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KETTERING PARKS, RECREATION AND CULTURAL ARTS 

2021-2025 COMPREHENSIVE MASTER PLAN 

COMPREHENSIVE MASTER PLAN 
 

The City of Kettering Parks, Recreation and Cultural Arts is a robust, customer-focused department, 

with a broad range of administrative plans and documents. The 2021-2025 Comprehensive Master 

Plan is a wide-ranging document incorporating both high level department strategy and division-

specific plans that provide the overall direction for Parks, Recreation and Cultural Arts. Prior to the 

creation of the 2021-2025 Comprehensive Master Plan, the department operated under the general 

guidance of the 2013-2017 Strategic Plan followed by a reassessment of operational structure and 

service implementation, called the Deep Dive, from 2017 -2020. Traditionally, the Strategic Plan for 

the department is created through evaluation and analysis of the community, with engagement 

from various stakeholders and is reviewed by department Leadership every five years. 

 

The 2021-2025 Comprehensive Master Plan is comprised of five chapters providing guidance on the 

department operations, facilities, programs and services. Chapter One provides context to the City 

of Kettering and the Parks, Recreation and Cultural Arts Department. Chapter Two lays out the 

department’s Strategic Plan utilizing the Balanced Scorecard approach. Chapter Three details the 

Park Master Plan including parkland acquisition, maintenance and development, while Chapter Four 

focuses on Recreation and Arts. Finally, Chapter Five demonstrates the department’s approach to 

Marketing and Communications.  
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CHAPTER 1 – INTRODUCTION 

 

1.1 KETTERING, OHIO 

 

The City of Kettering is in Montgomery and 

Greene counties in the U.S. state of Ohio. It is 

a suburb of Dayton and as of the 2010 

census had a population of 56,163, making it 

the largest suburb in the Dayton 

Metropolitan area. 

 

The area where the city of Kettering lies was 

settled from the late 1700s to the mid-1800s, 

largely as farmland. The population in the 

area started to grow, prompting the 

creation of (now defunct) Van Buren 

Township in 1841. In November 1952, 

township voters approved incorporating as 

the Village of Kettering. By 1955, the village's 

population had grown to 38,118, which 

qualified it to claim city status, with the 

official proclamation by the state on June 

24, 1955.  

 

The city is named for inventor Charles F. 

Kettering, who resided here from 1914 until 

his death in 1958. Charles Kettering is known 

for his numerous ground-breaking inventions 

and contributions to the Dayton area. From 

the 1950s to the 1970s, Kettering's population 

grew by more than 30,000 residents, many of 

whom relocated from Dayton to the suburbs 

following World War II.  

 

The city utilizes a council-manager form of government. 

Seven council representatives are elected for four-year terms 

on a non-partisan basis. They include the mayor, two at-large 

members, and one member from each of the four wards.  
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1.2 DEPARTMENT OVERVIEW 

AUTHORITY 

The City Charter establishes the municipality of Kettering, and outlines the Mayoral, City Manager 

and PRCA Department Director powers of authority. All citywide policy is established by the City 

Manager and disseminated to Department Directors. Under the direction of the PRCA Director and 

the Leadership Team, additional standards and resources are created to manage operations, 

programs and services. 

 

Suggested department policies or changes in departmental procedures are submitted by the 

supervisors to the PRCA administrative office for review and approval by the PRCA Director. As 

appropriate, changes in policies are reviewed with the PRCA Advisory Board, a citizen advisory 

board appointed by City Council. 

MISSION STATEMENT 

We are here to provide quality parks, recreation and cultural arts that make Kettering home.  

VISION STATEMENT 

We envision an exceptional and engaging parks, recreation and cultural arts department that 

improves the quality of life for everyone in our community. 

VALUES STATEMENT 

We make the experience successful for each customer through providing on quality service focused 

on community. 

 

The City of Kettering Parks, Recreation and Cultural Arts Department (PRCA) has a rich history serving 

the community dating back to 1954 when the city council established the first Parks and Recreation 

Board. Upon the formation of the Parks and Recreation Board, the first Parks and Recreation Master 

Plan was developed in 1964 to guide city leaders in its growth to better serve the community. In 1965, 

the Parks and Recreation Board conducted a survey of residents to justify the need to create a Parks 

and Recreation Department. From those results, the City of Kettering PRCA department was born. In 

1966, Bill Richwine was selected the first City of Kettering PRCA Director. Since then PRCA, has been 

recognized both nationally and locally for many of its parks, facilities, programs and initiatives 

through professional excellence in the field of parks and recreation. The National Recreation and 

Parks Association has selected the City of Kettering PRCA as a National Gold Medal Agency three 

times (1977, 1994, and 2014). In 1996, the department also became the first parks and recreation 

department in the state of Ohio to become nationally accredited. The department has since been 

re-accredited four times: 2001, 2006, 2011 and 2016. 
 

DEPARTMENT FACILITIES INCLUDE: 

 21 parks totaling over 350 acres including 17 shelters, 12 playgrounds, 15 tennis courts, 6 pickle 

ball courts, 43 baseball/softball diamonds, 18 football/soccer fields, 18 hole disc golf course, 18 

miles of median areas, a BMX track, nearly 10,000 street trees and four ponds for fishing. 

 Rob Dyrdek/DC Shoes Skate Plaza is a 40,000 square foot innovative street-style skateboard 

park created in partnership with Kettering-raised, skateboarding pro Rob Dyrdek. 
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 Rosewood Arts Centre is a 36,000 square foot former elementary school hosting 80,000 visitors 

a year through art classes, exhibitions, theatre and special events.  

 Kettering Recreation Complex is a 152,000-square-foot facility that is home to the Charles I. 

Lathrem Senior Center, the Kettering Ice Arena, a fitness center, a lap pool and spa, a 

multipurpose 3-court gymnasium, an indoor track, a nursery, aerobics and fitness rooms, 

meeting rooms and more. 

 The Kettering Fitness and Wellness 

Center is a 5,200 square foot fitness 

facility built in partnership with the 

Kettering City Schools that includes a 

fitness center, an indoor track and a 

fitness studio. 

 Adventure Reef Water park is a 

seasonal, outdoor water park on 3-

acres featuring slides, a splash pad 

and a large water playground with 

attendance of over 60,000 per season. 

 The Charles I. Lathrem Senior Center is 

a 16,000 square foot facility dedicated 

to serving over 1,100 members, and 

features a commercial-grade kitchen. 

 Habitat Environmental Center is a 

4,900 square foot facility dedicated to 

year-round environmental education 

programming. 

 Polen Farm is a 19th-century farmhouse and barn on 15 acres of landscaped grounds, hosting 

community concerts, department programs and private events.  

 The Kettering Ice Arena hosts over 11,000 guests each year for lessons, open skate, rentals and 

team activities. 

 Fraze Pavilion for the Performing Arts is a 4,300 seat outdoor amphitheater that presents 

between 50-60 concerts during a summer season that begins Memorial Day and continues 

through early September. 
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LEVELS OF SERVICE (LOS) 

PRCA measures a level of service (LOS) defined as meaningful access to parks, public spaces and 

facilities for Kettering residents. The NRPA Park Metric standard of 10 acres to 1,000 people is not an 

ideal measurement for determining the department’s LOS due to population density within the highly 

developed city footprint. Instead, the PRCA LOS was determined with data from the American 

Community Survey, Esri and GIS mapping tools, looking at both a straight line distance and a 

perimeter mapping tool showing true walking distance. This performance measure was also applied 

to PRCA facilities. Note that the 2010 census population of 56,163 Kettering residents was used to 

determine percentages in the following information. 

 

Using a ½ mile radius tool from the address of each park, data for households and populations was 

compiled, using a perimeter mapping tool true to walking route access. This provides more accurate 

numbers for physical access and barriers to parks and facilities, instead using streets and sidewalks.  

 

With the 21 parks that PRCA owns and maintains, 24,619 people, or 11,441 households, live within a ½ 

mile radius of a park. Approximately 43% of residents live within a 10-minute walk to a PRCA park. 

 

With the 7 facilities that PRCA owns 

and maintains, 7,686 people, or 

3,743 households, live within a ½ 

mile radius of a facility. 

Approximately 14% of Kettering 

residents live within a 10 minute walk 

to a PRCA facility. 

Equitable access and affordability 

to the City’s resources, including 

PRCA services, land and facilities 

are a priority our administration, with 

ongoing research into Kettering 

populations and demographics to 

determine strategies for outreach 

initiatives, park land development 

and facility locations. Thoughtful 

and strategic connections to 

residents who may not live or utilize 

City and PRCA services (such as 

living beyond the ½ mile perimeter 

of a park or facility) include several 

outreach activities, including 

Kaleidoscope: Art and Nature on 

Wheels, the Bike Kettering program, 

and Cities of Service.  

  

Figure 1 - Detail of ½ mile or 10 minute walk (brown) or 15 minute walk (green) to the 

Habitat Environmental Education Center. 
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GUIDING PRINCIPLES AND QUALITY SERVICE FOCUSED ON COMMUNITY 

The Department developed guiding principles to establish a direction for all employees and their 

interactions with all customers. This includes the operational philosophy and the value statement for 

the department, “Quality Service Focused on Community.”  Quality Service Focused on Community 

(QSFOC) is interwoven in the execution of the department’s guiding principles and the Balanced 

Scorecard (see Chapter 2), and often is the framework for interdepartmental staff meetings.  
 

PRCA TEAM MEMBER’S BEHAVIORS: 

Customer Centered: Team members will strive to ensure that all customers encounter a positive 

feeling and gain personal satisfaction through all services provided.  

 

Innovative Thinking: Team members will consider and apply original thoughts and perspective toward 

new ideas and problem solving. 

 

Strive for Excellence: Team members will make every effort to attain outstanding quality in all 

operations and program delivery. 

 

Collaborative Spirit: Team members will 

strive and seek interactive ways to work 

together with the intent to create 

synergy for exceptional service to the 

customer and community. 

 

Positive Engagement: Team members will 

serve customers with an affirming 

interaction. 

 

Communication: Team members will 

aspire to communicate with each other, 

understanding the need to keep the flow 

of information transparent, timely and 

relevant.  

 

Lean Towards Yes: Team members will 

seek ways to provide a positive view for 

decisions.  

 

  

 

DEPARTMENT SUPERVISORY STAFF  

 

LEADERSHIP TEAM 
Mary Beth O’Dell, Director  

Shauna Lewallen, Recreation Superintendent 

Shayna V. McConville, Division Manager of Cultural Arts 

Gary Schussler, Parks Superintendent 

Rachel Sherwood, Fraze Pavilion Operations Manager  

Lindsey Whitley, Secretary 

 

MANAGEMENT TEAM 
Matt Byrd, Parks Manager 

Drew Corbett, Recreation Manager 

Chris George, KRC/CIL Facility Manager 

Tony Habart, Ice Arena Manager 

Barry Sanders, Parks Manager 

 

SUPERVISORY TEAM 
Lindsey Curry, Fitness and Wellness Supervisor 

Andy Dailey, Cultural Arts Program Supervisor 

Jennifer Giessler, Senior and Adult Program Supervisor 

Rebecca Grushon, Aquatic Supervisor 

Jake Hensel, Sports Supervisor 

Breck Jordan, Fraze Pavilion Merchandise & Ticket Supervisor  

Kerri Miles, Environmental Education Supervisor 

Addie Weaver, Program & Youth Development Supervisor 

 

See Appendix A for a full Department Organizational Chart 
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THE DEPARTMENT’S GUARANTEES: 

 Define Needs and Create to Match: The Department will continuously evaluate and identify 

customer needs and align with customized products and services. 

 Prioritize Quality and Value: The Department will seek to deliver a high quality product or 

service with associated price point 

 Inclusive: The Department will provide access to products and services to all people. 

 Measure and Evaluate: The Department will use metrics and data to seek continuous 

improvement. 
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1.3 KETTERING DEMOGRAPHICS  

 

This section reviews the City’s total population and its key characteristics such as age segments, race, 

ethnicity and income levels. Future projections are based on historical patterns and unforeseen 

circumstances during or after the time of the analysis could have a significant bearing on the validity 

of the projected figures. Demographic data was obtained from U.S. Census Bureau and from 

Environmental Systems Research Institute, Inc. (ESRI). All data was acquired in February 2018 and 

reflects actual numbers as reported in the 2010 Census, and estimates for 2017 and 2022 as obtained 

by ESRI. Straight line linear regression was utilized for 2027 and 2032 projections. 

 

POPULATION & HOUSEHOLDS 

The City’s population experienced a slight decrease over the last decade, roughly -1.46% since 2010 

which is the opposite of the national trend (0.87% annual growth rate over the same period). The 

total number of households also has experienced a similar decrease in recent years (-0.73% since 

2010).  

