
���������	
	����

 

 
 
 
 

 

 
Demographic Study 
Trinity Reformed Church 
310 Albany Avenue NE 
Orange City, IA 51041 

 

 
Study Area:  15 Mile Radius 

June 2008  
 

 
Developed by John A. Holm 

www.transformingchurch.net  
1-877-TAGLINE  

C H U R C H 
TRANSFORMING 



��������	
��
�������
�� � �������	��� �
 




















































 


















































 



























�

�����
�����
���	�
�
�
�����

Demographic Report 
 

Introduction from TAG 
 
Trinity Reformed Church has requested TAG to conduct a demographic study as 
part of a comprehensive strategic planning project.  TAG purchased a research 
report from Percept, Inc. based on a 15 mile radius of the area surrounding the 
church. Refer to the maps for the specific parameters of the area.  The study is 
based on an “ethographic” approach to market research.  This approach is a 
combination of demographics, psychographics, praxiographics, and 
mediagraphics.  The data comes from the US Census Bureau’s most recent 
data, Claritas [the top market research firm in the country], the WEFA Group, and 
Percept’s own studies.   
 
The purpose of this report is to provide only the most significant highlights from 
the Percept report and to raise the issues that are most pertinent to the planning 
process.  This report is not intended to be an in-depth market research analysis, 
but rather a strategic overview of the community as it relates to the ministry’s 
strategic possibilities.  Please reference the full Percept study and the 
accompanying Source Book for more detail. 
 
TAG will provide some recommendations accordingly in the report summary. 
 
Executive Summary 
 
Trinity Reformed Church seems to be at the center of a population base that is 
experiencing slower growth than the national average and is projected to 
continue that trend for the next 5 years.  In addition, the population is of average 
age (neither younger nor older than the national average) and stands to continue 
that demographic trend in the near future.  Currently, there is a large population 
of married couples and couples with children. Both parents are working outside 
the home. This will continue to be the trend for some time.  There will be an 
increasing population of Generation Z.  Strategically; this places your church in 
an excellent position to reach out to these families in the community. Consider 
ministries that will address the childcare/day care needs as well as the need for 
parental down time. 
 
Also, the percentages of those who are divorced or widowed are much lower 
than the national average.  This suggests an opportunity to continue to develop 
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strong marriages through couples groups and marriage enrichment retreats and 
seminars.  
  
Then there is the very large presence of the Rural and Middle America Families. 
The population is very active in their faith compared to the national average.  
Many people are highly or somewhat active in the faith.  The income of the study 
population is lower than the national average.  At the same time, the 
unemployment is also very low compared to the national average.  Thus, the 
community has traditional Middle America values and has a stable workforce. 
 
Design a marketing plan to address their primary concerns. The Primary 
Concern Indicator  revealed significant concerns about Finding/Providing Health 
Insurance, Dealing with Alcohol/Drug Abuse, Dealing with Teen/Child Problems, 
Dealing with Abusive Relationships, Dealing with Divorce, Dealing with Divorce, 
Finding Retirement Opportunities, Finding a Good Church and Finding Spiritual 
Teaching. 
 
Recommendations/Comments from Demographic Study 
 
Based on the research, Trinity Reformed Church may want to consider the 
following recommendations in the evaluation process for its present and potential 
ministries:   
 
On Population: Recognize that the majority of the population within the study 
area is about average age and will continue that trend over the next 5 years.  
This is an area that is high in “Millenials” and has a below average income. The 
population is increasing, but at a rate less than half of the national average.  
Even though the percentage of “Silents” and “Builders” (those age 66 and over) 
is above the national average, those receiving retirement income (8.4%) is half of 
the national average of 16.7%. 
  
The percentage of Owner Occupied housing units (80.7%) is significantly higher 
than the national average of 66.2%.  Most of these units are single family homes 
(86.6%).  Also, at the present, of 25% of these homes are for sale as compared 
to the national average of 13.7%. 
 
