothing in Brussels will grow 

 Don’t take it for granted 

 Really need to get people by the heart strings if it’s going to work 

 Get the right people’s support both emotionally and financially 

 Time to get over the sticker shock and get on with it 

 Keep campaign focused and short  

 Older people won’t want to support it 

 Don’t overlook the big agriculture companies 

 Talk to other Townships and learn from their projects 

 Be respectful of the community 

 A legacy for families 

 Make the campaign as broad an appeal as possible 

 Must be a professional, methodical campaign use counsel 

 Get the right people involved who must be able to influence others (3) 
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 Will be a tough battle 

 Young people buying homes are stretched to the limit, don’t expect much 

 Make it known that the arena will keep kids off the street and involved with 
constructive activities  

 Keep it busy with programs for seniors 

 Would like to see a walking track 

 Find out the number of kids – a real demographics report 

 Auditorium needs to be more multi-purpose (basketball and volleyball) 

 Whole building needs aesthetic improvements (2) 

 Get non-hockey people involved 

 Broaden it beyond hockey and sports (3) 

 A lot of things can be done with the space – make good use of it 

 In full support of upgrades for a multi-purpose community space, but the 
hockey aspect is a struggle to support  

 Not just hockey, make story about quality of life in our community 
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 Recommendations 
 

1. Campaign Potential  

2. Suggested Timeline 

3. Leadership 

4. Campaign Coordinator  

5. Campaign Materials  

6. Communications Awareness 

7. Donor Recognition 

8. Prospect Cultivation 
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Campaign Potential 

After reviewing the findings and collecting the data, Campaign Coaches 
recommends setting a stretch campaign goal at $2 million. Securing cornerstone 
gifts and recruiting well respected high-profile community leaders who are 
passionate about the project will greatly enhance the success of the campaign. To 
achieve this goal a lead gift of $250,000 will need to be secured. Initiating a 
campaign is a good opportunity to engage the community to take responsibility. 
Based on the responses received from community leaders interviewed there is an 
indication of support for this project.  Moving forward with the construction and 
establishing a campaign will only serve to heighten the excitement and encourage 
individual and corporate support. 

The campaign should be based on the following structure: 

 

Division Projected Goal Percentage of Goal 

Personal Gifts $1,000,000 50 % 

Business & Industry $800,000 40% 

Community Engagement $150,000 0.75% 

User Groups $50,000 0.25% 

Public Awareness & Communications NA  

Totals $2,000,000 100% 

 

Suggested Timeline 

A $2 million capital campaign should be initiated on a 12-month timeline including 
a campaign readiness program, campaign implementation and solicitation and 
campaign wrap up. We recommend that the campaign be initiated as soon as the 
Municipality has made a commitment to the project and a business plan is 
completed.  Targeting the fall of 2019 to commence the campaign will ensure the 
completion of the campaign prior to the end of 2020 
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Leadersh ip  

Establish a leadership task force to help identify and recruit community leaders able 
to provide access to all sectors of the community. Prepare a recruitment package 
which includes role descriptions for volunteers, the case for support and a 
campaign plan to help attract a strong well-respected leadership.  

Clearly outlining the expectations and supports available to volunteers will help 
attract a strong community-based leadership team (see organization chart below). 
Securing strong community leadership is the most important component of a 
successful capital campaign.   

A Campaign Chair, recruited by the Leadership Task Force, will head the volunteer 
Campaign Management Team. The Campaign Chair will then become a member of 
the Leadership Task Force and assist in the recruitment of the campaign team. Once 
the Campaign Management Team is in place each member will in turn recruit 
additional volunteers to assist them. One of the divisions, Public 
Awareness/Communications, will be responsible for internal (campaign volunteers) 
and external (the community) communications and promotions surrounding all 
aspects of the campaign to raise awareness and keep the community informed as 
the campaign unfolds. 
 

Campaign Coordinator 

A local part time Campaign Coordinator is required to provide the administrative 
support to the campaign team.  Campaign Coaches will conduct regular coaching 
sessions to ensure the Coordinator is well prepared and capable of supporting the 
campaign plan and strategy. 

 

Campaign Materials 
The key messages in fundraising materials, produced primarily for the purpose of 
encouraging donations, should stress:  

 The restored Community Centre offers something for everyone from infants to 
seniors 

 The Community Centre will become a hub of activity centrally located in 
Brussels 

 A focus on wellness, healthy lifestyles and the quality of life in the Brussels 
Morris and Grey  

 Elements of a business operation plan for the future the facility  

 Identify the range and scope of activity that will take place at the Community 
Centre  
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Communications Awareness 

Develop a comprehensive communications strategy to: inform the public, heighten 
the profile about the Brussels Morris and Grey Community Centre. A 
communications awareness strategy should be prepared to engage and inform the 
community about the plans for the Community Centre redevelopment.  The 
awareness plan should address the obstacles and questions that were identified 
during the study and help to build a sense of confidence in the project. Creative 
marketing programs such as a seat promotion which encourages community 
investment should be established and promoted through the local media during the 
community phase of the campaign. 