 

Currently, the population is estimated at 55,344 individuals living within 25,241 households. Projecting 

ahead, the total population and total number of households are both expected to continue 

decreasing over the next 12 years, but at a slightly slower rate than years past. Based on 2032 

predictions, the City is expected to have just over 54,000 residents living within 24,956 households. 

 

AGE SEGMENT 

Evaluating the City by age segments, the population is aging rather quickly, with a median age of 

42.1 years old. This is above the US median age of 38.2 years. Assessing the population as a whole, 

the City is projected to continue its current aging trend. Over the next 12 years, the 55+ population is 

expected to gain an additional 7% of the distribution of the total population. This is largely due to the 

increased life expectancies and the remainder of the Baby Boomer generation shifting into the senior 

age groups.  

 

The table below is a summary of Kettering’s demographic figures. These figures are then compared 

to the state and U.S. populations. This type of analysis allows the City to see how its population 

compares on local and national scale. Highlighted cells represent key takeaways based on the 

largest discrepancies between Kettering population and Ohio’s/ U.S. populations, which include: 

1. Lower Population Growth Rate 

2. Lower Household Growth Rate 

3. Less Diverse Population 

 

RACE & ETHNICITY  

The minimum categories for data on race and ethnicity for Federal statistics, program administrative 

reporting and civil rights compliance reporting are defined as below. The Census 2010 data on race 

are not directly comparable with data from the 2000 Census and earlier censuses; therefore, caution 

must be used when interpreting changes in the racial composition of the US population over time. 

The latest (Census 2010) definitions and nomenclature are used within this analysis. 
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American Indian – includes a person having 

origins in any of the original peoples of North 

and South America (including Central 

America), and who maintains tribal affiliation 

or community attachment  

 

Asian – includes a person having origins in 

any of the original peoples of the Far East, 

Southeast Asia, or the Indian subcontinent 

including, for example, Cambodia, China, 

India, Japan, Korea, Malaysia, Pakistan, the 

Philippine Islands, Thailand and Vietnam 

 

Black – includes a person having origins in 

any of the black racial groups of Africa 

 

Native Hawaiian or Other Pacific Islander – 

includes a person having origins in any of the 

original peoples of Hawaii, Guam, Samoa, or 

other Pacific Islands 

 

White – includes a person having origins in 

any of the original peoples of Europe, the 

Middle East, or North Africa 

 

Hispanic or Latino – is an ethnic distinction, a 

subset of a race as defined by the Federal 

Government; this includes a person of 

Mexican, Puerto Rican, Cuban, South or 

Central American, or other Spanish culture 

or origin, regardless of race 
 

Note: The Census Bureau defines Race as a 

person’s self-identification with one or more 

of the following social groups: White, Black 

or African American, Asian, American Indian and Alaska Native, Native Hawaiian and Other Pacific 

Islander, some other race, or a combination of these. Ethnicity is defined as whether or not a person is 

of Hispanic/Latino origin.  
 

The service area’s current population is predominately White Alone. The 2020 estimate shows that 

91% of the population falls into the White Alone category, while the Black Alone category (3%) 

represents the largest minority. The racial diversification of the City is less than the national 

population, which is approximately 70% White Alone, 13% Black Alone and 7% Some Other Race. The 

predictions for 2032 expect the population to become slightly more diverse, with minor decreases in 

the White Alone population accompanied increases among all other races. 
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The City’s population was also assessed based on Hispanic/Latino ethnicity, which by the Census 

Bureau definition is viewed independently from race. It is important to note that individuals who are 

Hispanic /Latino can also identify with any of the racial categories from above. Based on the 2010 

Census, those of Hispanic/Latino origin represent 2.7% of the service area’s current population, which 

is much lower than the national average (18.1% Hispanic/Latino). However, the Hispanic/Latino 

population is expected to continue growing over the next 12 years, increasing to 4% of the City’s 

total population by 2032. 

 

HOUSEHOLD INCOME 

The City’s per capita income is currently $31,832, which is just above the national average ($30,820). 

Kettering’s median household income ($52,508) is slightly below the national average of $56,124. 

Both per capita income and median household income are expected to continue growing over the 

next 15 years increasing 44.1% and 38.0% respectively. 

 

SUMMARY OF KEY DEMOGRAPHIC FINDINGS 

 The City’s population annual growth rate (-0.21%) is significantly below the national (0.87%) 

growth rate.  

 Kettering’s average household size (2.17) is lower than the U.S.’s (2.59) average household size. 

 When looking at age segments, the service area’s percentage distribution is older than that of 

the nation distribution, with 34% of the population being over the age of 55. 

 The City’s racial distribution is less diverse that the national population, with only 8.8% 

representing all minority races. 

 Kettering’s percentage of Hispanic/Latino population (2.7%) is much lower than the national 

average (18.1%). 

 The service area’s per capita income ($31,832) and median house income ($52,508) are both 

in line with the national averages ($30,820 & $56,124). 

 

PRCA looks at audiences through demographic data, often to ensure expectations and best 

methods of service delivery and communication. A detailed breakdown of audience demographics 

for PRCA programs and services is described for Parks in Chapter 3 and for PRCA, with data collected 

from transactions between 01/01/2020 and 11/22/2020 or other date ranges as noted. Demographic 

information is collected during the registration process in the department’s RecTrac software system, 

which is linked to iDashboards, a data platform to better understand trends in users, revenues and 

enrollment. In addition, asset mapping and a community inventory take into account regional 

competitors for services and programs. The data below is specific to marketing and communication 

of programs across the department, and a detailed Competition Analysis worksheets and the 

Community Inventory can be found in Appendices B and C.  
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1.4 DEPARTMENT VALUE TO RESIDENTS  

 

The City of Kettering and PRCA regularly conduct statistically valid surveys to substantiate the value 

of city services for residents, as well as collect data to guide decision making with City leadership and 

key decision-makers. In December 2017, the City Manager’s Office (CMO) conducted a Citizen 

Perception Survey to track customer needs and share opinions. The majority of respondents (84.5%) 

indicated that they or someone in their household had used or visited a PRCA facility in the last 

twelve months. The majority of respondents (99.4%) indicated that they were either very satisfied or 

satisfied with the PRCA facility or park that they had visited. 

 

In spring of 2017, ETC Institute administered a community survey as part of PRCA’s effort to provide 

quality services that the citizens of Kettering need and value. A random sample of households 

received a survey packet containing a cover letter, copy of the survey and a postage paid return 

envelope. Ten days after mailing, recipients received phone calls and emails asking them to 

complete the survey. The goal was to get 400 surveys but the goal was far exceeded with a total of 

607 residents completing the survey.  

Based on the sum of “very satisfied” and “somewhat satisfied” 84% of respondents are satisfied with 

the overall value that their household receives from PRCA. 

 

 

Additional questions such as satisfaction with programs and services, benefits received, frequency of 

parks usage and much more allowed the City to identify investment priorities over the next two years. 

By identifying services and programs of high importance and low satisfaction, the analysis identified 

what would have the most impact over the next two years. The 2017 Community Attitudes and 

Interest Survey can be found in Appendix D. 

PRCA was scheduled to conduct a Community Attitudes and Interest Survey in spring of 2020 but due 

to the impact of COVID-19, the 2020 survey has been postponed to 2021 or 2022. In its place, the 

department created an online Feedback Portal to provide input on parks, programs and 

communications. Results from the 2020 Feedback Portal can be found in Appendix E. More 
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information about department evaluation methods and resident feedback can be found in 

Chapters 3, 4 and 5. 

 

1.5 DEPARTMENTAL RESOURCES 

BUDGET 

PRCA is considered a Special Revenue Fund in the City of Kettering budget. This designation allows 

the operational functions to exist in one fund; simply all personnel, expenses and operational costs 

are fully executed under Parks, Recreation, or Cultural Arts Cost Centers. Yearly, the department 

receives a transfer from the general fund and a target subsidy is established for the department to 

achieve. Typically revenues from all of the product lines assist the department in achieving the yearly 

subsidy goal. The budget process begins in early spring with the Capital Improvement process and 

wraps up in late fall when the final budget is presented, adopted and approved by the City Council. 

CAPITAL IMPROVEMENT  

The City of Kettering Capital Improvement Project (CIP) process begins in the first quarter of each 

year. Capital improvement requests for the City include projects related to transportation 

enhancements, roadway improvements, streetscape, drainage and facility improvements among 

others. The PRCA Director works closely with the Leadership team to determine priority capital 

improvement needs on a five year projection, and prepares the budget requests accordingly. 

Projects are evaluated based on the impact on health and safety of the community, environmental 

and aesthetic effect, disruption and inconvenience, effect on inter-judicial relationships and the short 

and long term effect on the operating budget. 

 

In the second quarter, after the Mayor and Council retreat, the City Budget Manager assembles all 

capital requests to evaluate in conjunction with the City Manager, Assistant City Manager and 

department directors. From this effort, a City five-year capital improvement program is created. 

 

Priorities for Parks, Recreation and Cultural Arts in 2021-2025 include two major phased projects: 

Rosewood Arts Centre facility renovation and the development of Gentile Park, a new neighborhood 
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park. Additional CIP plans include the landscaping of heavily trafficked corridors in tandem with the 

City’s Engineering vehicular bridge replacement projects. 

TRAINING AND PROFESSIONAL DEVELOPMENT 

PRCA believes in the value of professional development for staff members. Annually, the department 

dedicates over $60,000 to staff development through conferences, workshops and certifications. In 

addition to parks and recreation-centered conferences provided by the Ohio Parks & Recreation 

Association and the National Parks & Recreation Association, staff members may also participate in 

training more specific to their field of expertise. Examples include the Ohio Art Education Association, 

Americans for the Arts, National Council on Education for the Ceramic Arts (NCECA), American 

Planners Association, Club Industry, Ohio Association of Senior Centers, Ohio Department of 

Agriculture, Ohio Forestry Association and more. 

PARTICIPANT INVOLVEMENT 

PRCA benefits greatly from the feedback and guidance of several citizen boards and committees. 

All of these groups are comprised of volunteers from the community who provide valuable feedback 

to the department. 

 

Parks, Recreation and Cultural Arts Advisory Board (Park Board) 

The Parks, Recreation and Cultural Arts Advisory Board was established by Section 7-13 of the Charter 

of the Municipality of Kettering dated November 23, 1954. Park Board is a non-administrative board 

serving solely in an advisory capacity. In that capacity, the board may recommend action to the 

City Council but may not assume any legislative or administrative authority in the operation of the 

Parks, Recreation and Cultural Arts Department. No action of the board can relieve the Director of 

Parks, Recreation and Cultural Arts of his/her responsibility for administration of the department, or 

limit his/her authority. 

 

Park Board is responsible for: 

 Promoting a comprehensive parks, recreation and cultural arts program for the Kettering 

residents. 

 Providing forum for consideration of matters relative to the operation of the parks, recreation 

and cultural arts program. 

 Acting as an advisor to the Director of Parks, Recreation and Cultural Arts. 

 Governing as a recommending body to City Council on matters concerning Kettering Parks, 

Recreation and Cultural Arts. 

 Establishing working relationships with schools, community and civic organizations and provide 

the general public with information and education with regard to parks, recreation and 

cultural arts programming. 

 

Tree Committee 

The Tree Committee was formed in 2019 by the Park Recreation and Cultural Arts Board and will be 

comprised of two Park Board members and appointed volunteers. The committee members will serve 

a one year term and meet no more than three times per year. The main purpose of the committee is 

to oversee the preservation and conservation of the City’s tree inventory. Committee responsibilities 

will include but not be limited to reviewing, revising and or creating city wide tree policies and 

propose ordinances for the support of current and future tree programs and initiatives. 
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Program Advisory Committee (PAC) 

The Program Advisory Committee’s purpose is it to foster vision, advocacy and collaboration through 

frequent, focused communication with a group of residents. (PAC) was established in 2010 as a 

volunteer committee under the governance of the Kettering Parks, Recreation & Cultural Arts 

Advisory Board (Park Board). PAC is made up of 10 - 24 Kettering residents focused on providing 

feedback and evaluation regarding programs and of PRCA. PAC is recruited by the Park Board and 

members serve a 1-2 year term.  

 

The Park Board schedules regular meetings with PAC to review assignments and solicit feedback on 

any aspect of Kettering Parks, Recreation and Cultural Arts and its programs. All five members of the 

Park Board will participate in leading all PAC meetings through shared facilitation responsibilities.  

 

The goals of PAC are to: 

 Participate in the services and facilities offered by PRCA 

 Provide active feedback to the Park Board through online surveys and scheduled meetings  

 Be an ambassador to the community on behalf of Park Board and PRCA 

 

Partners For Healthy Youth Advisory Board (PFHY) 

The Partners for Healthy Youth Advisory Board is a non-administrative board serving solely in an 

advisory capacity. In that capacity the board may recommend action to the City Council but may 

not assume any legislative or administrative authority. PFHY includes eleven appointed members, 

selected by the current board which includes a representative of City Council and School Board. 