On Ethnicity:  Continue to target Anglos, but look for ministry opportunities to the 
growing Latino ethnic segment of the population.  The Latino community will 
almost double in the next five years.  
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On Employment:  The work force within the study is slightly less educated and 
has a larger number of women in the work force than the national average.  
Unemployment is very low (1.2%).  People do not commute a long distance to 
get to work.  Even though the percentage of women working who also have 
children is lower than the national average, the percentage (61.1%) is still 
significant enough to warrant consideration of church programming to working 
families with children:  Day Care Programs, Before & After School Programs, etc. 
 
On Trends:  Don’t confuse upward and downward trends with the present status 
and social influence of each group.  While Anglos are on a downward trend, for 
example, they will continue to be the largest segment for years to come.   Note 
that while population and population Density are upward trends, the Average 
Annual Growth Rate which is already below the national average will continue to 
trend downwards.  “Generation Z” is the only generational segment that is 
trending upwards.  This matches the upward trend of Singles and Young 
Families, ages 25-34.  Thus, families with young children are an upward trend in 
the community. 
 
On Lifestyle Diversity:  The top three individual lifestyle segments (Rural 
Working Families, Established Country Families and Working Urban Families) 
make up over 56% of the population.  These three segments only make up 
19.2% of the population nationally.  The common concerns of these top 
segments include Finding Spiritual Teaching, Problems in Schools, Adequate 
Food and Parenting Skills.  The church programs which these segments desire 
include Bible Study, Prayer Groups, Divorce recovery Programs, Youth Social 
Programs and Marriage Enrichment Programs. 
  
On Family Structures:  The extremely high density of married couples and 
couples with children and working two or more jobs is surprising, as is the low 
density of the Divorces/Widowed. The reasons for this should be explored further 
and be seen as a ministry opportunity for continuing strong marriages and 
families.  Ministries that address the needs of these hard working families with 
children will be important, including parenting seminars and childcare issues. 
 
On Generational Grouping:  The two largest generational segments, Millenials 
(ages 7-26) and Survivors (ages 27-47) will remain steady while Generation Z 
(ages 6 and under) is the only segment increasing as a percentage of the 
population.  Thus, the children of the older Millenials and the Survivors may be 
the most important generational segment for the church to reach out to and 
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serve.  The needs of the young children and their parents will provide many 
significant ministry opportunities. 
 
On Expressed Concerns:   The essential concerns in the study area are related 
to family issues of health care, including alcohol and drug addictions, and 
religious and spiritual growth needs of those families including Bible study and 
spiritual teaching.  There are many opportunities for reaching out to those in the 
community. 
  
On Matters of Faith and Preference:  Those who are strongly or somewhat 
involved in their faith make up almost 75% of the population.  This is 
considerably higher than the national average of 65%.  Even though only 25% of 
the population is not involved in their faith it makes up over 7,000 people in the 
study area.  Those residing Northwest of Highway 60 indicate the least interest in 
Faith Involvement. Target these areas to reach out to the unchurched. 
 
The worship style preferences need to be distinguished from music style 
preferences.  The music style preference is traditional but the worship service 
style is contemporary/informal.  Note that most people prefer to have a diversity 
of both music and worship styles.  In doing service planning have a good blend of 
musical styles. 
 
Develop one or two objectives that are designed to reach the segment of your 
community that is looking for the churches help.  Offer a yearly marriage 
enrichment seminar with an outside speaker. Offer the seminar with childcare 
provide. Make sure you provide as good of a program for their children as for the 
adults. This will help make connects in both areas.  Also, there is a great desire 
that the church provide Bible Studies and Prayer Groups that nurture and support 
their growth in the faith.  Church-wide as well as small group opportunities should 
be explored. 
 
