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Glossary Of Planning Terms 
 

Mission Statement of mission or purpose; it describes the strategic 
direction and the intent of the organization. 
 

Values Our core beliefs; statements and ground rules of how we operate. 
 

Environmental  Analysis Factors, forces outside the organization that affect what the 
organization can and should be in the future.  A careful 
assessment helps to identify opportunities and threats. 
 

Internal Strengths and 
Weaknesses 

Identifies distinctive competencies as well as areas of weakness 
that may influence our ability to be competitive. 
 

Opportunities Identification of growth alternatives in terms of products and 
markets. 
 

Threats External forces that can significantly affect our ability to compete, 
for example:  competition, products substitution and changing 
market place needs. 
 

Vision  The direction we will go and the mountains we will charge and be 
on top of in three to five years; what we really want this 
organization to be in three to five years. 
 

Key Strategies Major thrusts and initiatives that outline where and how 
organizational resources (dollars, people, time, attention, etc.) will 
be directed: 

 Links mission, goal(s) and action plan(s) 

 Effective  “strategies” are consistent with: 
1. Organizational capabilities 
2. External situational analysis 
3. Competitive situation 
4. Desired degree of risks 
5. Desired time frame 

 
Goals Quantitative and/or qualitative statements of the desired 

outcomes and results.  The emphasis is on outcomes that indicate 
achievement of a part or all of a strategy.  Note: a number of 
planners use the term “objective” similarly to the way we are 
using “goals”. 
 

Action Plan Specific actions to implement the strategies and achieve the goals.   
They spell out:     

 What is going to be done 

 Who is going to do it. 

 When it is going to get done. 

 Where it is going to be done. 
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Mission Statement  
 

Camp Lutherwood Ministries 
 
 
 
 
 

Equipping God’s People  
Building community in Christ 

Living faith passionately 
Celebrating Creation 
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Guiding Principles/Values 
 

 

We Value…. 
 Community – Intentional, Christ-Centered Relationships 

 

 Faith – Faith Formation Through Bible Study, Sharing, and Experiential 

Learning 

 

 Leadership – Trained and Dedicated Professional Staff and Volunteers 

 

 Stewardship – Responsible Use of Our Resources and Facilities 

 

 Worship – Inspired Worship through Creativity and Music 

 

 Creation – Caring for and Interacting with God’s Creation 

 

 Play – Non-Competitive Play and Outdoor Recreation 

 

 Our Lutheran Heritage – Lutheran Theology, Congregations, Laity and 

Clergy 

 

 Partnerships – Collaborative Relationships with Congregations, Synods, 

Districts, Regional and National Organizations.   

 

 Discovery – Providing a Safe Place for Personal Discovery and the Cultivation 

of Servant Leaders. 
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Environmental  (External) Assessment  

for Camp Lutherwood Ministries  

Strategic Planning 2009 
 

Outdoor Ministry Trends 

Site and Facility 

 Improved and updated infrastructure with more capacity, environmentally sensitive, efficiency 

minded.  

 Adult high comfort retreat facilities (indoor focus – outdoor release) More like hotel style or 

conference style lodging that many of us are used to. With space to gather for meetings.  

 Low maintenance design 

 Hospitality, customer service focused 

 Quality focus: safe, attractive, clean 

 Year-round indoor recreation centers with flexible space 

 New or improved year-round sleeping and meeting facilities 

 New or improved summer only facilities 

Program Trends 

 Outdoor ministries are year-round (86%) and full service (63%) 

 Less supporting and more partnering, directing, and being a resource 

 Use of alliances/collaborations/partnerships  

 Renewed small group/relationship-building orientation to programs 

 Flexibility for participants (especially adults and families) 

 Family and intergenerational programs 

 Adult programs, Older adult programs, travel opportunities  

 Service learning opportunities for youth and adults (action-reflection) 

 Programs for young children (day camps in congregations, younger overnight camps) 
 Services provided for churches such as Worship and music, Youth ministry, & Leadership development 

 Specialty programs 

  “Center” approach to ministry (more off-site programs staffed by Center) 

Personnel Trends for Paid Staff and Volunteers 

 Improved employment/volunteer screening at many levels (child protection) 

 Improved education and training opportunities 

 Improved compensation and benefits 

 New professional opportunities 

 More out-sourcing of services like food, housekeeping, accounting, and maintenance.  