Voting members include the appointed members, a School Board representative and a City Council 

representative.  

 

The goals of PFHY are: 

 Provide continuous analysis of youth needs and issues in the community. 

 Focus on initiatives and issues that impact the youth in Kettering. 

 Assist with planning and implementation of citywide youth programs, events and education 

programs. 

 Develop financial recommendations for support of youth initiatives and activities. 

 

Kettering Arts Council (KAC) 

The Kettering Arts Council (KAC) is a 15-member citizen advisory committee established through 

resolution by the Kettering City Council. As one of the first citizen advisory committees for the arts in 

Ohio, the KAC supports Kettering’s signature arts facilities, programs and events, including Rosewood 

Arts Centre, Art on the Commons and the Rosewood Gallery, as well as creating new opportunities 

for audience engagement and arts advocacy. The committee includes individuals with a strong 

desire to promote and advocate creative arts experiences in our region. 

 

The KAC mission is to strive to provide access to the arts for all ages, encourage a passion for the arts 

and promote art appreciation and education, in partnership and collaboration with the community. 

 

Art in Public Places Committee (AIPP) 

The Art in Public Places Committee (AIPP) is an 11-member citizen advisory committee established 

through resolution by the Kettering City Council. The Art in Public Places Committee reports to the 
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Director of Parks, Recreation and Cultural Arts and works under the direction of the Division Manager 

of Cultural Arts. AIPP acts as an advocate and the administrative body for public art planning. AIPP 

advises the planning, site and artist selection, education, community relations, advocacy, fabrication 

and implementation of CitySites, the City’s percent for art program, responsible for the commission 

and maintenance of over 25 permanent public. 

 

Senior Advisory Board 

The Senior Advisory Board exists to guide the CIL staff in enriching and improving the quality of life of 

Kettering Seniors. The Senior Advisory Board consists of nine members of the Charles I. Lathrem Senior 

Center (CIL), the Senior & Adult Program Supervisor, PRCA Recreation Division Manager, CIL Facilities 

Manager and Senior Service Coordinator.  

VOLUNTEERS 

PRCA is dedicated to productive and meaningful partnerships with both community organizations 

and individuals to deliver quality and seamless services to their residents. These relationships are 

mutually beneficial to each party to better meet overall community needs and expand the positive 

impact of the agency’s mission.  

 

The City has a volunteer program called Volunteer Kettering. Management of Volunteer Kettering 

includes regularly tracking individual volunteers, their skills and hours volunteered. Tracking volunteer 

hours can be used in budget discussions indicating how well the City is able to leverage limited 

resources. The volunteer opportunities within the PRCA department include drivers for the senior 

transportation program, customer service roles in City facilities, programs and events and when 

possible, matching volunteer’s interests by creating unique opportunities. The City is leading the way 

with engaging and rewarding volunteers to enhance community ownership and pride.  

 

Some best practices that are being used by the City to managing volunteers include: 

 Involving volunteers in cross-training to expose them to various organizational functions and 

increase their skill. This can also increase their utility, allowing for more flexibility in making work 

assignments and can increase their appreciation and understanding of the City. 

 Ensuring a Volunteer Administrator and associated staff stay fully informed about the strategic 

direction of the agency overall, including strategic initiatives for all divisions.  

 Maintaining the desirability of volunteerism in the agency by developing a good reward and 

recognition system including allowing volunteers to use their volunteer hours to obtain 

discounted pricing at certain programs, rentals or events and attend other City functions. 

PARTNERSHIPS AND COOPERATIVE PROGRAMMING 

The City currently works with several different types of partners throughout the community. All 

partnerships developed and maintained by the City adhere to common policy requirements. These 

include: 

 Each partner will meet with or report to City staff on a regular basis to plan and share activity-

based costs and equity invested. 

 Partners will establish measurable outcomes and work through key issues to focus on for the 

coming year to meet the desired outcomes. 

 Each partner will focus on meeting a balance of equity agreed to and track investment costs 

accordingly. 
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 Measurable outcomes will be reviewed quarterly and shared with each partner, with 

adjustments made as needed. 

 A working partnership agreement will be developed and monitored together on a quarterly or 

as-needed basis. 

 Each partner will assign a liaison to serve each partnership agency for communication and 

planning purposes. 

 If conflicts arise between partners, the City-appointed lead, along with the other partner’s 

highest-ranking officer assigned to the agreement, will meet to resolve the issue(s) in a timely 

manner. Any exchange of money or traded resources will be made based on the terms of the 

partnership agreement.  

 Each partner will meet with the other partner’s respective board or managing representatives 

annually, to share updates and outcomes of the partnership agreement. 

 

PRCA has a strong network of recreation program partners. The following five areas of partnership are 

undertaken. 

1. Operational Partners: Other entities and organizations that can support the efforts of the City 

to maintain facilities and assets, promote amenities and park usage, support site needs, 

provide programs and events, and/or maintain the integrity of natural/cultural resources 

through in-kind labor, equipment, or materials. 

2. Vendor Partners: Service providers and/or contractors that can gain brand association and 

notoriety as a preferred vendor or supporter of the City or Department in exchange for 

reduced rates, services, or some other agreed upon benefit. 

3. Service Partners: Nonprofit organizations and/or friends groups that support the efforts of the 

agency to provide programs and events, and/or serve specific constituents in the community. 

4. Co-Branding Partners: Private, for-profit organizations that can gain brand association and 

notoriety as a supporter of the City in exchange for sponsorship or co-branded programs, 

events, marketing and promotional campaigns, and/or advertising opportunities. 

5. Resource Development Partners: A private, nonprofit organization with the primary purpose to 

leverage private sector resources, grants, other public funding opportunities, and resources 

from individuals and groups within the community to support the goals and objectives of the 

agency on mutually agreed strategic initiatives. 

 

These partnerships are critical to PRCA’s mission to enrich the lives of all Kettering residents, and also 

beneficial to fostering relationships with the community, visibility and reach to new and/or current 

audiences, and strengthen the quality and impact of PRCA services, programs and activities. 

ADA AND INCLUSION 

The City of Kettering is committed to inclusivity in its operations and programs, and in 2018, created a 

full-time Inclusion and Compliance Manager in the City Manager’s Department. This role works 

closely with all city departments to ensure compliance with the Americans with Disabilities Act (ADA). 

While the ADA does not require the City of Kettering to take any action that would fundamentally 

alter the nature of its programs or services, or impose an undue financial or administrative burden, 

the City welcomes the opportunity to work with the community on matters of employment, effective 

communication, and modifications to policies and procedures.  
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Employment: the City of Kettering does not discriminate on the basis of disability in its hiring or 

employment practices and complies with all regulations promulgated by the U.S. Equal Employment 

Opportunity Commission under title I of the ADA.  

Effective Communication: the City of Kettering will generally, upon request, provide appropriate aids 

and services leading to effective communication for qualified persons with disabilities so they can 

participate equally in City of Kettering programs, services, and activities, including qualified sign 

language interpreters, documents in Braille, and other ways of making information and 

communications accessible to people who have speech, hearing, or vision impairments. 

Modifications to Policies and Procedures: the City of Kettering will make all reasonable modifications 

to policies and programs to ensure that people with disabilities have an equal opportunity to enjoy all 

of its programs, services, and activities. For example, individuals with service animals are welcomed in 

City of Kettering offices, even where pets are generally prohibited. 
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CHAPTER 2 – STRATEGIC PLAN  

 

The Parks, Recreation and Cultural Arts Department traditionally utilizes a five-year Strategic Plan, 

often created in partnership with an external consulting agency. A Balanced Scorecard is the 

detailed tool of Strategic Plan accountability that is used by department staff. The plan is approved 

by the department Director and the PRCA Leadership Team work together to create the department 

and division-specific methods for fulfilling the plan.  
 

2.1 OVERVIEW OF THE BALANCED SCORECARD 

 

The Parks, Recreation and Cultural Arts Department implemented the Balanced Scorecard strategic 

plan process initially in 2010 and revised it in 2013, 2017, and 2020. The Balanced Scorecard method 

was designed to view the department strategy through the four perspectives outlined in the 

Balanced Scorecard structure. The Scorecard is a management system and a way of looking at the 

organization’s big-picture strategic goals. It also helps choose the right things to measure to enable 

the department to make good internal, external, operational, and financial decisions. The Scorecard 

is not a check list of tasks to check the box; rather it creates a longer range vision of timely, yet 

impactful, strategies to guide the organization into the future.  

 

The Balanced Scorecard looks at the organization 

from four perspectives to measure its overall health. 

Each perspective focuses on a different side of the 

organization, creating a balanced view of the 

operations as a whole. The traditional Balanced 

Scorecard themes or perspective views are: 

 Learning and Growing - Employee Focus 

 Internal processes - Operation Focus 

 Customer - User Focus 

 Financial - Budget Focus 

Each focus works in a sequential order with the first 

priority focused on the employee, to ensure the 

internal team is working in concert with the 

organization. If employees are in sync with the organization direction, they will have success 

impacting the overall operations of the organization, which in turn provides excellent customer 

service to ultimately support a strong financial outcome.  

 

The Balanced Scorecard approach provides ample review of various aspects of the organization 

through a series of questions for each themed area. 
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BALANCED SCORECARD AND THE IMPACT OF COVID-19 

In March of 2020, COVID-19 changed the trajectory of the Parks, Recreation and Cultural Arts 

Department operations severely. 200+ staff were laid off or furloughed and all indoor facilities 

were closed through the end of May. Once certain facilities began reopening in mid-May, 

strict state mandates were rolled out, creating an abundance of uncertainty which altered 

operations, minimized the department staffing model, and financially crippled the 

department’s typical robust revenue streams.  

Although there is no timeline for the end of COVID-19 to date, we anticipate continued 

modifications in the Department operations through 2021. The PRCA team determined that 

altering the current Balanced Scorecard objectives, measures, and associated 

targets/initiatives would be premature until we completely realize the impact of COVID-19 on 

all operations. Knowing how tumultuous 2020 has been, the PRCA team deferred all outcomes 

for 2020 objectives and measures forward one year to 2021-2024.  

As noted in this report, the Balanced Scorecard is not a “to do” list but a strategically designed 

tool that helps focus an organization to work toward employee, operations, customer and 

financial success. PRCA is still confident that the existing strategies will be time tested and will 

continue to be the focus for 2021-2024. However, we will proceed nimbly as we review the 

scorecard in 2021 and insert any modifications based on projected long-term impact of 

COVID-19 on our community and organization 

-Mary Beth O’Dell, Director  

LEARNING AND GROWING: (Employee) How do we nurture our staff culture, capabilities, and skills? 

Are employees aware of the latest industry trends? Is it easy for employees to collaborate and share 

knowledge? Do employees receive the training and continuing education opportunities? What is the 

organization doing to stay ahead of the competition? How do employees contribute to support the 

customer? 

 

INTERNAL PROCESSES: (Operations) How smoothly is our organization operating? Are we efficient? 

Are we reducing waste and speeding up process or managing resources? Are we providing what 

the customer actually wants? What areas do we excel best, least? 

 

CUSTOMER: (User) Who is buying and/or utilizing our services? Are we gaining new customers and 

building a culture to retain existing customers? How are we keeping existing customers happy and 

satisfied? How are we measuring the satisfaction and success of our customers? How do we treat our 

new and returning customers? 

 

FINANCIAL: (Budget) Is our organization making appropriate margin on products and services? Are 

the elected officials happy with the financial performance of the department? Do we focus on 

financially forward or lag behind with past practices?  
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The scorecard is comprised of 5 general categories: 

 Theme/Perspective   

 Objective 

 Target/Imitative/Measure 

 Staff Accountable 

 Start and Completion Date 

 Term: Short, Mid, or Long Term View 

The Balanced Scorecard represents a hierarchy of elements and moves from strategy to tactical 

approaches. 

 

 

The Scorecard needs to be actionable and must focus on something that can be affected. The 

strategic objectives need to be endless, not a one-time event, but continuous improvement. The 

Scorecard needs to be measurable, through strong quantifiable strategic objectives and 

targets/initiatives that provide a change in performance or behavior over time. 
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2.2 BALANCED SCORECARD PROJECT PROCESS 

 

THE DEEP DIVE 

After the 2017 Balanced Scorecard update, staff struggled with the deployment of the Scorecard 

objectives. The Leadership team and Director unanimously determined that the department needed 

to pause and assess the department’s operations through the lens of the Balanced Scorecard: 

Employees, Internal Operations, Customer Service and Financial Sustainability. This pause became 

known as “The Deep Dive.” 

 

From May 2017 through August 2018 the department conducted a one year operational evaluation. 