Key Values Indicator: The three of the top four key values expressed in your 
community are related to the structure of the family and society:  the traditional 
family, public education and the formation of moral values.  The other key value 
indicated is belief in God.  The church would do well to make the connections of 
God to the family and societal structures and the ethical values of the culture. 
  
On Giving Potential:  The giving potential is average. The smaller the gift he 
more likely they are to give. This may not only represent the strapped financial 
resources of the community, but also may reflect their religious and social 
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interest.  There is a clear indication that connection to a Godly purpose increases 
commitment to financial giving.  When trying to encourage new attendees to give, 
start with suggesting they give what they can. Then move them along slowly 
towards greater investments in time and resources.  Connect their giving to the 
compelling purposes of God. 
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Demographic Overview 
 

Population   [Who Lives Here?] 
 

 
Populations  

Study 
Area 

National 
Average  

Study Area 
Trend by 

2013 

National  
Trend by 

2013 
Population  28,102 NA Increasing 

1.7% 
Increasing 

4.6% 

Average 
Age 

36.6 37.3 Aging to 
37 

Aging to 
38.3 

Average 
Household 
Income 

$60,857 $66,670 Increasing Increasing 

Households  9,284 NA Increasing by 
1.6% 

Increasing 

 
Implications: The community in your study has a stable population, less affluent 
than the national average.  
 
Recommendations/Comments:  Recognize that the majority of the population 
within the study area is about average age and will continue that trend over the 
next 5 years.  This is an area that is high in “Millenials” and has a below average 
income. The population is increasing, but at a rate less than half of the national 
average.  Even though the percentage of “Silents” and “Builders” (those age 66 
and over) is above the national average, those receiving retirement income 
(8.4%) is half of the national average of 16.7%. 
  
The percentage of Owner Occupied housing units (80.7%) is significantly higher 
than the national average of 66.2%.  Most of these units are single family homes 
(86.6%).  Also, at the present, of 25% of these homes are for sale as compared 
to the national average of 13.7%. 
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Ethnic   [How Diverse Is This Population?] 
 
Based upon the total number of different groups present, the racial/ethnic 
diversity in the area is somewhat low. 
 

 
Ethnicity 

Study 
Area 
 % 

National 
Average  

Study 
Area 

Trend by 
2013 

 2013 
Projection 

% 

White  93.7 69.1 Decreasing 91.7 

Hispanic -Latino  4.7 12.5 Increasing 6.9 

Asian -Other  1.2 6.4 Increasing 1.3 

African -American  0.4 12.0 Increasing 0.5 

  
Implications: Compared to the national average you community is considerable 
less ethnically diverse. 
 
Recommendations/Comments: Continue to target Anglos, but look for ministry 
opportunities to the growing Latino ethnic segment of the population.  The Latino 
community will almost double in the next five years.  
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Employment  [What Do They Do?] 
 

Education  Study Area  National Ave rage 
High School  82.9% 80.4% 

College  21.1% 24.4% 

 

Jobs  Study Area  National Average  
White -Collar  53.6% 60.3% 

Blue -Collar  46.4% 39.7% 

Female Workers  65.3% 54.2% 

With Children  61.1% 66.2% 

Unemployed  1.2% 3.7% 

 

Drive Time  Study Area  National Average  
Minutes  12.9 25.5 

Car Alone  72.5% 75.7% 

 
Implications: Compared to the national average, the study area has more Blue-
Collar workers and more females in the workforce. 
 
Recommendations/Comments: The work force within the study is slightly less 
educated and has a larger number of women in the work force than the national 
average.  Unemployment is very low (1.2%).  People do not commute a long 
distance to get to work.  Even though the percentage of women working who also 
have children is lower than the national average, the percentage (61.1%) is still 
significant enough to warrant consideration of church programming to working 
families with children:  Day Care Programs, Before & After School Programs, etc. 
. . 
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Trends  [Where Are We Headed?] 
 