 More staff (full time and part time) 

 Increased flexibility in working arrangements 

 Increased problems such as maintaining quality, volunteers vs. need for staff, lawsuits, record 

keeping.  

Administration 
 Use of more technology such as Communication, Word processing, Database management.  

Improved hospitality and food service 

 Increased need for fundraising, marketing and planning.  

 Higher fees for programs and services 

 Declining funding from synods and congregations 

 Improved board education and function 
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80% of Lutherans are not in 

church on any one Sunday. 
(ELCA Research Department) 

 

Sunday School Attendance  

ELCA 1970 – 2005 
 

In the last decade 

we Lutherans have seen a 

 27% decline in infant baptisms 

 40% decline in confirmations 

 (60% since 1976) 

 40% decline in the number of  

 5th graders 

(ELCA & LCMS Research)  
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Region Specific   

 
In the Oregon Synod: 2001 – 2007  

 

Congregation members declined 11.5%  
Youth who become confirmed declined by 

16.8%  
 

 Estimated to be around 40 

professional Youth workers in our 

region serving Lutheran 

Congregations  

In the SW Washington Synod: 2001 – 2007  
 

Congregation members declined by 9.3% 
Youth who became confirmed declined by 
25%  

 

Our Lutheran Camps 
1/3 of our Lutheran Camps are flat lining 

1/3 of our Lutheran camps are growing 

1/3 of our Lutheran camps are facing decline 

1/3 of our camps are SMALL- (budgets < 

$300,000) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

1/3 of our camps are  

MEDIUM-SIZED - (budgets between $300,000 

and $1 million) 

1/3 of our camps are LARGE - (budgets > $1 

million)  
 
2009 will be the tipping point for 10% of them 
MJ Murdock Camp Leadership Roundtable February, 

2009 
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The competition:  
273 Camps in Oregon according to www.mysummercamps.com 

42 Christian Residential Camps in Oregon.  
 

The following three ministries we believe are our biggest competitors on three 
different levels.   

1. Camp Harlow – located in Eugene, run by 1st Baptist Church in Eugene. They 

are sort of the first camp that people think of when they are looking for a 

nearby camp for their younger children whether it be for residential camp or 

they also offer day camp most weeks of the summer. Most churches in this 

area especially non denominational are promoting Camp Harlow for their 

youth.   

2. Wild Horse Canyon (Washington Family Ranch) – Young Life Camp near 

Antelope Oregon. A lot of our Oregon and Washington Lutheran Youth 

Groups are using their facilities and attending programs they host at their site. 

They are available for rent during non summer season. Our LCMS district 

hosts their youth gathering events there.  

3. Lutherhaven Ministries – Couer d’Alene, ID. Lutherhaven has come to 

dominate the Lutheran Servant Event Market in the Pacific Northwest. Most 

Lutheran Servant Event groups come from the Midwest and groups will make 

the decision that they want to come to the Pacific Northwest and their fist 

choice will usually be the Servant Program at Shoshone Base camp as a part 

of Lutherhaven.   

 

Demographic and Economic Outlook – Source Oregon office of Economic 

Analysis 

 In July of 2008, the population of Oregon reached to about 3.8 million 

people.  

 The overall population growth is expected to be slower than normal and is 

forecast to grow at 1.14 percent through 2015.  

 The K-12 (ages 5-17) (Camper Age group) is expected to grow even slower 

through 2015 and depends heavily upon the economic ability of our state to 

produce jobs and draw families into the state.  

 The young adult population (ages 18-24) who represent potential staff, future 

camper parents: their growth is projected to be even slower with .01 percent 

growth through 2015.  

http://www.mysummercamps.com/
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 It is forecast that Oregon will have lost 5.1 percent of its jobs during the 2009 

year.  

 Oregon closely tracks the national trends in economic growth and contraction 

in most cases. The unemployment rate statewide continues to hover around 

10 percent in the middle of 2009.  