PROS Consulting, Inc. was brought on to lead an audit of PRCA operations and products, with a 

focus on service area demographics, program trends, existing program assessment, competitive 

market analysis, a staffing SWOT analysis, and a recommendation of prioritizations for the department 

moving forward. The Department conducted this evaluation through multiple department, division, 

small groups, and individual discussions with full time and regular part time team members. 

 

Through this process the department reassessed the organizational structure, shifted from a “cost 

recovery” model to a value based model of budgeting, and recalibrated job expectations and 

service standards. A significant outcome of the Deep Dive included the creation of “Quality Service 

Focused on Community,” the operational philosophy for the department. Quality Service Focused on 

Community (QSFOC) is interwoven in the execution of the department’s guiding principles and the 

Balanced Scorecard, and often is the framework for interdepartmental staff meetings.  

 

 In addition, the Director, working with department Leadership, incorporated recommendations from 

the Deep Dive to create a comprehensive Playbook. This document provided a consistent approach 

to program and service development, implementation, evaluation, as well as staffing, budget, and 

other operational priorities. The Playbook was widely disseminated to PRCA staff from 2018 – 2020, 

and has now transitioned to the department’s Recreation & Arts Plan (Chapter 4). 

 

BALANCED SCORECARD UPDATE PROCESS 

 

The Deep Dive altered the direction of the department from a functional standpoint, which required 

an update to the Balanced Scorecard. The starting point was to review the mission, vision, and value 

statements, and the guiding principles. Next, the Department followed the Balanced Scorecard 

process by reassessing the key areas and intent of the themes. 

 

Internal Customer/Team Focused - Create an engaging workforce and department culture through 

employing and retaining a high quality work force. 

 

Operational Excellence - Review internal processes to improve operational decision making utilizing 

technology to assist with execution of processes and marketing to reach customers more effectively. 

 

Successful Experience for the Community - Align services with needs of the community/customers.  

 

Fiscal Responsibility - Ensure the department manages resources to attain fiscal sustainability and 

accountability for financial decisions throughout the organization.  
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Create mechanisms to 

capture input to 

engage employees in 

achieving department 

objectives. 

 

Analyze division, 

department and city 

information structure 

and resources. 

 

2.3 BALANCED SCORECARD: 2020 – 2024 

 

The Parks, Recreation and Cultural Arts Scorecard created an overall Department vision and 

subsequent Division scorecard focuses were created for Parks, Recreation, and Cultural Arts divisions. 
 

STRATEGIC THEME: INTERNAL CUSTOMER/TEAM FOCUSED 

Objective: Empower and engage employees 

 Tactics/Initiatives: 

1. Conduct staff surveys two times per year for various department 

projects and or initiatives; Utilize e-newsletters (three times per year) 

for department updates and add links for feedback on various 

topics 

2. Utilize monthly/quarterly QSFOC meetings as input sessions for  staff 

to participate and provide input on various department 

operational topics 

3. Develop divisional opportunities for on-going dialog with staff 

during regular scheduled group meetings or one on one 

encounters; Monthly Leadership team members bring forward any 

ideas, questions or concerns from staff that require response and or 

action 

 

Tactics/Initiatives: 

 

1. Create and disseminate a yearly department-wide newsletter 

identifying important meetings, events, and critical deadlines 

2. Host monthly and quarterly meetings and all-department retreats 

(once per year) for relaying and sharing city, department and 

division information and other operational expectations; Utilize 

meeting evaluations when applicable 
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Enhance recruitment 

and retention of staff. 

 

Develop departmental, 

divisional and individual 

staff training systems. 

 

Objective: Employ a high quality workforce 

Tactics/Initiatives: 

 

1. Deploy the seasonal staff recruitment plan with Human Resources 

for continuous improvement on processes yearly 

2. Develop a recruiting plan targeted for year round part time and 

contractual employees; Merge with seasonal plan once 

completed 

3. Analyze, review, evaluate, and recommend a new part time 

(hourly and contractual) pay structure, modify pay bands and 

concurrently adjust job classifications 

4. Create a phased process to increase the starting wage for various 

part time positions in each division 

 

Tactics/Initiatives: 

 

1. Create a department-wide training process with each employee 

and or work group of employees (part time groupings) identifying 

specific skills aptitude and competency for employees job function 

as it relates to professional growth and technical advancement 

2. Develop a professional training chart for full time and regular part 

time staff aligning their professional needs with the organization’s 

expectations and job duties 

3. Develop transparent communication with all employees and 

identify a process for employees to develop skills and 

competencies for future succession planning and/or lateral 

expansion in their existing position 

 

  



 

 

30 

 

 

Create, clarify, and 

communicate 

expectations, priorities, 
and goals. 

Develop a strategic 

technology plan. 

 

Objective: Strengthen organizational culture 

Tactics/Initiatives: 

1. Develop and deploy a PRCA Orientation and On-Boarding 

program for full, regular part time, temporary year round, and 

seasonal staff 

2. Develop a "guiding principles" training program targeting new staff 

during their on-boarding program and/or  through existing 

(monthly, seasonally, yearly) training programs in all divisions 

3. Create timely formal and informal personnel evaluation processes 

that will provide regular feedback to staff highlighting successes 

and improvement areas in job performance 

4. Develop specific targets/initiatives for all full time staff using the 

Balanced Scorecard department/division score card criteria 

5. Deploy an annual employee satisfaction survey; Review feedback 

and adjust communication and operations based on feedback 

STRATEGIC THEME: OPERATIONAL EXCELLENCE 

Objective: Optimize the use of technology 

Tactics/Initiatives: 

 

1. Evaluate existing department systems and then identify, prioritize, 

and budget yearly for technology solutions that deliver a more 

efficient and functional process for improved service (internal and 

external) 

2. Create an evaluation process, quantitative and qualitative that 

measures impact of new technology solutions on service delivery 

with internal staff and external users 
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Analyze, create, and 

implement a strategic 

marketing system. 

 

Ensure mechanisms 

exist to measure 

current targets, forecast 

long-term planning, 

and encourage 

informed risk-taking. 

 

Objective: Maximize Strategic Communication 

Tactics/Initiatives: 

 

1. Develop internal communication guidelines for staff to follow when 

creating all promotion plans for individual cost centers 

2. Develop an integrated marketing and promotion strategy that 

targets and prioritizes revenue generating programs and services 

3. Develop a metric baseline utilizing online analytics to gauge 

customer reach and engagement for targeted programs and 

services 

4. Expand the use of the city managed GIS system for improved 

analysis of customer behavior patterns (i.e. by zip code, census 

track income levels) and utilize information as tools for target 

marketing for revenue generating programs 

Objective:  Use data to make informed decisions 

Tactics/Initiatives: 

1. Determine the program data points that are most effective for 

analyzing products by cost center and determine the various 

duration time of weekly, monthly, and yearly for analysis purposes 

2. Systematize the process to evaluate the success ratio of products 

and services associated units of service compared to the 

established financial targets; Chart ratio quarterly and make 

operational adjustments if necessary 

3. Create a long range subsidy forecast (3-5 years) identifying by cost 

center anticipated changes in revenue, personnel, operations and 

capital equipment; Review and modify operations based on 

projections (i.e. pricing review, staffing models, operation 

modifications) 
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Audit policies and 

procedures by 

evaluating the existing 

documents and making 

necessary changes. 

 

Understand the users, 

non-users and 

underserved 

populations in our 

community. 

 

Objective:  Implement relevant operational guidelines 

Tactics/Initiatives: 

1. Review and analyze the PRCA shared drive content as it pertains to 

policies and procedures for accuracy and relevance; Move all 

appropriate information to Power DMS and discard and or archive 

all other documents 

2. Develop a long range plan for review and revision of documents 

that are directly related to accreditation, incorporate a review 

process into scheduled department, division, and individual 

meeting times 

3. Ensure all full time staff is completely familiar with Power DMS and 

align training and access of the system with the appropriate level 

of staff 

 

STRATEGIC THEME: SUCCESSFUL EXPERIENCE FOR THE COMMUNITY 

Objective: Understand the community 

Tactics/Initiatives: 

1. Develop and incorporate GIS mapping into the product/service 

evaluation process (utilizing RecTrac data) to analyze impact and 

penetration by specific demographic data points for the targeted 

revenue generating products/service lines 

2. Analyze the existing customer profiles for each cost center and 

identify gaps in the user base (i.e. age, gender household size) that 

potentially could be targeted as a prospective new customer; 

Collaborate with marketing/GIS team to develop strategies to 

reach new audiences 

3. Develop survey mechanisms that periodically are used to target 

customers to gauge changes in habits, interest, buying patterns, 

etc.; Utilize results of survey for improved product/service 

development and deployment 
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Develop tactics to 

engage underserved 

populations and non-

users. 

 

Develop tactics to 

retain current users. 

 

Tactics/Initiatives: 

 

1. Create a department wide training with all full time staff on 

diversity, equity, and inclusion to develop a better understanding 

of connecting and delivering PRCA services to all individuals 

2. Review all department policies and procedures to ensure there are 

no social barriers for participation 

3. Recruit members for all department advisory boards and 

committee members to reflect a more diverse cross section of the 

community 

 

 

Tactics/Initiatives: 
 

1. Create and deploy strategies that provide an opportunity for timely and or 

immediate customer feedback and or evaluation on products and services; 

Design a customer looping process to communicate back to the customer the 

impact/improvement their feedback made on the product/service 

2. Identify yearly retention percentage for specific department cost center and 

align with the financial outcomes; Chart monthly percentage with aligned 

financial expectations, make operational adjustments if necessary 

3. Create a yearly promotion calendar geared toward on-going engagement with 

existing customers. (i.e. holiday specials, flash sales, themed promotion, on-line 

only etc.) 

4. Research and launch a customer loyalty program for targeted cost centers; 

Ensure program can be maintained and sustainable 
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Create mechanisms to 

capture user and non-

user input to provide 

quality service. 

 

Assess and establish 

standards and metrics 

for quality service. 

 

Objective: Align services to expectations 

Tactics/Initiatives: 

 

1. Develop and deploy a new customer service evaluation process 

that increase the assessment of the customers experience based 

on the pre-determined quantitative (numerical rating) and 

qualitative goals for the product and service; Create and manage 

a department matrix to chart by cost center the customer 

numerical responses and make modifications as appropriate 

2. Strengthen and formalize a department processes to include 

feedback on our products and services from the various advisory 

boards; Utilize information if applicable for modifications of 

products and or service delivery; Conduct a yearly all advisory 

board meeting in order to gain a broader cross section discussion 

regarding department products and services 

 

Tactics/Initiatives: 

 

1. Determine by cost center a baseline for expected units of survive 

for all products and services; Align and evaluate monthly unit rates 

based on financial expectations. 

2. Design a department quality service evaluation program that 

incorporates the 5 measures of service: Tangibles (physical 

appearance), Reliability (promise of services), Responsiveness 

(prompt service), Assurance (Knowledge and courtesy of 

employees), Empathy (caring and attention); Incorporate into 

department evaluation feedback tools for facilities, programs, and 

events 

3. Create a scoring system for the Quality Service measures and 

develop targets for each cost center to attain; Measure quarterly 

for quality assurance 
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Define, develop, and 

establish systems, 

training, and 

expectations for 

effective budget 

management. 

 

Develop a system to 

strategically manage 

department assets. 

STRATEGIC THEME: FISCAL RESPONSIBILITY 

Objective: Effective resource management 

Tactics/Initiatives: 

1. Develop a system-wide training program for full time recreation 

and arts staff that outlines the budget process keying in on the 

important weekly, monthly, quarterly and yearly metrics, pertinent 

to supervisors and managers financial responsibility 

2. Systematize the Dashboard so the site becomes the central hub for 

all information associated with department resource management 

data (i.e. RecTrac, budget, program performance, evaluation); 

Add Fraze budget information to Dashboard 

3. Create a department wide on-going training programs that 

provides in-depth knowledge with the Dashboard functions; 

Develop specific knowledge goals for managers and supervisors to 

attain to ensure complete understanding of the functionality of the 

site 

4. Create yearly financial targets for each cost center, based on 

direct cost; breakdown the yearly targets into quarterly financial 

goals for supervisors and managers to attain 

 

Tactics/Initiatives: 

 

1. Create a department wide 5 year replacement schedule by 

division and update yearly to keep information current and 

relevant 

2. Ensure replacement cost is estimated for all equipment with the 

percentage increase for inflation or potential industry/technology 

improvements 
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Identify, prioritize, and 

plan for long range 

unfunded needs in the 

department. 

Strategically manage 

revenue sources. 