Consistent Upwa rd  
Trends  

Consistent Downward 
Trends 

Population Average Annual Growth Rate 
Population Density White 
Households Boomers [Born 1943-1960] 
African Americans Silents [Born 1925-1942] 
Hispanic/Latino Builders [Born 1924 and earlier] 
Generation Z [born 2002 and later]  
Average Age Household Incomes in all categories 

below $75,000 
Average Household Income Required Formal Schooling [Ages 5-

17] 
Median Household Income Families, Empty Nesters [Ages 35-54] 
Per Capita Income Age Groups: 10-17, 44-44, 75-84 
Household Income $75,000+  
College years [Ages 18-24]  
Singles and Young Families [Ages 25-
34] 

 

Enrichment Years [Ages 55-64]  
Age Groups: 55-64, 85+  
 
Implications: There are more upward than downward trend in the study area. 
 
Recommendations/Comments:  Don’t confuse upward and downward trends 
with the present status and social influence of each group.  While Anglos are on 
a downward trend, for example, they will continue to be the largest segment for 
years to come.   Note that while population and population Density are upward 
trends, the Average Annual Growth Rate which is already below the national 
average will continue to trend downwards.  “Generation Z” is the only 
generational segment that is trending upwards.  This matches the upward trend 
of Singles and Young Families, ages 25-34.  Thus, families with young children 
are an upward trend in the community. 
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Lifestyle Groups  [Which Lifestyles Make Up This Population?] 
 
Definition: The U.S. Census Bureau created “Lifestyles Groups” by combining 
similar U.S. Lifestyles Segments.  There are a total of 50 segments. These 50 
segments are combined to create broader groups together to provide a snapshot 
of the U.S. population.   
 

Lifestyle Group  Study Area %  National %  
Rural Families  46.6 13.1 

Middle Ame rican 
Families 

35.8 31.4 

Senior Life  14.3 6.9 

Young and 
Coming 

1.5 14.7 

Ethic and Urban 
Diversity 

1.3 18.4 

Affluent Families  0.3 15.1 

[Please refer to page 79 of the Source Book for the 50 Lifestyle descriptions.] 
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Lifestyle Diversity 
  

Lifestyle  
Segments  

 

21 
 

Of 
 

50 
 
Definition: The U.S. Census Bureau has designated 5 0 different Lifestyle 
Segments. These 50 segments are based upon unique c ombinations of 
over 100 demographic, socio-economic and financial variables. With only 
21 of the 50 U.S. Lifestyles Segments represented t his is a somewhat low 
representation. [Note: the following descriptions p ertain to the nation in 
general, not the study area in particular].  

 
Top Segment: 
 

#38 Rural Working Families 38.1% of all households  
  
This segment is: 
         

�  The largest segment representing 38.1% of all households.  Compared to 
the national average of 8.8%, this segment has a density that is over four 
times the norm. 

�  This highly rural segment has an above average of workers employed in 
farming, forestry, and fishing occupations.  Education and income are below 
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the national average.  Owner occupied housing is high, with mobile homes 
representing one in five housing units.  Ownership of vehicles, especially 
pickup trucks, is high. 

�  This segment is significantly more involved with their faith than most, and 
their belief in God is well above the national average. 

�  Religious affiliations highest above average are Holiness, Baptist, Methodist, 
Adventist, Lutheran, and Pentecostal. 

�  The primary concerns of this group are Divorce, Finding a Good Church, 
Finding Spiritual Teaching, Problems in Schools, Adequate Food, and 
Health Insurance. 

�  Asked to identify the programs and characteristics they would prefer in a 
church, these households are more likely to choose Bible Study and Prayer 
Groups, Divorce Recovery Programs, Care for the Terminally Ill, Food 
Resources, and Youth Social Programs.  This segment ranks nearly last for 
Cultural Programs. 

 

Second Segment 
 

#16 Established Country 
Families 

11.4% of all households   

 
This segment is:  

�  The second largest, representing 11.4% of all households. Compared to the 
national average of 6.4%, this segment has a density almost two times the 
national norm.  