 The State of Oregon does not forecast economic growth in our state until the 

second half of 2010 and does not expect job number to come back to normal 

levels until 2013.  

 Oregon’s seasonally adjusted unemployment rate as of April 2009 was 

approximately 12.0 percent compared with 11.0 in March. 

 In April Oregon’s seasonally adjusted nonfarm payroll employment declined 

by 9,500 jobs, following a drop of 9,700 in March. Each of these two months 

experienced large job losses, but the losses were not as substantial as some of 

the monthly job losses in the prior five months when, 22,000 were lost un 

February, and 13,000 were cut in January. 

 Major industries continued their employment trends of recent months. Four 

of these large industry categories cut employment on a seasonally adjusted 

basis: manufacturing and construction were each down 3,100 jobs; 

professional and business services cut 3,800; while trade, transportation, and 

utilities shed 1,400. Two of the major industries continued their long-term 

jobs: government’s seasonally adjusted employment rose by 2,000. 

Educational and health services added 400 jobs. 

 Oregon Real Estate Trends: Home foreclosures – 21,330; Average foreclosure 

sales price - $227,734. One in every 159,125 housing units received a 

foreclosure filing in June 2009. Oregon ranks 14th in the nation for 

foreclosures.   

Where do Families spend their money? 

4.9 percent of expenditures go towards what is called Entertainment. Things like 
camp fall into this category. source Bureau of Labor Statistics 

 

According to current news articles, camps at the top market of expense are expected 

to see numbers decrease while parents look for better bargains for camp for their 
children during these times.  

http://marlacoleman.com/  Visit this website to discover more trends in camping, 
trends in how society views summer camp, trends in family values about camp. A 

blog run my Marla Coleman.  

http://stats.bls.gov/
http://marlacoleman.com/
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Opportunities 
Å Episcopal , Methodists, and Presbyterians, are working together on some 

level for Outdoor Ministry in Oregon.  

Å Service partnerships abound such as Youth Shelter and Food for Lane 

County 

Å User group partnerships with organizations willing to use our site each and 

every year to run their camp programs.  

Å Central Lutheran in Eugene is anxious to work with camp on their 
Christopherson Ranch property.  

Å Camp Lutherwood Washington – Doing Servant Events well – and Day 

camps not so well – opposite of Lutherwood OR. They are looking to run a 
satellite program in SW Washington.  

Å Triangle Lake Conference Center has been for sale but might be closing on 

sale very soon.  

Å Oregon Synod through OLYO (Oregon Lutheran Youth) providing several 

year round ministry programs – Camp Lutherwood often offering similar and 

competing programs.  

Å Neighboring Lutheran Camp Serene – what are they doing? 

Å Develop a great relationship with the Northwest District of the Lutheran 
Church Missouri Synod.  
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Celebrations and Challenges 
 

 

Celebrations/Strengths 
 

Staff & Volunteers: Talented, devoted, quality people with exceptional skills 

Leadership Development: intentional hands on opportunities to lead 

Outreach: Youth focus, day camp ministry 

Heritage: Lutheran Identity, 50 year history 

Environment: Able to be yourself, safe, open space, experiential learning 

opportunities, remote location, no cell phones, Narnia, swimming pool, retreat 

destination, sense of renewal, rustic facilities. 

Christian Message: Learning how to be a witness, learning to serve Christ, 

stewardship of the environment, worship 

Relationships: Small groups, small cabin size, counselor relationships 

Hospitality: Great food, great service 

Activities: Focused and engaging activities emphasizing teamwork and leadership 

Green: Conservation-minded, teaching a love for the outdoors and creation awareness 

Organizational Planning:  Board Development Workshop, Strategic Planning 

process 

 

 

Challenges/Weaknesses 
 

Finances: Fiscal situation, debt load 

Church Support: inconsistent congregational support 

Board Development – recruiting the needed skill set, more people involved 

Turnover: Inconsistent year round staff, turnover of youth workers in congregations, 

turnover of board members 

Distance of location – perceived to be either too close or too far 

Marketing: Limited advertising, weak public image, lack of Lutherwood 

Ambassadors in the community, communication needs improvement 

Rustic facilities - limited accessibility – limited for year round use 

WOW factor: Lack of “sizzle” in outdoor recreation program options, competing for 

kids time and attention, lots of alternatives from other camp programs 
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Camp Lutherwood Ministries 
 

2012 Vision 
 
 
 

Camp Lutherwood Ministries provides 
unparalleled faith formation 

in the Lutheran tradition. 
 