Tactics/Initiatives: 

1. Evaluate the current department personnel, facility and equipment 

unmet needs and create a priority ranking system to assess and 

justify the impact of these needs for improvement in operations 

and/or customer service 

2. Based on a yearly assessment, determine the financial viability to 

recommending the improvements through the citywide CIP and/or 

budget process 

3. Budget to update the existing Park and Recreation Master Plan to 

gain an understanding of the cost of funding the unmet 

infrastructure needs for the department; Specifically update the 

Ice Arena and Fraze master plan as part of the process 

  

 Objective: Ensure fiscal sustainability 

Tactics/Initiatives: 

 

1. Research and identify yearly grants that can be targeted to assist 

with various department start up-programs, capital equipment, or 

capital projects that will aid in offsetting total financial cost 

2. Identify the various partnership opportunities with in each Division 

that potentially would strengthen community involvement or 

support for the department, reduce duplication of services and/or 

align  mutually financial benefits 

3. Research alternate revenue streams that leverage existing revenue 

and/or department facility assets (examples: advertising in 

activities guide, add on fees to services, subscription) 
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Create a system and 

strategy to develop 

financial projections to 

manage subsidy 

fluctuations. 

Tactics/Initiatives: 

 

1. Develop a three and five year average assessment of the financial 

view of each cost center (personnel, revenue and operating); 

Calculate the variance on current budget to understand the 

percentage of change in each cost center; Utilize information to 

create a three year chart demonstrating increase, decrease, or 

sustained performance 

2. Determine the necessary subsidy that will be required to support 

the overall recreation/arts and parks operations over a three year 

period using various assumptions for personnel, revenue, and 

operational needs 

2020-2024 PARKS, RECREATION AND CULTURAL ARTS DEPARTMENT SCORECARD 

 

Balanced Scorecards for the overall Department as well as the Parks division, Cultural Arts division 

and Recreation division can be found in Appendix F. 

CITY OF KETTERING PARKS, RECREATION AND CULTURAL ARTS DEPARTMENT

LOCATION/PROGRAM AREA:

THEME OBJECTIVE MEASURES/KPI DEFINITIONS TERM

S   M   

INTERNAL CUSTOMER/

TEAM FOCUSED

EMPOWER AND 

ENGAGE EMPLOYEES

Create mechanisms to capture input to engage employees in 

achieving department objectives.

Create internal processes to gather employee feedback, ideas, 

suggestions and employ in department decision making

21-24

Analyze division, department and city information structure and 

resources.

Analyze content, frequency, method, amount, meetings, email, 

deadlines

23-24

EMPLOY A HIGH QUALITY 

WORKFORCE

Enhance recruitment and retention of staff. Retention, compensation, recruitment, benefits 21-23

Develop departmental, divisional and individual staff training systems.

Personalize by employee for competency, development and 

succession planning

21-22

STRENGTHEN 

ORGANIZATIONAL CULTURE Create, clarify and communicate expectations, priorities and goals.

Intentionally addressing behaviors, interaction, communication, job 

functions, support 21-22

OPERATIONAL 

EXCELLENCE

OPTIMIZING USE OF 

TECHNOLOGY

Develop a strategic technology plan. Evaluate and improve antiquated systems - inventory, analyze, 

surveying, utilization

22-23

MAXIMIZE STRATEGIC 

COMMUNICATION

Analyze, create and implement a strategic marketing system. Internal process supporting external communication 21-22

USE DATA TO MAKE 

INFORMED DECISIONS

Ensure mechanisms exist to measure current targets, forecast 

longterm planning and encourage risk-taking.

What data are we collecting, where are we collecting the data from, 

when do we use the data, how do we use the data

23-24

IMPLEMENT RELEVANT 

OPERATIONAL GUIDELINES
Audit policies and procedures by evaluating the existing documents 

and making necessary changes. 

Full review of the department internal shared drive content, modify and 

locate in centrol policy and procedure folders (convert to Power DMS) 21-22

SUCCESSFUL EXPERIENCE 

FOR THE COMMUNITY

UNDERSTAND THE 

COMMUNITY

Understand the users, non-users, underserved populations in our 

community. 

Demographics, patterns, behaviors,  reasons for their current use 

or non-use

22-23

Develop tactics to engage underserved populations and non-

users.

Strategy for inclusivity and equity 22-24

Develop tactics to retain current users. Use and participation patterns, type of product selection, repeat or 

infrequent use, consumption factor 

22-24

ALIGN SERVICES TO 

EXPECTATIONS

Create mechanisms to capture user and non-user input to provide 

quality services.

Evaluations, verbal feedback, advisory boards.  Strengthen current 

avenues and provide new avenues.

22-23

Assess and establish standards and metrics for quality service. Determine the measurable components of quality service. Define 

within each division what success looks like.  For example meeting 

budget, units of service, quantitative & qualitative.

22-23

FISCAL 

RESPONSIBILITY

EFFECTIVE RESOURCE 

MANAGEMENT
Define, develop and establish systems, training and expectations for 

effective budget management.

Personnel, revenue, operations  

21-23

Develop a system to strategically manage Department assets. Equipment, vehicles, baseline inventory, replacement schedule 21-22

Identify, prioritize and plan for unfunded needs of the 

Department.

Personnel, Facilities, Operating, Equipment 23-24

ENSURE FISCAL 

SUSTAINABILITY

Strategically manage revenue sources. Identify and Seek Grants, Sponsorships, Partnerships, 

Relationships, Existing, New and Alternative Revenue Sources

22-24

Create a system and strategy to develop financial projections to 

manage subsidy fluctuations and goals.

Forecasting units, revenue, personnel, manpower 23-24

STRATEGIC MASTER PLAN 2020-2024
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CHAPTER 3 – PARKS MASTER PLAN 

3.1 OVERVIEW OF PARKS MASTER PLAN 

 

Kettering is home to an extensive system of parks, with 21 parks encompassing over 350+ acres 

owned and managed by the City of Kettering. The purpose of updating the Parks Master Plan is 

rooted in PRCA’s desire to provide quality parks and recreation services, facilities and amenities to its 

residents.  

 

The following outlines extensive community planning documents that have been completed in 

support of parks and recreation within the City of Kettering: 

 

Year Community Planning Documents 

1984 Indian Riffle Park Master Plan 

1985 Leisure Facility Study 

1986 Open Space Standards 

1993 Delco Park Study 

1995 Bike Trail Master Plan (revised) 

1995 Parks and Open Space Plan (1996-2000) 

1999 Citizen Leisure Survey (updated 1992, 1994, 1996) 

2003 City Comprehensive Plan 

2004 Park Neighbors Survey 

2004 Parks Visitors Survey (updated 1989, 1992, 1994, 1996, 1998) 

2006 Parks Master Plan (update) 

2008 PRCA Bond Levy Master Plan 

2011 PRCA Strategic Plan 

2015 Fraze Pavilion Master Plan 

2016 Ice Arena Study 

2016 Rosewood Arts Centre Study 

2017 Community Surveys (2007, 2009, 2011, 2013, 2015) 

2017 City of Kettering ADA Transition Plan Update 

2018 Parks Maintenance Management Plan 

2019 Urban Forestry Management Plan 

 

The 2010 Parks Master Plan identified 48 existing park amenities and planned an additional 15 new 

capital improvements, and 35 new Bond Levy Improvements anticipated with the approval of 66% of 

the citizens. The firm of Lorenz and Williams along with Brandstetter Carroll Inc. produced the Master 

Plan Executive Summary document in 2008. The Parks Bond Levy was approved in November of 2008 

for $12.3 million dollars. In addition, city leaders agreed to earmark $5 million in general funds for this 

initiative. These plans and the funding associated with the approved Bond Levy formed the basis for 

the developments over the last 10 years. Some items could not be completed from these 2010 plans, 

however, they contribute to the 2021-2025 planning.  
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The 2021-2025 Parks Master Plan continues to follow earlier plan initiatives, define present and future 

recreation needs for residents, delineate level-of-service (LOS) standards, and provide guidance for 

the funding strategy needed to reach the prescribed goals and facility demands.  
 

3.4 PARKS MASTER PLAN GOALS AND OBJECTIVES 

 

The 2021 – 2025 Parks Master Plan provides flexibility and the ability to adapt to future desires, needs 

and fluctuating resources and/or priorities. The Plan is reviewed annually by the department Director 

and the Parks Superintendent to ensure it continues to meet the needs of the community.  

 

The Parks Master Plan includes the following: 

1. An inventory of current facilities and features (amenities) at each park, balanced with 

historical initiatives completed over time. 

2. Current use statistics use projections and input from the community subject to funding 

availability. 

3. Infrastructure improvements needed and a plan to address identified issues. 

4. ADA and regulatory improvements needed. 

5. Availability of funding and timelines for park specific improvements.  

 

The City of Kettering continually seeks to improve its parks by enhancing and adding amenities (Parks 

Master Plan 2021-2025), programs (Chapter 4 - Recreation & Arts Program Plan 2021-2025), and by 

maintaining these facilities at a high level of service (Chapter 1 - LOS). As demonstrated in the 

department’s comprehensive master plan Chapter 1, the City of Kettering’s demographics and 

overall population has changed over the last ten years. Gradual decline in population and the 

increase for serving a more diverse community will need to be considered moving forward. 

 

Quality Service Focused on Community continues to be a guiding philosophy in Parks operations, 

facilities and programs, and is a fundamental message throughout the 2021-2025 Parks Master Plan.  

 

The 2021-2025 PRCA Parks Master Plan goals and objectives were developed via internal and 

external representation from PRCA Leadership, Parks Division Management staff, 

departmental/divisional planning initiatives and public in-put processes and initiatives over the last 

five years. 
 

GOALS 

 Create sustainable operations with current and future resources 

 Provide user groups and community, input processes to guide what their parks consist of 

 Investigate and research current trends and opportunities  

 Develop Parks Division priorities and long-range plans for future community support 

 

OBJECTIVES 

 Identify park classifications and standards throughout system and align them with 

maintenance management plan 
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 Analyze current trends for benchmarking parks, facilities and operations per national 

standards 

 Identify current opportunities and/or unmet community needs within parks, facilities and 

operations 

 Develop priorities for each park classification based on opportunities/unmet needs 

 

3.5 COMMUNITY PROFILE AND TRENDS  

 

The following state and national trends for parks and public spaces were reviewed to better 

understand the contemporary climate of planning in the 2021-2025 Parks Master Plan. 

STATE PARK USE TRENDS (OHIO ODNR 2018) 

Ohio’s 2018 Statewide Comprehensive Outdoor Recreation Plan (SCORP) identifies some noteworthy 

trends in the State of Ohio.  

 An increase of interest in camping with ages 18 to 34 accounting for nearly half of all new 

campers. 

 An increase of interest in fishing with 44 percent of new anglers being between 6- and 17-

years-old and 46 percent being female.  

 Trails are highly popular with Ohioans, with 90 percent walking or hiking a trail a few times a 

year and approximately a third walking or hiking a trail monthly.  

 Bicycling on paved trails remains popular in Ohio with 55 percent of households doing so at 

least a few times a year.  

 The top three wildlife activities for Ohioans are wildlife viewing, nature photography and bird 

watching.  

 Interest in paddle boarding and stand-up paddle boarding grew from 4 percent to 10 percent 

in Ohio from 2013 to 2018, which is consistent with national trends.  

 Activities such as disc golf, mountain biking, rappelling/rock climbing, backcountry camping, 

enjoying splash pads/spray parks and horseback riding have continued to show increased 

participation in Ohio. 

 

NATIONAL PARK TRENDS (NRPA 2019-2020) 

 More than one-third of park and rec agencies will have video surveillance in their facilities and 

parks in 2020 

 A focus on social equity and inclusivity will remain in the forefront. 

 The need to continually grow and adapt to the evolving needs of park users. Park and rec 

agencies will need to stretch themselves to offer programs, amenities and services they have 

not offered in the past.  

 Park and rec agencies will begin to contract with e-sports coaches and offer recreation 

classes or personal training opportunities at community and rec centers.  

 While only a handful of agencies, cities and counties presently ban the use of glyphosate, in a 

stunning reversal of “business as usual,” more than 250 jurisdictions and agencies will ban it in 

2020, causing a wholesale change in landscape management practices to control weeds in 

parks.  

 Additionally, further support for conservation and the preservation of natural resources will 

increase. Park and recreation agencies will re-evaluate their parkland inventory in light of its 

ability to reduce urban heat island effects through the natural cooling of tree canopy and 
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shade.  

 New parks, linear green spaces and trail corridors will be designed to cool communities, as 

well as to provide recreational benefits. A dozen park and recreation agencies will open parks 

for all night use to accommodate the demand for recreation access when temperatures fall 

enough to permit outdoor activities.  

 Park and recreation agencies are eagerly embracing the use of technology for a variety of 

purposes, including monitoring of park visitors, biometric identification at entrances to public 

facilities and programs, and scientific uses, such as surveying fire-prone landscapes and 

charting the spread of invasive species.  

 Several park and rec agencies have sponsored eSports tournaments, combining digital 

gaming with supplemental events and physical activity challenges. For participants, this will 

offer maximum fun in combination with heart-healthy physical activities, gaining the best of 

what can be an outstanding opportunity for parks and rec to attract and engage youth.  