�  This mainly rural segment has fewer young adults and seniors than most, 
with an above average number of married individuals. Virtually all 
households have vehicles, most have two or more, and the segment ranks 
at the very top in households having three or more vehicles.  

�  Median household income is somewhat above average, while education 
beyond high school is below average. Blue-collar occupations account for 
half of all workers, with the segment ranking first in the number of precision 
production and crafts personnel.  

�  Not surprisingly, given their rural homes, they rank first in ownership of riding 
lawn mowers, chain saws and trucks.  

�  Faith involvement tracks very close to the national average in all categories. 
Religious affiliations highest above average are Adventist, Congregational, 
Methodist, Lutheran and Presbyterian/Reformed.  

�  Primary concerns are Childcare, Parenting Skills, Finding Spiritual Teaching, 
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Adequate Food, Problems in Schools and Time for Recreation/Leisure.  
�  This segment contributes more to religious organizations and less to 

charities and educational institutions than the national average.  
�  Asked to identify programs and characteristics they would prefer in a church, 

these households are more likely to indicate Divorce Recovery Programs, 
Marriage Enrichment Opportunities, Youth Social Programs, Family 
Activities, and Bible Study and Prayer Groups. 
 

Third Segment 
 

#18 Working Urban Families 10.9% of all households 
 
This segment is: 

�  Working Urban Families which represents 10.9% of all households.  
Compared to the national average of 4.0%, this segment has a density that 
is almost three times greater than the norm. 

�  This primarily urban segment is spread across all age groups with slight 
over-representation of young families with children.  Their incomes are 
above average while their educations somewhat below average. 

�  Faith involvement is somewhat lower than the national average, and a 
higher percentage than the norm feel that the changing racial/ethnic face of 
America is a threat to our national heritage. 

�  Contributions to religious organizations are about average, while 
contributions to charities and educational institutions are less. 

�  Religious affiliations highest above average are Unitarian/Universalist, 
Pentecostal, Eastern Religions, Lutheran, and Catholic.  

�  The primary concerns of this group are Parenting Skills, Employment 
Opportunities, Adequate Food, and Day-to-Day Financial Worries.  Fewer 
than the national average indicated that they would rather be left on their 
own without interference from a leader. 

�  Asked to identify the programs and characteristics they would prefer in a 
church, these households are more likely to choose Marriage Enrichment 
Opportunities, Daycare Services, 12-Step Programs, Church-Sponsored 
Day School, Youth Social Programs, and Personal or Family Counseling. 

 
 
Implications: Compared to the national average the study area is very high in 
“Rural” segments which make up almost 65% of the population. 
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Recommendations/Comments: The top three individual lifestyle segments 
(Rural Working Families, Established Country Families and Working Urban 
Families) make up over 56% of the population.  These three segments only make 
up 19.2% of the population nationally.  The common concerns of these top 
segments include Finding Spiritual Teaching, Problems in Schools, Adequate 
Food and Parenting Skills.  The church programs which these segments desire 
include Bible Study, Prayer Groups, Divorce recovery Programs, Youth Social 
Programs and Marriage Enrichment Programs. 
 
 

Family Structures  
[Your area can be described as very traditional due to the above average 
presence of married persons and two-parent families.] 
 

Status  Study Area %  National %  
Married [Over age 
15] 

62.6 56.5 

Single  29.0 27.1 

Divorced/Widowed  8.4 16.4 

Married Couple 
Households with 
Children 

89.9 68.9 

 
Implications:  Compared to the national average the community has a higher 
percentage of married couples and a lower percentage of divorced/widowed. 
 