Accessible to all, we are a 
vibrant and sustainable 

outdoor ministry cultivating 
lives of faith and service. 
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Key Strategies 
 
 
 
 

1.  Establish an organizational structure that assures a    
    vibrant and sustainable future. 
 
 
2. Build and implement a system for sustainable financial  
    support 
 
 
3. Recruit and retain dynamic staff and volunteers 
 
 
4. Increase visibility and usage of the ministries of Camp    
    Lutherwood. 
 
 
5. Enhance and adapt ministry to the needs of people in a  
   changing world 
 
 
6. Commit to stewardship of place; site, facilities, resources 
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Key Strategy #1 
Establish an organizational structure that  
assures a vibrant and sustainable future 

 

Goal 1A:  
Form a feasibility task force to assess current organizational structure and 
recommend alternatives  

 
Outcomes: 

 Review Association model for effectiveness and relevance 

 Recruit a diverse group for task force to include: LCMS, ELCA, Business 
acumen, non profit  management, Association members participation 

 Establish time line for process and presentation to current Association  

 Look at other 501(c) (3) organizations organizational models 

 Consider partnership options with Methodist s, Episcopalians, 
Presbyterians 

 
Responsible Party: 

Board Chair and/or Exc. Committee  
Board of Directors  

 
Ideas: 
Á Local Business/Non-profit organi zations models ï what works 
Á Contact for models and recommendations: 

o ELCA Outdoor Ministry  staff ï Mark Burkhardt  
o NLOMA Board contacts 
o American Camping Association ï Oregon Trail Chapter 
o Technical Assistance CS, Portland Oregon 

Á Research Board Source ï www.boardsource.org 
  
 
Funding: 
General Operating Budget 
 
Due Date: 
First Draft  presented to board 2/1/2010  
Recommendations to Association 3/1/2010  

http://www.boardsource.org/
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Key Strategy #1 
Establish an organizational structure that  
 assures a vibrant and sustainable future  

 

Goal 1B:   
Strengthen current Board of Directors  

 
Outcomes:   

 Establish Governance Committee 

 Inventory current skill sets and determine gaps & needs 

 Recruit to those needed skill sets 

 Diversify the board membership; gender, LCMS, ELCA, Non-profit 
management skills, other board experience, financial skills 

 Commit to on -going board training and education  

 Implement application process  
 
Ideas: 
Á Assessment tool to determine gaps 
Á Use Consultant for annual trainings  
Á Well planned meetings and consistent attendance 
Á Annual board retreat  

 
 
Responsible: 

Current Board Chair 
 

 
Funding: 
General Operating Budget 
 
Due Date: 
12/1/09  
Ongoing 



17 | P a g e  

 

Key Strategy #1 
Establish an organizational structure that  
assures a vibrant and sustainable future 

 

 

Goal 1C:  Develop Committee and/or  Task Force structure as needed to support 
the    
                 mission of the organization  
  
Outcomes: 

 Prioritize committees/task force needed in the next 3 -6 months  

 Broad participation throughout the states (OR and  SW Wash) 

 Many people involved 

 Every committee/task  force would include a board liaison  

 Determine committee /task force  priorities and expectations  

 Area groups doing the work  

 Determine a system that will be successful for participation  
 
 
Responsible Party: 

Board of Directors 
Executive Director  

 
Ideas: 

Suggested Committees/Task Forces to consider as necessary to live out the 
mission:  
Á Resource Development ï could be several of these around the state 

with an overall goal and/or regional goals  
Á Governance ï on going quality assessment, legal due diligence 
Á Programï volunteers until staff are hired   
Á Personnel ï ongoing works with the Exec. Committee, could be the 

search committee until Exec. Director is hired  
Á Feasibility Task Force-for funding/participation/progra m 
Á Volunteer Task Force 
Á Marketing & Communication  