 Agencies will continue to be tasked with not only meeting the responsibility to offer programs 

to engage youth in physical activity, they will be responsible in assisting with closing the gap 

for those that struggle with food insecurities and further public health issues.  

 Dog parks are one of the fastest growing types of parks in the country. The more than 90 

million dogs in the United States must have a place to go. 

 Lastly, building on the momentum of the past few years, local and state governments will 

make even more park and recreation infrastructure investments in 2019 in buildings, 

playground equipment, roads and bridges, and capital repairs to aging infrastructure, topping 

the highest level of infrastructure spending since the recession of 2008.  

3.6 PARK SERVICES EVALUATION AND COMMUNITY INPUT  

 

The 2021 – 2025 Parks Master Plan is designed to encompass recommendations and potential 

projects from various sources including input from user groups, individual park users, city staff, parks 

advisory board and city council. It was the intent of PRCA to conduct a statistically valid community 

survey in 2020, however, due to the COVID-19 pandemic, PRCA did not have the ability to conduct 

the survey update. PRCA is using the following information from the 2017 community survey results 

along with an informal 2020 online community survey as a means to incorporate relative community 

input and needs assessment.  

 

In 2017, PRCA utilized ETC Institute to administer a community survey. The major findings associated 

with parks and park facilities are summarized below. Park facilities provided by PRCA had the highest 

levels of satisfaction based on a combined percentage of “very satisfied” and “satisfied” for 

responses among residents who had an opinion; those being neighborhood parks (94%), playgrounds 

(91%), walking and biking trails (90%) and shelter/picnic areas (87%). Likewise, 95% of respondents 

had used or visited a PRCA park within the past year. The following three parks were identified as the 

parks utilized most throughout the system; Delco Park (67%), Lincoln Park (55%) and Indian Riffle Park 

(50%). For users indicating the reason they visit PRCA parks, (71%) indicated they use PRCA parks for 

walking paths, (66%) of residents cited to enjoy the outdoors, (60%) indicated for exercise, (50%) 

indicated to use playgrounds and only (5%) of respondents indicated that they do not use PRCA 

parks. 
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2020 FEEDBACK PORTAL 

With the delay of the 2020 Community Survey until 2021 or 2022, an online community survey, hosted 

via a “Feedback Portal” on the department website, offered seven questions specific to parks and 

park operations. The questions asked were focused on much of the information obtained in the 2017 

statistically valid survey. Most importantly, the 2020 online community survey reinforced that the 

Kettering community feels strongly about the parks we provide and the support they show for them. 

 

Again, in 2020 respondents showed strong support and need in providing walking paths, trails, and/or 

biking options within parks. This supports the top rated 71% of users that utilize our parks specifically for 

walking paths and trails of respondents that participated in the 2017 survey. In addition to that, 

respondents rated to develop, improve or add more paths and trails throughout current or future 

parks as one of the most important  actions that PRCA should take in the future of our parks. 

Significant support and use was also noted for playgrounds, additional or upgraded restroom 

facilities, naturalized park settings, connecting with nature both passively and via play, shelters or 

shade coverings and interpretive areas or amenities.  

 

As mentioned, significant support is shown that the overall satisfaction of our parks and amenities 

remains high. In 2017, respondents indicated that parks are used at a high rate. 95% of respondents 

stated that they use a park or park amenities at least once within a given year. In 2020, respondents 

indicated that over 90% of them frequent a Kettering Park more than a few time per year which is 

roughly the same as shown in 2017. In addition to that, their satisfaction of our parks and facilities is 

evident in the fact that there is strong support to continue to provide and maintain existing parks at 

or above the current level of service and standards.  

 

Lastly, when determining how to approach service delivery within parks, future development, 

redevelopment or the addition of new amenities, the 2020 online survey reinforced which parks we 

understand our respondents use the most. Currently, park standards and the maintenance 

management plan that was created and implemented in 2019 has a tiered level of service 

approach, which is supported based on use. Delco Park, Lincoln Park/Civic Commons and Indian 

Riffle rank highest among larger parks for use. Kennedy Park and Wenzler Park, smaller parks rank high 

as well. Considering how we approach the service provided in our parks overall, current use trends 

suggest we are doing an adequate job meeting the needs and satisfaction given our most recent 

high ratings.  

 

COMMUNITY STAKEHOLDERS 

As part of gaining community input for the 2021-2025 Parks Master Plan the Parks staff met with sports 

organizations and park user groups that provide recreational programs to residents. These 

organizations provide baseball, softball, football, soccer, tennis, pickleball and BMX. Parks also 

surveyed the schools throughout Kettering and school-based organizations that use fields in 

Kettering’s parks. 

 

In addition to the feedback in the 2020 survey, the following user groups that PRCA collaborates with 

to offer recreational programming opportunities to its residents are identified below from meetings 

held in 2020. These highlights the input received from those organizations relating to the use of PRCA 

parks and facilities to operate their programs. 
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Community User Groups 

 

Kettering BMX Association 

The Kettering Bicycle Motocross Association 

(BMX) has been providing BMX racing for boys, 

girls and adventuresome adults at Delco Park 

since 1980. The Association holds a weeknight 

practices along with Sunday afternoon races 

May through October. 

 

The track, parking, spectator areas, and water 

and seasonal toilets provide the amenities 

needed to hold weekly races. The track 

requires periodic and annual maintenance 

and is especially subject to hard rain damage. 

 

Additional facility improvements would 

enhance the program. Currently, the track is 

experiencing significant erosion of the asphalt 

paved track embankments. Additionally, 

further investigation and improvements are 

needed for the subsurface drainage to 

function properly. The association has 

expressed considerable concern with the 

current starting gate and the length or it. An 

updated gate would allow for electronic race 

timing and safer gate functionality. If 

improvements were made the association 

indicates the track would be able to host 

future regional and national races again.  

 

Current statistics suggest that Biking (road 

cycling, mountain biking and BMX) continue to 

trend upward for kids ages 6-17, specifically 

BMX which grew by 22% in 2018 (Outdoor 

Foundation, 2019). Future planning and 

improvements for the facility should be rooted 

in providing opportunities for both novice and 

skilled riders and include areas for younger age 

populations to learn and develop riding skills.  

 

East Kettering Recreation Club 

East Kettering Recreation Club (EKRC) has 

been providing youth baseball for grades K-12 

at State Farm Park for over 35 years.  The State 

Farm Park fields’ suit their needs and fields 1-4 

were included within the 2008 Park Bond levy 

improvements. Fields 5 and 6 are in need of 

considerable work that includes fencing and 

dugout improvements and renovation of 

infield play surfaces that are forecasted within 

future Capital Improvement Plan years. Fields 

1-4 are lighted and under a 25-year service 

and maintenance agreement with Musco, 

ending 2036.  

 

Currently, the EKRC has not expressed concern 

with the facility for the organizations current 

uses. Future site improvements will need to 

address updating restrooms that is forecasted 

within future Capital Improvement Plan years.  

 

Kettering Youth Football and Cheer 

Organization 

Originally playing under the Fairmont East 

mascot name of Wee Dragons, the Kettering 

Youth Football and Cheer Organization 

(KYFCO) provides youth football and 

cheerleading. The program operates out of 

Indian Riffle Park and the Kettering City School 

property adjacent to Kettering Middle School. 

Additionally, KYFCO utilizes storage space 

within State Farm Park shelter, Indian Riffle Park 

concession and restroom building and within 

an out-building located on Indian Riffle Park 

property.  

 

Parking for the games is an ongoing problem 

because park users and the Recreation 

Complex share the parking lot. This inhibits their 

ability to collect a parking fee, which is a 

significant portion of their income. There are no 

permanent restrooms and the only 

accommodation that is provided is through 

chemical toilets adjacent to the field. Over the 

last several years, both Kettering City Schools 

have collaboratively worked to provide 

upgrades to the facility. Those improvements 

include paving the football field perimeter 

track, installation and upgrades to the football 



 

 

45 

 

 

field irrigation system and the installation of a 

new lighting system. The lighting system is 

under a 25-year service and maintenance 

agreement with Musco, ending 2037.  

 

Due to the limited storage, restroom and 

modern concession facilities onsite and the 

organization has expressed an interest in 

working with Kettering City Schools and PRCA 

to improve the football field to include a 

permanent structure. This improvement has not 

been planned nor funded and is not currently 

within the city’s future Capital Improvement 

Plan program.  

 

First Kettering Athletic League 

First Kettering Athletic League (FKAL) provides 

youth baseball to youth and families 

throughout the Kettering area. Most recently, 

FKAL serves roughly 200 – 300 youth for 

baseball each season. The four ballfields at 

Irelan Park fit their needs currently. The City 

provides periodic and seasonal baseball field 

maintenance and renovation as needed. 

Kettering also provides seasonal field 

preparation as needed. FKAL’s short-term 

needs include the continued renovation of the 

baseball backstops, fencing, and sports field 

surfacing for fields 1-3 which has been 

forecasted and is currently planned within the 

city Capital Improvement Plan.  

 

Most recently, PRCA completed the removal 

of field four due to safety related concerns to 

the infield surface. Therefore, to replace field 

four PRCA constructed t-ball field fencing and 

infield elsewhere within the park. This 

eliminated continual infield drainage issues. In 

addition to the replacement of field four, field 

one’s infield was renovated in 2020. Continued 

improvements to upgrade fencing, dugouts 

and the restroom/concession building will 

need to occur in the future.  

 

Kettering Amateur Baseball Commission 

Kettering Amateur Baseball Commission 

(KABC) provides baseball and softball for just 

over 1,000 youth including a league for youth 

with developmental disabilities. Indian Riffle 

Park (IR) and Kettering Middle School (KMS) are 

used for their programs.  

 

The fields located within Indian Riffle Park and 

on Kettering City School’s property suit their 

needs. KABC previously funded half the cost of 

the KMS restroom/concession/storage building. 

Future improvements to both Indian Riffle Park 

Fields and KMS fields will need to address path 

and hardscape accessibility, fencing and 

dugout replacement, infield renovations, 

drainage improvements and 

restroom/concession improvements.  

 

Most recently, the City of Kettering invested 

considerable funding for the replacement of 

fencing throughout several KMS (fields 1-4) and 

Indian Riffle Park field fencing (Prugh Fields).  

 

Metro Soccer Club 

Metro Soccer Club (MSC) provides Select 

Soccer to some 450 youth and Recreational 

Soccer to some 300 youth (via a CYO based 

program). The number of Select players has 

been growing significantly for the past five 

years. MSC utilizes at Delco Park with some 

practices on various other fields.  

 

Through registration, concessions and 

fundraisers, they have the funds to provide a 

quality soccer program. MSC has assisted with 

the funding for the installation of irrigation 

systems on four fields and the 

concession/restroom building within Delco 

Park. PRCA has most recently upgraded the 

irrigation systems on fields 1-4 and renovated 

the restrooms located within the park used by 

MSC.  

 

MSC has expressed the need for the 

development of two additional youth soccer 

fields due to the growing size of their program. 

Likewise, the need to add irrigation to the 

lower two fields located within Delco Park. 

Currently, both projects are unfunded.  
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Pickleball Pals  

Senior pickleball players throughout the Miami 

Valley that informally gathered in 2017 upon 

the completion of the Kennedy Park courts. 

With an agreement between Kettering City 

Schools, PRCA funded the renovation of 

unused tennis courts located on KCS property 

to create six new pickleball courts for the 

community. The court renovation include 

repair of surface cracks, fencing and 

complete lining and resurfacing for pickleball 

plan.  

 

The group currently organizes play on the 

Kennedy Park Pickleball courts 

Monday/Wednesday/Fridays from 8:00 a.m. to 

noon late April through September.  

 

Many participants have expressed the need 

for expanded seating and overhead coverage 

located within the renovated courts in the 

future. Currently, no funding has been 

considered for these improvements within the 

city’s Capital Improvement Plan program. 

 

Local High Schools (Alter/Fairmont High 

Schools)  

PRCA collaboratively works with both Kettering 

Fairmont and Kettering Archbishop Alter High 

School Coaches and Athletic Director to 

operate their programs on park property. 

Annually, staff will meet with respective 

coaches to coordinate baseball, softball, LAX, 

soccer, Tennis and XC programs that in some 

capacity utilize park facilities or the shared 

school/park facilities. Recent improvements 

that local high school programs utilize include 

Ernst Park baseball, softball and multipurpose 

fields and tennis courts.  

 

These improvements were made possible via 

the 2008 park bond levy projects. There has 

been expressed interest from Alter High School 

to work with PRCA to develop space within a 

park for the development of a regulation sized 

high school baseball field. Currently, no 

funding is planned within the city’s Capital 

Improvement Plan program.  