Recommendations/Comments: The extremely high density of married couples 
and couples with children and working two or more jobs is surprising, as is the 
low density of the Divorces/Widowed. The reasons for this should be explored 
further and be seen as a ministry opportunity for continuing strong marriages and 
families.  Ministries that address the needs of these hard working families with 
children will be important, including parenting seminars and childcare issues. 
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Generational Grouping  [Shared Coming of Age Experience] 
 

 1st  
LARGEST  
Millennials [age 7 to 26; born 1982 – 2001] the you ngest living generation; 
they will have a different childhood. While those o n the early end of this 
generational cohort will suffer from the fiscal cri ses of our public 
institutions, family and the care of children.  The y are comprised of 9,912 
persons or 35.3% of the total population in the are a as compared to a 
national average of 25.5%.   
 

2nd LARGEST 
Survivors, age 27 to 47 [born 1961 to 1981] compris ed of 6,471 persons or 
23.0% of the total population in the area. These ar e the neglected children 
of the younger Silents and the Boomers. Their paren ts’ generation was so 
busy in pursuit of the ‘self’ that they left their children to fend for 
themselves. And they have become quite good at it; they will survive. 
 

3rd LARGEST  
Boomers [age 48 to 65; born 1943 to 1960: A generat ion of idealists; born 
and raised during the postwar boom era]. Comprised of 5,380 persons, 
make up 19.1% of the population compared with the n ational average of 
22.1%.  They will decline as a percentage of the po pulation. 
 
Most Significant 
Generation Z [age 6 or less; born 2002 and later] a lthough small in 
numbers, may be a group of significant interest.   Although non-existent 6 
years ago, Generation Z now comprises 9.1% of the p opulation [2,569] and 
is projected to increase to 15.4% by 2013.  In othe r words, it is anticipated 
that 4,405 children between the ages of 0-11 will l ive in this study area in 
the next 5 years.  
 
Implications: Compared to the national average the study area has a very high 
percentage of Millenials (ages 5 to 26).  This may be due in part to the presence 
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of Northwestern College.  The only generational segment trending up is 
Generation Z (age 7 and under). 
 
Recommendations/Comments:  The two largest generational segments, 
Millenials (ages 7-26) and Survivors (ages 27-47) will remain steady while 
Generation Z (ages 6 and under) is the only segment increasing as a percentage 
of the population.  Thus, the children of the older Millenials and the Survivors 
may be the most important generational segment for the church to reach out to 
and serve.  The needs of the young children and their parents will provide many 
significant ministry opportunities. 
 
 

Expressed Concerns   [Clues for Ministry Opportunities] 
 

Concerns Above the 
National Average 

Concerns Below the 
National Average 

Finding/Providing Health Insurance Finding Affordable Housing 
Dealing with Alcohol/Drug Abuse Finding/Providing Aging Parent Care 
Dealing with Teen/Child Problems Neighborhood crime and Safety 
Dealing with Abusive Relationships Dealing with Racial/Ethnic Prejudice 
Dealing with Divorce Dealing with Neighborhood Gangs 
Finding Retirement Opportunities Achieving Educational Objectives 
Finding a Good Church Finding Companionship 
Finding Spiritual Teaching  
 
Recommendations/Comments: The essential concerns in the study area are 
related to family issues of health care, including alcohol and drug addictions, and 
religious and spiritual growth needs of those families including Bible study and 
spiritual teaching.  There are many opportunities for reaching out to those in the 
community. 
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Matters of Faith  [What do they prefer?] 
 

Faith Involvement Level: 
 

Study Area  National 
Avg. 

40.2% 
Strongly 
Involved 

35.4 % 
Strongly 
Involved  

34.6% 
Somewhat 
Involved 

29.9% 
Somewhat 
Involved  

25.9% 
Not 

 Involved 

34.7% 
Not 

 Involved  
 

Religion/Church Preference: 
 

Rank Relig ion/Church  Study Area %  National %  
1 Catholic 23.7 23.7 

2 Lutheran 19.6 7.2 

3 Methodists 13.6 10.1 

4 Baptist 10.9 16.1 

5 Not Interested/ 
No Preference 

8.2 11.1 

 
Implications: Compared to the nation average the community is much more 
involved in their faith. 
 