 
Funding: 

General Operating Budget 
 
Due Date: 

Jan 2010 
Ongoing 
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Key Strategy #1 

Establish an organizational structure that  
 assures a vibrant and sustainable future 

 
Goal 1D: 
 Commit to excellence and quality in all aspects of organizational 
operations  
 
Outcomes: 

 Renew accreditation by the American Camp Association 

 Maintain membership in Lutheran Outdoor Ministries (LOM -ELCA) and 
National Lutheran Outdoors Ministries Association (NLOMA -LCMS) 
organizations  

 Commit to continuing education for professional staff and board members  
 

Responsible: 
 Executive Director  
 Board of Directorôs 
 
Ideas: 
Á Consider membership with Association of Lutheran Development 

Executives (ALDE) for networking and education in fundraisi ng. 
Á Commit to an annual assessment process of all aspects of the organization. 
Á Understand the standards of the industry and move forward with quality 

and excellence in all areas of the organization. 
Á Develop plans to address any ñweakò areas as discovered by the 

assessment and evaluations. 
 
Funding: 
 General Operating Budget 
 
Due Date: 
 Accreditation by summer of 2012 
 Assessment/evaluation process determined end of 2010 
 Ongoing 
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Key Strategy #2 
Build and implement a system for sustainable financial support  

 
 

Goal 2A:   
 Develop comprehensive financial plan 
 
Outcomes: 

 Increased giving to the annual fund with emphasis on camperships 

 Continual donor cultivation and recognition  

 Pay off the debt load of the swimming pool and pool house 

 Commit to annual audit  

 Discover new funding opportunities  
 
 
Responsible Party and/or Committee/Task Force: 
 Executive Director  
 Board of Directors 
 Resource Development Committee/Task force 
 
Ideas: 
Á Establish checks and balances for financial management 
Á Money handling pol icies and procedures 
Á Separate the work of the Board Treasurer from the work of a bookkeeper 

and/or accountant.  
Á Consider contracting with fundraising consultant and/or hiring 

Development Director.  
Á Establish expectations for annual support from 100% of board members 

 
 
Funding: 
 General Operating Budget 
  
 
Due Date: 
 Begin planning by 2010 
 Implement audit practice immediately  
 Ongoing annual assessment of plan  
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Key Strategy #2 

Build and implement a system for sustainable financial support  
 
 
Goal 2B:   

Recruit Staff and Volunteers to support the comprehensive financial plan 
(Goal 2A) 

 
 
Outcomes: 

 Recruit experienced fundraising people to  a Resource Development 
Committee/Task Force as needed to support the financial plan  

 Consider hiring to the position of Dir ector of Development 

 Consider hiring (paid and/or volunteer) to the position of Director of 
Church and Community Relations  

 
 

Responsible: 
 Board of Directors 
 Executive Director  
 
Ideas: 
Á Create Job descriptions for committee and/or staff positions  
Á Consider Grant opportunities to support the financial plan  
Á Diverse group of individuals involved  
Á Resource Development committee/task force works with Executive 

Director and staff to plan events to support the plan, lead the donor 
prospect identification process, ask for in -kind donations, make annual 
goals for each individual on the committee, make solicitations for gifts  

Á Director of Church Relations would increase and cultivate all 
congregational relationships  

 
Funding: 
 General Operating Budget 
 Raise new funds initially  
 
Due Date: 
 Resource Development Committee by 2/2010 
 Phase in staff positions 2011-2012 
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Key Strategy #3 
Recruit and retain dynamic staff and volunteers 

 
Goal 3A:  Hire Executive Director  
 
 
Outcomes: 

 Qualified Director to move the organizatio n forward  

 Creation of leadership/staff team  

 Consistency in leadership 

 Grow the organization 
 

 
Responsible Party and/or Committees: 

Board of Directors 
Governance Committee/Task Force (see Goal 1C) 