 

Donor Recognition 

Plan a clear consistent donor recognition program that will utilize Donor Categories 
and Naming Opportunities as a strategy to encourage donor investment. All 
donations large or small should be recognized.  Naming Opportunities aligned with 
the major components of the facility must be made available.  These Naming 
Opportunities are used as a marketing tool to help elevate the donor’s sights and as 
a permanent thank you for their commitment. Naming Opportunities help attract 
the crucial lead gifts. Corporations are often very interested in demonstrating their 
commitment to and leadership in the community while heightening brand 
awareness through an affiliation with a prominent community project. 

 

Prospect Cultivation 

We recommend that the Recreation Board send a letter to study interviewees 
thanking them for their participation in the study and giving them an overview of the 
findings. Through this, and in all ways possible, cultivate a positive relationship with 
existing and potential donors. 
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Proposed Next Steps  
 

 
Projected Campaign Budget 
 

 
 

Campaign Stage Dates Projected Milestone 

Readiness Sept. 2019 – Dec. 2019 Re-write the Case for Support 
Prepare Campaign Materials  
Prepare Campaign Plan 
Prepare Volunteer Campaign Manual  
Recruit Leadership Team  
Team Orientation & Training 
Prospect identification 

Quiet 
($25,000 +) 

Jan. 2020 – Sept. 2020 Prospect evaluation and assignment 
Initiate campaign solicitation 
Focus on major gift solicitation 

Community 
Campaign 

May 2020 – Sept. 2020 Community engagement strategy 
Complete leadership gift calls 

Wrap Up Oct. 2020 Finalize campaign 
Thank volunteers and donors 
Pledge Redemption Process 

Item Projected Budget 
Amount 

Campaign Counsel 
Campaign Coaches 12-month contract ( + expenses) 

 
        $        90,000 

Campaign Promotional Materials $         8,000 

Donor Recognition (Donor Wall, Plaques etc.) $       15,000 

Campaign Promotional Events $         5,000 

General Office Supplies (incl. postage) $         1,000 

Contingency $         1,000 

Total $    120,000 

Recommended Campaign Goal $ 2,000,000 

Cost per dollar raised $.06 
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Campaign Organizational Structure 
 
 

Municipality of Huron East 
Recreation Board 

 

Honorary Advisors Campaign Chair Municipality Staff & Councillors Campaign Management 
Campaign Coaches 

Deputy Chair 

Business & Industry 

Community Engagement 

Personal Gifts 

Public Awareness 

Campaign Coordinator 
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Brussels Morris and Grey  
 
Proposed Campaign Goal: $2 Million 

 
Gift Chart (Pledges) 
 

# Required Suggested Gift  Total Cumulative Total 

1 $250,000 $250,000 $250,000 

3 $100,000 $300,000 $550,000 

10 $50,000 $500,000 $1,050,000 

20 $25,000 $500,000 $1,550,000 

25 $10,000 $250,000 $1,800,000 

30 $5,000 $150,000 $1,950,000 

many >$5,000 $50,000 $2,000,000 
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Exhibi t  A:  Inter view  Cover  Let ter  

March 6, 2019 
 

Name 
Company 
Address 
City, Province  Postal Code 
 

Dear___________________, 
 

After much community consultation the steering committee for the Brussels Morris & 
Grey Community Centre is initiating a fundraising feasibility study to explore the 
community financail potential to support the newly redeveloped recreation centre. The 
proposed new facility will have something for every resident and further advance the 
community as family-oriented and a desirable place to live, work and do business. 
 

As an important part of the project’s success the Capital Campaign Feasibility Study will 
assess the viability of conducting a $4.5 million community-based capital campaign to 
support the redevelopment and expansion of the proposed Community Centre. 
 

A vital part of the capital campaign strategy is to hear the opinions of civic and business 
leaders regarding the potential for individual, corporate and community financial 
support and involvement for such an undertaking.  Your perspectives and advice will be 
of great assistance to us in the planning and implementation of our community-based 
capital campaign.  
 

We have retained the services of Campaign Coaches Inc., (www.campaigncoaches.ca) to 
assist with our fundraising activity.   
 

In the next few weeks a representative of Campaign Coaches Inc. will contact you to 
request a brief personal meeting to obtain your insights. We are sensitive to the 
importance of your time and anticipate a maximum 45-minute discussion. 
 

If you have any questions about the feasibility study, please contact ________, 
Municipality of Morris Turnberry at 519 _______________ or    _________________. 
 

Thank you for taking the time to help shape the capital campaign planning stage for this 
important community project. 
 

Sincerely,  
 
  

          
Community Centre Steering Committee    Municipality of Huron East 
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Exhibi t  B:  Pr oj ect  Descr ipt ion  

 

Brussels Morris & Grey Community Centre 

 

Project Description March 2019 

The need to enhance the quality of the recreation facility and community well-being has 

been talked about in Brussels for many years.  

 

In 2018, Council appointed a Building Committee and Fundraising Committee to engage 

the community and gather insights and opinions regarding the recreation needs of 

Brussels, Morris and Grey. By conducting resident and professional consultations and 

studies these Steering Committees will ensure the plan going forward responds to the 

needs of the community today and in the future. Significant portions of the current 

recreation facility are at the end of their lifespan and in need of capital investment. 