Recommendations/Comments: Those who are strongly or somewhat involved 
in their faith make up almost 75% of the population.  This is considerably higher 
than the national average of 65%.  Even though only 25% of the population is not 
involved in their faith it makes up over 7,000 people in the study area.  Those 
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residing Northwest of Highway 60 indicate the least interest in Faith Involvement. 
Target these areas to reach out to the unchurched. 
 
Music Style Preference: 
 

 

Style 
Traditional 

23.8% 
Contemporary 

20.5% 
Both 

32.9% 
 

Interaction 
Performed  

18.0% 
Participatory 

24.4% 
Both 

34.8% 
 
Worship Service Preference: 
 

 
 

Style 

Emotionally Uplifting 
29.1% 

Intellectually 
Challenging 

8.9% 

Both 
40.9% 

 Traditional/Formal/ 
Ceremonial 

19.7% 

Contemporary/ 
Informal 
27.1% 

Both 
28.7% 

 
 
Recommendations/Comments: The worship style preferences need to be 
distinguished from music style preferences.  The music style preference is 
traditional but the worship service style is contemporary/informal.  Note that most 
people prefer to have a diversity of both music and worship styles.  In doing 
service planning have a good blend of musical styles. 
 
Church Programs Preference: 
 

Above Average Interest  Below Average Interest  
Bible Study Day Care Services 
Prayer Groups Church Sponsored Day School 
Marriage Enrichment Opportunities Cultural Programs 
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Implications: Compared to the national average your community has a greater 
than average desire for the church to help them with their faith and their 
marriages. 
 
Recommendations/Comments: Develop one or two objectives that are 
designed to reach the segment of your community that is looking for the 
churches help.  Offer a yearly marriage enrichment seminar with an outside 
speaker. Offer the seminar with childcare provide. Make sure you provide as 
good of a program for their children as for the adults. This will help make 
connects in both areas.  Also, there is a great desire that the church provide 
Bible Studies and Prayer Groups that nurture and support their growth in the 
faith.  Church-wide as well as small group opportunities should be explored. 
 

Church Architecture Preference: 
 

Style:  Traditional Light and Airy 
 
Mission Preference:  
 

Local  Global  “Glocal”  
Average Average Average 
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Key Values Indicator 
 

“It is important to preserve the traditional American family 
structure.” 

94.5% 

 

“Public education is essential to the future of American 
Society.” 

 

94.2% 

 

“I believe there is a God.” 88.4% 
 

“The role of Churches/Synagogues is to help form and 
support moral values.” 

 

84.0% 

 
 
 
Implications: Compared to the national average more people in your study area 
believe there is a God who is active in the world. 
 
Recommendations/Comments:   The three of the top four key values expressed 
in your community are related to the structure of the family and society:  the 
traditional family, public education and the formation of moral values.  The other 
key value indicated is belief in God.  The church would do well to make the 
connections of God to the family and societal structures and the ethical values of 
the culture.
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Contribution Potential  
 

Average  
Household 

Income  
[$]  

Giving  
 To 

Churches  

Giving  
To  

Charity  

Giving  
To 

 Colleges  

60,857 
At 

The National 
Average 

Below 
The 

National 
Average 

Below  
The 

National 
Average 

  
Implications: Compared to the national average the community gives about the 
same to churches but considerably less to other charities. 
 
Recommendations/Comments: The giving potential is average. The smaller 
the gift he more likely they are to give. This may not only represent the strapped 
financial resources of the community, but also may reflect their religious and 
social interest.  There is a clear indication that connection to a Godly purpose 
increases commitment to financial giving.  When trying to encourage new 
attendees to give, start with suggesting they give what they can. Then move 
them along slowly towards greater investments in time and resources.  Connect 
their giving to the compelling purposes of God. 
  