 
Ideas: 
Á Create job description and expectation for Director  
Á Establish compensation philosophy and policy 
Á Recruit to the needs of the organization and to the skills needed to grow 

the organization in all aspects 
Á Board review of all personnel policies and make changes as necessary 
Á Commit to annual review of annual goals set and accomplished 
Á Executive Director develops and implements future staffing plan  

 
 
Funding: 

General Operating Budget 
Fund Raising for initial start up  

 
 
Due Date: 

Director in place by April 2010  
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Key Strategy #3 
Recruit and retain dynamic staff and volunteers 

 
 
Goal 3B: 
 Develop an increasing pool of well-trained volunteers  
 
Outcomes: 

 Recruit dedicated volunteers 

 Develop volunteer job descriptions, applications, policies, and related 
expectations 

 Greater retention of volunteers  

 Increased communication with all volunteers  
 

Responsible: 
 Executive Director  
 Site Director  
 
Ideas: 
Á Develop strong process and structure for recruiting and retaining 

volunteers  
Á Strengthen relationships with congregations and camper families  
Á Create a culture that welcomes and appreciates volunteer participation  
Á Provide volunteer training both in person and in writing  
Á Annual volunteer recognition  
Á Connect with Goal 1B 

 
Funding: 
General Operating Budget 
 
Due Date: 
Fall 2010 
Ongoing 
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Key Strategy #3 

Recruit and retain dynamic staff and volunteers 
  
Goal 3C: 

Provide quality summer staff orientation  
 

 
Outcomes: 

 Sound theology in curriculum and worship design  

 Solid understanding of risk management  

 Intentional leadership development & faith formation opportunities  

 Service component 

 Solid understanding of hospitality ï how and why 

 Parents will feel safe to bring their children to camping programs  

 Camp Lutherwood ministries will be safe for all emotionally, physically, 
and spiritually.  

 
Responsible: 
 Executive Director  
 Program Staff 
 
Ideas: 
Á Update current staff training manual.  
Á Consult with ACA, LOM, NLOMA organizations for key components 

included in staff orientation that are standards in the industry.  
Á Identify and recruit outside experts to train in specific areas such as: 

theology, worship, risk and safety, group process, adventure, hospitality. 
Á All staff will understand their role as mentor, guide, coach, and servant  

 
 
Funding: 
 General Operating Budget 
 
Due Date: 
 Begin May 2010 
 Completed by 2011 
 Ongoing assessment  
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Key Strategy #4 
Increase visibility and usage of the  

ministries of Camp Lutherwood . 
 

 

Goal 4A: 
Strengthen relationships with Lutheran and other congregations within 
the Oregon and SW Washington Synod and the LCMS Northwest District 
 

Outcomes: 

 Increased usage and participation from Lutherwoodôs constituency 

 Increased awareness of the ministries of Lutherwood 

 Develops stronger partnership with congregations 

 Congregations will support Lutherwood with annual funds, prayers, 
participation, and people  

 
 
Responsible Party: 
 Executive Director  

Director of Church & Community Relations (see Goal 2B) 
 Board of Directors 
 
Ideas: 
Á Nurture relationships with the Lutheran Congregations in the region for 

programming and sharing resources for ministry   
Á Build relationships with oth er non-Lutheran congregations within the 

constituency. 
Á Identify, train, and empower volunteers throughout Oregon and SW 

Washington to promote and encourage participation in the ministries of 
Lutherwood  

Á Continually assess the Lutherwood presence throughout the region and 
continually nurture relationships that will make camp known, accessible 
and loved. 

Á Market day camps to congregations 
Á Stay connected through one-on-one visits and the use of technology 

 
Funding: 
 General Operating Budget 
 
Due Date: 
 April 20 10 begin planning and implementation  
 On-going 
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Key Strategy #4 
Increase visibility and usage of the  

ministries of Camp Lutherwood . 
 
 
Goal 4B:   

Develop comprehensive marketing & communications plan  
 
 
Outcomes: 

 Increased Lutherwood presence at congregations, schools, meetings with 
influential stakeholders, and other organizational gatherings.  