 

Kettering Schools  

The Kettering City School District has twelve 

school buildings covering over a million square 

feet of facilities encompassing 214.5 acres. The 

newest building, Greenmont Elementary 

School, is 21 years old. John F. Kennedy 

Elementary School, which is the second newest 

building in the district, was built in 1963. All 

other buildings are more than 53 years old and 

one even dates back to 1945. 

 

The Kettering Board of Education school 

property consists of buildings, parking lots, play 

fields and hard surfaces with basketball hoops 

and playground equipment. 144 acres of grass 

area and hard surface playgrounds are 

accessible to the public. These are classified as 

if they are parks.  

 

Kettering Schools have four schools whose play 

areas could be developed into mini parks to 

meet Kettering Standards that would serve the 

surrounding City of Kettering residents. These 

are Greenmont, Prass, Beavertown, and 

Orchard Park Elementary Schools. 

 

Four schools already join park property. These 

are Kennedy, Southdale, and Indian 

Riffle/Kettering Middle School. The Kettering 

Parks Department cooperates and maintains 

several school properties as they would 

Kettering parkland. Most notably, areas 

throughout Indian Riffle Park. Formal 

agreements to maintain the KMS football field 

within Indian Riffle Park exist, but future 

agreements for the operation, maintenance 

and long-term capital improvements should be 

explored to ensure proper management of 

facilities to continue to serve City of Kettering 

residents.  
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3.7 PARK INVENTORIES 

 

Park and recreation land classifications are needed to describe park and recreation facilities of 

state, regional and local significance. The National Recreation and Park Association (NRPA) and the 

2018 Ohio Statewide Comprehensive Outdoor Recreation Plan (SCORP) each have slightly different 

descriptions for these facilities. When park property is acquired or developed, or under goes a major 

redesign the classifications describe the facilities, the clientele and the travel distance according to 

the size and purpose of the property and its facilities. 

 

The City of Kettering has used these and other park classification systems as well as our community’s 

needs and resources to develop its own classifications. The following describes Kettering’s Park 

Master Plan classifications. 

 

While none are located in Kettering, we have included the classifications for regional and state parks 

as several are within easy access to Kettering residents. Greenway/Multi-purpose Path and Special 

Use Facilities are available both within Kettering and nearby. 

 

Park Type  Acres Description  

Mini 0.5 - 3 5 minute walk, .25 mile service radius, located in high density area, 

landscaped, easy accessibility, specialized facilities for concentrated 

or limited population, very intensive recreation, playground, open 

space, hard surface 

Neighborhood 3+ 5-15 minute walk, .25 - .50 mile service radius, within neighborhood, 

limited parking, active and passive recreational activities, fewer 

organized activities, easy accessibility, family oriented, school-park 

development, playground, play fields, hard surface, open space 

Community 20+ 5-15 minute drive, 1-2 miles service radius, open space, organized 

activities, natural features, passive recreational activities, diverse 

environment qualities, playground, play field, shelter, picnic area, 

parking facilities 

Regional 200+ 30-60 minute drive, more extensive open space for passive or active 

recreation 

State 1000+ 1-2 hour drive, multi-use recreation area, unique natural resources, 

specialized activities, preservation and maintenance of the natural 

resources 

Greenway/ 

Multi-Purpose 

Open Maintains natural or manmade corridors, roadsides, links population 

centers with business centers, natural areas, and parks used for 

personal modes of travel 

Special Use 

Facilities 

Open Specialized or single-purpose recreation areas, museums, golf course, 

outdoor performances, art shows, festivals, and community events 

Nature Park Open 5 - 15 minute drive, 1-3 mile service radius, preserved natural areas, 

natural features, preservation and maintenance of the natural 

resources streams, ponds, woods, trails, environmental study by all 

ages; Size of a park or portions of a park may vary 
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Kettering’s open space classifications are illustrated in the chart below.  
 

 

Maps in Appendix G are excellent visual aids for relating residential and business locations to open 

space locations and size. The maps could guide future policy decisions for land acquisitions or 

development. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

*One open space park, Gentile/DESC is not included above, but is planned to be developed as a neighborhood park with 
natural features by the end of 2022. This will add 15.1 Acres to the City’s parkland area. 
  

Kettering Park Acres Classification 

Glaser Park 0.80 Neighborhood 

Berwin Park 1.12 Neighborhood 

Southern Hills Park 2.00 Neighborhood 

Governor’s Place 2.00 Special Use 

Oak Park 3.75 Neighborhood 

Walther Park 4.60 Neighborhood 

Wenzler Park 5.53 Neighborhood 

Kantner Park 4.77 Neighborhood 

Southdale Park 7.39                          Neighborhood/Nature 

Oak Creek Park 9.44 Neighborhood 

Van Buren Park 6.11 Neighborhood 

Blackhawk Park 8.26 Neighborhood 

Tait Park 8.73 Neighborhood 

Lincoln Park/Civic 

Commons 

16.52 Special Use 

Ernst Park 14.12 Community 

Pondview Park 14.05                           Neighborhood/Nature 

Kennedy Park 11.78 Community 

Irelan Park 14.69 Community 

Polen Farm 15.76 Special Use 

State Farm Park 36.65 Community 

Delco Park 69.64 Regional 

Indian Riffle Park 104.00 Regional 

TOTAL ACRES 364.21*  
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3.8 PARK SERVICE AND DESIGN STANDARDS 

 

In 2018, the Parks Division began an extensive analysis of its operations to develop updated park 

maintenance and design standards associated with the parks and facilities it maintains. This process 

included inventories and assessments of not only parks, infrastructure, equipment and methods for 

maintenance. It provided an opportunity for staff to provide input relating to how the division 

operates into the future. The process took service staff and management roughly six months to 

complete a plan that updated its operations beginning August 2019.  

 

Kettering Parks, Recreation and Cultural Arts Department classifies their park system into the following 

park classifications or typologies: 

 Neighborhood Parks 

 Community Parks 

 Regional Parks 

 Special Use Parks 

 Natural Areas 

 Public Facilities 

 Medians 

 

Within each park classification, or typology, the Department 

implements a zone management approach to operations 

and maintenance activities. That is, each park site (whether 

developed or undeveloped) is given at least one “zone” 

classification. The zones are used to clarify maintenance 

assignments and roles/responsibilities for staff. Zones are 

related to an associated level of service. Level of service 

relates to the frequency of and degree in which a 

maintenance standard is applied to that certain park 

element. Levels of service most often are dictated by the 

magnitude of use of the element and are directly related to 

the ability to fund that particular frequency. The following 

definitions represent the zone management approach. 

ZONES – GENERAL DEFINITION: 

 Zone 1 Park Elements – Very high intense maintenance applications usually associated with 

high use/high participation elements that predominately provide upper gradient programs 

and services and public visibility. 

 Zone 2 Park Elements – High-level maintenance applications usually associated with 

reasonably high developed and high visitation that accommodates structured recreational 

gradient programs and services or public visibility.  

 Zone 3 Park Elements – Moderate to low maintenance applications usually associated with 

moderate to low levels of development, visitation, and public visibility.  

 Zone four Park Elements (if applicable) – Low maintenance applications usually associated 

with low levels of development, visitation, and public visibility. 
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The park maintenance Frequency Tables in Appendix H represent the zone management approach 

level of service standards for the Department. The plan also included processes that have been 

standardized throughout the park system and by service staff to provide further efficiency and quality 

of service.  

3.9 URBAN FORESTRY MANAGEMENT PLAN 

 

In 2019, the Parks Division sought the assistance of PlanIt Geo to assess, inventory and develop the 

city’s first Urban Forest Management Plan. The City is devoted to sustaining and enhancing the 

benefits trees provide to the community by developing and following a strategic Urban Forest 

Management Plan. At the same time, stresses from the urban environment including air pollution, 

pests and diseases such as emerald ash borer, invasive species, climate change, damage by 

vehicles, increased impervious surface area, infrastructure conflicts, and soil compaction reduce the 

diversity and magnitude of these benefits and may lead to tree-related problems. Compounding 

these issues are the concerns regarding current City staffing levels, budgets necessary for adequate 

urban forest management, and gaps in policy or ordinances for tree protection. With this 

understanding, it was imperative that the City develop an Urban Forest Management Plan to be a 

roadmap answering the questions of What do we have? What do we want? How do we get what 

we want? In addition, how are we doing? We did that by developing the following strategies within 

the plan. 

 

Action Strategy 1: Maximize the efficiencies in maintaining trees  

 

Action Strategy 2: Use planning, legislation, and enforcement to integrate trees more fully  

 

Action Strategy 3: Implement Best Management Practices for the health and benefits of trees  

 

Action Strategy 4: Foster community support for the urban forest 

3.10 PARKS ADA TRANSITION PLAN 

 

The City of Kettering updated its citywide ADA transition plan in 2017. Much of the forty-seven sites 

studied within the plan consist of PRCA parks and facilities. Although the plan identified over 4,400 

ADA deficiencies based on the updated 2012 Title II Americans with Disabilities Act standards, the 

study identified over 44,000 features that are within compliance. Many of the deficiencies identified 

throughout the system relate to accessible routes within associated facilities. Although many of the 

amenities or facilities that currently do not have compliant accessible routes all future renovations 

and or additions to the system need to include proper planning to ensure access. Additionally, the 

City of Kettering has made a commitment to review the 2017 ADA Transition plan to ensure future 

renovation, development and planning to address current Title II ADA standards, but more 

importantly allow city staff the ability to seamlessly correct current deficiencies within projects that 

are funded and planned in the future.  
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3.11 PARK DEVELOPMENT STANDARDS 

 

The following are development standards that are being recommended or followed within the Parks 

Division currently. The standards are being implemented to provide guidance and support for 

management staff to determine department and divisional priorities when making decisions relating 

to park and city wide facilities that the Parks Maintenance division is responsible for maintaining or 

developing.  

 

 Continue to monitor the physical and psychological carrying capacity and impact of parks 

and facilities to assist in the prioritization of development of new parks and facilities  

 Implementation of Parks Maintenance Management Plan and current Level of Service (LOS) 

to meet the changing demographics and needs of the community 

 Utilize NRPA Park, Recreation, Open Space and Greenway Guidelines” as a framework for 

park development  

 Analyze and offer an adequate number of athletic fields to meet citizen use demand to 

permit yearly rehabilitation  

 As park open space and recreational facilities are developed, corresponding maintenance 

plans and associated costs should be developed and reflected in the City’s operation 

budgets  

 Continue following parks uniform signage program for the City’s entire park system 

 Parks, other than mini parks shall have off-street parking.  

 All parking areas for parks shall be landscaped with a “standard” park marquee sign maintain 

at a zone 1 or 2 level.  

 Develop or improve restrooms to be available to the public year round at all community 

and/or any park sites where scheduled field events and/or shelter reservations occur   

 Continue to follow and develop standards for uniformity for shelters, playground equipment, 

bicycle racks, trash receptacles, benches, etc. for all city parks and facilities 

 Develop master plans, with citizen/neighborhood input, for all existing and new park sites that 

are being improved, renovated or developed.  

 Examine and plan all existing park sites to include the development of accessible paths to 

playgrounds, other park amenities and provide a looped path system. Where possible 

connect to City’s Bikeway  

 Continue to offer separate 2-5 and 5-12 age group playground 

 All playground and park facilities to meet ADA, ASTM and CPSC standards 

 Protect and explore development of existing greenways ravines, wetlands, fens and 

woodlands in an effort to sustain natural habitats 

 Review all new and/or rehabilitation of roads and sidewalks to accommodate citywide 

Bikeway/Pedestrian System  

 Continue to seek grants from all available alternative funding sources when such funding 

opportunities occur  

 Continue to collaboratively work with local school systems and formally acknowledge specific 

partnerships to serve the Kettering community 

 Promote natural areas in parks to reduce high maintenance turf areas  

 Annually review divisional and department program goals, (LOS) Level of Service in relation to 

the PMP and public input to identify needs, issues, and concerns. 
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 Review five year CIP budget annually to adjust based on current needs, priorities, and City of 

Kettering fiscal outlook.  

 Develop and utilize criteria/considerations for ranking new development projects to adjust CIP 

documents  

 Continue developing and tracking up to date Capital Equipment Replacement schedules 

and costs for all parks and facilities  

 Analyze current systems and PMP to manage operations efficiently and effectively 
 

3.12 NATURAL RESOURCE/ENVIRONMENTAL EDUCATION/WASTE MANAGEMENT 

STANDARDS 
 

As the single most responsible agency and/or business, that oversees the management of natural 

resources within the City of Kettering, the Parks Division takes the protection, preservation and 

improvement of quality of Natural Resources seriously. It is the Parks Division’s intent to achieve this 

goal through environmental planning and protection, sustainable management of natural resources, 

waste management, energy conservation, use of environmentally friendly products and 

environmental education. The following standards are to serve as further guidance when striving to 

achieve these goals.  