Increased costs resulting from an aging recreation facility suggests now is the time to 

redevelop the Community Centre and Arena.  

 

A redeveloped Community Centre is all about building a facility that is the right size and 

reflects the community’s interest.  The new facility is an investment that will attract new 

residents and businesses, improving the long-term sustainability of Brussels. 

Strategically located on the site of the current Recreation Centre, the proposed addition 

and redevelopment will feature the following: 

 

New Components: 

 Six expanded and updated dressing rooms (including 2 accessible rooms) 

 Improved, unobstructed and heated ground floor viewing area 

 An optional multi-purpose gymnasium and fitness centre 

 Mini sticks kids zone 

 Snack booth available for special events 

 Large foyer optimized for traffic flow  

 More storage (curling rocks, hockey, baseball, skating club etc.) 

Renovated Components 

 Updated Community Hall 
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 Expanded modernized kitchen with  food prep and clean up areas 

 Upgraded spectator seating with heating 

 Modernized sound system with Bluetooth capability  

The proposed 49,735 square foot multi-purpose facility will become a hub of community 

activity promoting healthy active lifestyles where residents, families and neighbours can 

gather and interact. The existing 34,330 square foot arena will be updated and 

expanded to include a 15,405 square foot addition. 

Financial Impact 

The funding formula for the redeveloped Community Centre will be comprised of a 

Municipal commitment, debentures or conventional financing and a community capital 

campaign. The Municipality is committed to having minimal impact on taxpayers and 

will extensively explore and respond to any available provincial and federal funding 

opportunities, to further offset the construction costs.  

The total cost of to redevelop the community recreation centre as currently described is 

projected to be $4.5 million.  

Proposed Sources of Funding 

 

Brussels Community Development Trust  TBD 

Federal/Provincial Funding and Conventional Financing TBD 

Community Capital Campaign  $4.5 million 

Total Cost $4.5 million 

 

Proposed Timeline 

 

Fundraising Feasibility Study April 2019 

Community Fundraising Campaign Begins Fall 2019 

Construction Start 2020 

Occupancy  2021 

 

Through the successful completion of the community capital campaign the Municipality 

of Huron East will have an outstanding Community Centre where residents of all ages 

will gather, learn and play with their family and neighbours for generations to come.  A 

new multi-use recreation facility will have something for everyone and further advance 

the community as a desirable, family-oriented place to live, work and do business. 
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Exhibi t  C  –  Campaign  Study Discuss ion  Guide  

 
 

Brussels Morris and Grey Community Centre 
Fundraising Feasibility Study 

 
Confidential 

 
Fundraising Study Discussion Guide 

 

Interviewee: 
 

Phone: 

Address: 
 

Date: 
 

Time: 

Affiliation 

Corporate Industry  

Individual  

Charitable Foundation  

Community Organization  

GIK  

 
Notes  ________________________________________________________________ 
 
______________________________________________________________________ 
 
______________________________________________________________________ 
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Awareness 
 
What, if any, is your knowledge of the Brussels Morris and Grey Community Centre  
redevelopment? 
 
 
What do you find most compelling about the redevelopment? 
 
 
In your opinion, what are the challenges, if any, that will need to be overcome in 
order to implement a successful community-based capital campaign? 
 
 
Potential for Support 
 
In your opinion, which of the following groups do you think will financially 
support the capital fundraising campaign? 

 

Local Business and Industry   

Foundations  

Service Clubs, Community Organizations  

Individuals  

Other (Name)  

 
 
Is $4.5 million an attainable fundraising goal for this project? 
 

 
 
If no, what amount is? 
 

 

Yes No Not Sure 
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Cornerstone & Major Gifts  
 
Please name individuals or corporations who you believe might be interested in 
making a significant donation to the Community Centre redevelopment  
and are capable of giving: 
 
 $250,000+ 
 

$100,000    
 
 $50,000    
  
 $25,000  
 
Is the Brussels Morris and Grey Community Centre redevelopment a priority in your 
charitable giving? 
 
 
 
 
 
 
Indication of Personal Support 
 
When given the opportunity, do you think you will make a donation? 
 

Yes No Not Sure 

   

 
 
If yes, would you consider pledging over 5 years? 
 

Yes No Not Sure 

   

  
       
Are you an officer or director of a foundation, service club or community group 
that could support this capital campaign? 
 
 

A high priority  

Worthy of some support  

A low priority  
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Leadership 
 
Can you identify an obvious volunteer champion to help lead the community 
fundraising campaign? 
 

1.________________________ 4.________________________ 
 

2.________________________ 5.________________________ 
 

3.________________________ 6.________________________ 
 
 
Would you be willing to participate in the campaign as a campaign volunteer? 

 

Yes No Not Sure 

   

 
Can you suggest others we should talk to during the study? 
 
 
General Comments 
 
What is your best advice for the Fundraising Committee before initiating a 
capital campaign? 
 
 




























































































































































































































