 Increased user revenue 

 New user groups 

 Lutherwood is known and loved  

 Protocols and policies in place for web based technology 
 
 
Responsible Party and/or Task Force: 
 Marketing task force (to be established) See Goal 1C 
 Board Liaison 

Executive Director  
 
 
Ideas: 
Á Establish marketing committee to create marketing and communications 

strategies  
Á Promote Lutherwood ministries to college and university campus 

ministries st affs and networking with Lutherwood alumni  
Á Look at demographics of current campers to help guide marketing efforts 
Á Consistent communication with different constituency groups  
Á Retain qualified webmaster to enhance online presence ï consider 

contracting wit h professional marketing/communications consultant  
Á Maintain contact with past staff and volunteers for alumni support  
Á Assess current marketing techniques for relevancy and effectiveness 
Á Consider hiring a Marketing and Communications staff person  

 
 
Funding: 
 General Operating Budget 
  
 
Due Date: 
 Committee established by January, 2010 

 Develop marketing plan by April, 2010 

 Ongoing  
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Key Strategy #4 
Increase visibility and usage of the  

ministries of Camp Lutherwood . 
 
Goal 4C:  
 Increase diversity of partici pants   
  
Outcomes:   

 Create Programs that appeal to diverse populations and ages 

 Greater understanding and awareness of other cultures, ages, interests, 
abilities, etc. 

 Participation that reflects the diversity in our communities/state  

 Intentionally reach ing out to people in other walks of life  
 
Responsible: 
 Executive Director  
 Program Committee/Task Force 
 Site/Facilities Director  
 
Ideas: 
Á Hire diverse staff  
Á Elect a diverse Board of Directors 
Á Consider: ethnic, socio-economic, gender, age 
Á Track and report the diversity of our users 
Á Consider all abilities when planning program  
Á Connect with Strategy #6 for facility needs 
Á Connect with Goal 5A  

 
Funding: 
 General Operating Budget 
 Grants for special pilot projects  
 
Due Date: 
 Summer 2011 
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Key Strategy #5 
Enhance and adapt ministry to the needs of people in a changing world 

 
 
Goal 5A: Assess programmatic needs of the constituency 
 
 
Outcomes:  

 Focus groups throughout the Synod and District to determine needs 

 Offer collaboration to meet Synod and District min istry goals 

 Conversation/survey campers and families 
 

 
Responsible Party or Committee: 

Program Committee/Task Force (see Goal 1C) 
Executive Director  

 
Ideas: 
 

 Partner with Synod and District Staff for organizing focus groups  

 Evaluate current program offerin gs 

 Evaluate the current facility and site to determine ability to support 
program needs 

 Research what kind of programming youth, family, and congregations are 
wanting year round.  

 
 
Funding: 
General Operating Budget 
 
 
Due Date: 
Begin Fall 2010 
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Key Strategy #5 
Enhance and adapt ministry to meet the needs of people in a changing world 

 
Goal 5B: Develop a three year comprehensive program plan 
 
Outcomes: 

 Make adjustments to existing programs to meet needs identified in  
      Goal 5A and Goal 4C 

 Intentional prog ramming where vocation, service, leadership 
development, care of creation, and faith formation are key components 

 Program diversity for a diverse population  
 
Responsible: 
 Executive Director  
 Program Staff 
 Program Committee/Task Force 
 
 
Ideas: 
Á Explore off -site programming options throughout the year and region  

o Discuss opportunities with other denominational (Methodist, 
Episcopal, Presbyterian) camping organizations for shared site use 
and programs both with Lutherwood using other sites and other 
groups using the Cheshire site. 

Á Explore the expansion of the Creation Awareness program  
Á Develop and build  high ropes course for adventure program 
Á Connect with Goal 4C 

 
Funding: 
 General Operating Budget 
 Grant Opportunities  
 Fund Raising 
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Key Strategy #6 
Commit to  stewardship of place; site, facilities, resources 

 
 

Goal 6A: 
 Develop Natural Resource Plan 
 
Outcomes: 

 Current assessment of land and trees 

 Current assessment of all buildings in relation to the land  

 Understanding of the natural resources  

 Good Steward of place and space 

 Understanding how to sustain the land and space of Lutherwood 
 
Responsible: 
 Executive Director  
 Site/Facility Director  
 Board of Directors 
 
Ideas: 
Á Contact OSU Natural Resource Dept.  
Á Consider graduate students to use Lutherwood for project in developing 

the Natural Resources plan 
Á Know the viability of the land  
Á Eliminate invasive species  
Á Look at erosion and health of the creeks 
Á Age of trees and plan for healthy use of forest 
 

Funding: 
 General Operating Budget 
 New funds raised initially  
 Consider volunteer work from Graduate Students 
 
Due Date: 
 Year end 2011 
 Programs & site changes by summer 2012 
 Ongoing assessment 
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Key Strategy #6 
Commit to stewardship of place; site, facilities, resources 

 
 
Goal 6B: 
 Develop/Update Master Site Plan  
 
Outcomes: 

 Comprehensive site plan that follow future program needs ï see Strategy 
#4 and 5 

 Improved accessibility for a wider constituency  

 Increase accessibility and where we can, be barrier free 

 Annually evaluate facility needs ï at each site where program is offered 

 Camp Lutherwood ministries will be safer and more welcoming  
 
Responsible: 
 Board of Directors 
 Executive Directors 
 Task Forces  
 
Ideas: 
Á Facilities Committee and/or Task Force (see Goal 1C) reviews the site and 

creates plan for updates to increase accessibility and program needs 
Á Use of an ADA specialist to give a staff/board presentation  
Á Review other site options for special camp programs until Lutherwood is 

fully available for the identified program needs  
Á Consider site and facility as it relates to family program needs 

 
Funding: 
 General Operating Budget 
 Possible special campaign 
 Next Capital Campaign 
 
Due Date: 
 Completed by summer 2012 
 Ongoing assessment 
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MONITORING THE STRATEGIC PLAN 
(To be used by the Board of Directors or Executive committee or 
Planning Committee or Staff Committee on an annual basis) 

 

 
Review of goal accomplishment? 
 1.  What goals did we not accomplish? 
 2.  What goals did we fully accomplish or exceed? 
 3.  What goals did we change/modify? 
 4.  What goals did we delete? 

 
Review of basic documents for possible change 

1. Mission Statement 
2. Guiding Principles and Values 
3. Internal Organization Strengths and Weaknesses 
4. External Environmental Threats and Opportunities  
5. Vision Statement 

 
Review of Key Strategies 

1. Which of th e key strategies are: 
Á Fully accomplished? 
Á Partially accomplished? 
Á No longer relevant? 

 
2. What new key strategies do we need to add to our plan and what will be 

the outcome when we achieve the strategy?   
 
 
Write Additions to our Strategic Plan 

 1.  Write new Strategy 

 2.  Write new Work Plan including Goal  
 3.  Print/duplicate these additions and add to Strategic Plan  
 4.  Extend Strategic Plan out one more year 

 
 
 

Strategic Planning is a PROCESS  
more than a PRODUCT. 
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Strategic Planning Task Force 

Dick Bemrose - Gethsemane Lutheran, Portland 

Peter Berg - Prince of Peace Lutheran, Battle Ground, WA 

Steve Carlson ï Pastor at Emmaus Lutheran, Eugene 

Cindy Hart ï Memorial Lutheran Church, Vancouver, WA  

Peter Johnson ï Central Lutheran, Portland  

Elizabeth MacMahan ï Grace Lutheran, Corvallis 

Deb Mantey ï Oregon Synod of the ELCA, member of Milwaukie Lutheran 

Candy Snook ï United Lutheran, Eugene 

Mike Stone ï Treasurer of the Episcopal Dioceses of Oregon 

Tyler Wagner ï Director, Camp Lutherwood  

Andrea Scofield ï GSB Associate, Strategic Planning Facilitator 

 

Strategic Planning Process 

 

June 27, 2009   Task Force Meeting 

July 26, 2009    Task Force Meeting 

August, 2009    Survey constituency  

September 12, 2009   Task Force and Board Members Meeting 

October 18, 2009   Task Force Meeting 

November 1, 2009   Tack Force Meeting 

November 20,2009    Adopted at Board Meeting 