 

 Encourage planting of trees for windbreaks and shade for cooling 

 Support the preservation of all wetlands, ravines, high quality woodlands, floodway, floodplain 

and riparian corridors with no limit on acreage 

 Explore the development of existing detention basins maintained by the Parks Division into 

wetland sites where appropriate 

 Improve the quality of the City’s urban forest through the implementation of the 2019 Urban 

Forestry Management plan. 

 Continue to be a leader as a Tree USA community 

 Continue and expand if possible the Living Tree and Citizen Tree programs.  

 Explore the ability to create a virtual heritage tree program.  

 Establishment of native planting areas within greenbelt or buffer areas adjacent to residential 

properties maintained by the Parks Division  

 Encourage use of native species and control of invasive species  

 Explore and implement sustainable systems through biodiversity, restoration of ecosystems, 

and the natural function of Natural areas.  

 Reduce mow and high maintenance areas 

 Provide natural interpretive facilities and increase educational programming when/where 

possible 

 Research and employ biological engineering solutions and institute best management 

practices as design and maintenance solutions 

 Create and implement an (IPM) Integrated Pest Management Program 

 Review all development plans and provide comments to Planning and Development 

Department and Engineering Department relating to Natural Resource Management  best 

practices 
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 Individual National Resource Management Plans should be developed for any natural area in 

an existing park and/or future parks, greenways and conservation easement areas and the 

following should be considered: base maps with GIS topographic and aerial photographs; 

USGS and National Wetlands inventory maps; site surveys to identify property lines, easements 

and existing improvements; any deed and/or zoning restrictions; Montgomery County soil 

surveys; flora and fauna inventory; state National Heritage Inventory (NHI) with Ohio 

Department of Natural Resources (ODNR); preserving significant habitat; historical mapping, 

site history and archeological as required; educational and recreation programming if 

applicable 

 Monitor and follow any federal and state endangered species protection acts 

 Provide erosion control for all park development and monitor private developments 

conformance to EPA requirements  

 Design and install more native/drought resistant species and reduce high maintenance turf 

areas  

 Follow water conservation restrictions; promote and utilize water conservation tools and 

practices with staff training (ex. Rain Bird IQ) 

 Continue to recycle trees and branches as wood chips and firewood. Work with Public Service 

Department to produce compost and sustainable mulch for citywide use.  

 Reduce the amount of salt and other ice treatment chemicals in parks, paths and parks 

maintained roadways when applicable.  

 Increase use of electronic mail system and computerized records.  

 Continued implementation and use of electronic and cloud based document access and 

storage systems  

 Inventory of all hazardous materials and MSDS files. Train staff in the handling and storage of 

such materials according to state and federal standards  

 Continue the vehicle equipment preventative maintenance program to reduce emissions and 

fuel consumptions.  

 Evaluate processes and procedures to reduce mileage driven by staff.  

 Utilize teleconferencing and electronic mail as energy-saving practices 

 Encourage use of non-toxic herbicides and test their effectiveness, when applicable  

 Partner with UD Rivers Institute, Little Miami Watershed Network, KSD, Beavercreek Watershed 

Association and other environmental groups to promote and educate citizens on 

Environmental Stewardship 

 Partner with Five Rivers Metro Parks, Greene County, Sugarcreek Township and Centerville 

Washington Park Districts environmental programming efforts to supplement environmental 

education needs and avoid program duplication  

 Expand environmental education programming on back yard riparian conservation and wild 

life programs, wetlands and conservation to develop citizen awareness, appreciation and 

understand of our natural world  

 Seek to include Environmental Educational components within all parks developments.  

 Expand interpretation opportunities at Pondview Park, Future Gentile Park, Indian Riffle Park 

(Prugh Woods) and Delco Park to promote and educate citizens on cultural, historical, scenic 

and aesthetic resources  

 Partner with schools, neighborhood associations, Tree Commission and local garden clubs to 

create environmental education opportunities in parks and open space areas 
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3.13 PERSONNEL 

 

The Parks Division within PRCA is comprised of the following full-time, regular part-time and 

contractual staff within the organizational chart below. Additionally, roughly 1000 hours of seasonal 

and temporary part-time staffing is budgeted annually to ensure the LOS as outlined within the 

current Parks Maintenance Management Plan is successfully accomplished. In 2020, roughly 69% of 

the Parks Division budget was allocated to personnel services. Surprisingly, based on 2020 NRPA Park 

Metrics, PRCA-Parks Division is funded operationally above the 75th percentile of agencies nationally. 

Although PRCA is at or above national standards relating to park maintenance and the LOS 

provided; current park maintenance standards will require further personnel resources. 

 

In 2019, the Parks Division revamped its maintenance management plan based on a tiered LOS for 

parks and facilities it is responsible for maintaining. As the division continues to implement those plans 

it has been evident, to successfully meet those standards restructuring personnel resources and 

possibly requesting additional personnel resources will need to occur. As future parks and facilities are 

updated, developed (Gentile Park) or the acquisition of parkland (and property maintained by 

PRCA) occurs, the department will need to ensure the current LOS and maintenance standards can 

be met. Additionally, as the Parks Division continues to implement and analyze the maintenance 

management plan that was revised in 2019, the management and organizational structure of 

personnel resources for the division needs to be evaluated for further efficiencies.  

 

An area of concern within the park maintenance industry is the continual decline of skilled or 

experienced younger staff to develop or replace retirees. Much of that revolves around the decline 

of individuals who are seeking employment within the skilled trades industries. The greens industry has 

recently experienced significant difficulties balancing competitive wage structures between both 

private and public sectors. Additionally, the seasonality of the parks maintenance industry has 

significantly affected the workforce due to healthcare reform and requirements to provide certain 

benefits for part time and seasonal employees who work over and beyond 1508 hours seasonally. 

PRCA’s ability to manage both the concerns surrounding competitive wages in the future and 

through the development and training of its current employees is a focus. According to the 2019 IBIS 

World, Landscaping Services Industry Report only average growth within the industry is expected 

between 2020 and 2025. The continued turnover and need for a skilled workforce will require 

increased attention to the processes and resources the Parks Division implements associated with the 

recruitment, hiring, development, training and retention of both full time and part time current and 

future employees to determine its success.  

 

Although the current wage structure for seasonal and temporary part time employees needs 

addressed, the Parks Division has benefited from both the full time and regular part time employment 

opportunities it offers. The organization is viewed as a leader within its field, both regionally and 

nationally. This distinction attracts prospective employees from other agencies and industry sectors 

due current salary offerings and benefits along with the quality of parks, facilities and services 

offered.  
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3.14 CAPITAL IMPROVEMENT PROGRAM 

 

As described in Chapter 1, The City of Kettering and PRCA develops a five-year capital improvement 

program plan, which is reviewed and submitted annually for appropriation. The current approach for 

the Parks Division is to focus on the continual and preventative maintenance associated to park 

infrastructure needs throughout the citywide park system. Larger more substantial projects that 

require planning and development have been and are included within the overall PRCA capital 

improvement plan. Considering how developed and land locked the City of Kettering is, there are 

very few opportunities for future park development.  

 

In 2008, the City of Kettering executed a twenty-year, $12.3 million Parks Bond levy, allowing PRCA to 

upgrade and improve many of its neighborhood and community parks. Come 2028, PRCA will have 

significant park infrastructure and amenity improvements to address. As the Parks Division plans for 

the capital needs throughout the park system the potential for large-scale development, planning, 

acquisition, improvements and replacement or upgrades to park amenities that are motivated by 

the input and desires of the community will require significant financial support beyond what the five-

year city capital improvement program can sustain. Leveraging that motivation and the desire from 

the community to support those needs should be via a single or permanent bond levy.  

 

Most recently, the City of Kettering has invested in large-scale improvements to several transportation 

corridor landscapes. These projects have been long standing priorities that are not specifically 

aligned as general park improvements, but due to the management and maintenance of the 

landscaped areas, the Parks Division has been involved and tasked with the design and 

implementation.  

 

In 2019, the Parks Division began the initial planning and design work associated with the Shantz Ave 

Bridge replacement project. The project is a collaboration between Engineering Department, the 

Parks Division and the Cultural Arts Division. As it pertains to the Parks Division, the project was 

designed with an emphasis to focus on the affected landscape surrounding the bridge replacement 

and art installation. In the future, the plan will address additional landscape improvements to 

enhance the very heavily used corridor that is a gateway between the City of Kettering and the City 

of Dayton.  

 

Beginning in 2021, the Parks Division will approach the Ridgeway Bridge replacement project in a 

similar fashion. As a collaboration with other divisions and departments as well, the Parks Division is a 

partner for planning and designing a landscape for which it maintains to enhance this critical piece 

of transportation infrastructure for the community. Both transportation projects are largely funded 

and spearheaded by the city’s Engineering Department.  

 

Additionally, the Gentile Park project has been a priority for the City of Kettering dating back to the 

early 2000’s. Although the park was funded in prior years, the parks’ development has been 

postponed numerous times due to fiscal concerns, environmental considerations and studies. In 2019, 

the Parks Division picked back up from early designs back in 2013 with an emphasis to create a 

neighborhood park that provides both active and passive recreational opportunities to the 

surrounding neighborhoods with a more naturalized concept. The park is currently in the design 

phase with hopes to proceed with construction in early 2022.  
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3.16 UNMET NEEDS 

 

The single most unmet need within the Parks Division is a long-term sustainable funding mechanism to 

offset the continual preventative and ongoing maintenance costs associated with PRCA’s current 

park and facility infrastructure, capital equipment and assets. As the department continues to grow 

and evolve by striving to provide the community with current trends, new and additional parks and 

recreational opportunities the ability to do that is directly correlated to a funding model that is in 

excess of what is being funded currently via the five year citywide capital improvement program 

(CIP). As most recently seen due to the COVID-19 pandemic. The operational and capital 

improvement plan budgets have been significantly reduced to meet budgetary impacts. 

Furthermore, that has created an even more significant backlog of deferred maintenance and 

projects. Determining and implementing a method to fund the maintenance and ongoing funding of 

parks, recreation and cultural arts infrastructure improvements in and outside of relying on the 

citywide CIP program will be critical to the departments success in sustaining its ability to continually 

offer award winning parks, facilities and programs to the community. .  

 

Likewise, as PRCA, leadership continues to develop and present new opportunities to the public, their 

ability to support the operational resources via the LOS associated with new opportunities is key to 

meeting community expectations. As referenced within the development standards in section three, 

operational costs and resources need to be established and planned for determining to proceed 

with future development projects. That will be done by utilizing the current parks standards and Park 

Maintenance Management Plan that not only identified levels of service, but also the human capital 

and capital equipment to successfully operate. Likewise, via the management of current systems 

that do not exist, the creation and implementation of a thorough capital equipment replacement 

program will allow for effective and efficient use of resources in the future. Currently, the Parks 

Division is working from a deficit relating to capital equipment, which has not allowed the opportunity 

to begin working a true replacement program. So much so, it has required the Parks Division to 

successfully operate with capital equipment that is beyond its current service life.  

 

For example, the capital equipment and personnel resources associated with the operational needs 

of the proposed Gentile Park development will need to be addressed in future year budgets. The 

additional request of personnel to sustain the current LOS throughout the entire park system in 

addition to the development of a new park will be critical. Another unmet need that is negatively 

affecting the Parks Division is the limited covered and indoor storage within the Parks Maintenance 

Center facility. Currently, the Parks Division has been focused on the investment and replacement of 

capital equipment, specifically vehicles and large equipment. Due to the limited storage onsite and 

the sale of building 46 at DESC, new equipment remains unsheltered within the elements, which will 

reduce the service life and longevity that those pieces of equipment in the future. Likewise, the 

division’s ability to economically purchase and store materials onsite is not an option. The Parks 

Maintenance Center renovation plans as proposed have gone unfunded and unless incorporated 

within the citywide capital improvement plan will not be addressed in the relatively short future.  

 

From a staffing and resource perspective, the Parks Division continues to struggle with the 

competitive wage it can offer to seasonal and temporary part time employees. The City of Kettering 

lags behind other agencies and private green industry companies to attract and retain the skilled 

and experienced seasonal staff that is needed to effectively compete as an award-winning agency 
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moving forward. Its ability to assess and analyze the current wage scale for seasonal employees will 

be a limiting factor if it is not provided attention in the near future. Currently, the Parks Maintenance 

Management Plan that allows the LOS to maintain parks and facilities that the community has 

become accustomed with suggests the full level of seasonal and temporary part-time person-hours 

to effective achieve those tasks. Most recently, the Parks Division has been unsuccessful in filling all of 

those person-hours seasonally; due in part to its ability to offer the competitive wage that is being 

offered throughout other green industry service providers throughout the Miami Valley. 

3.15 PLAN IMPLEMENTATION AND OPPORTUNITIES 

 

Through the support of City Council, the City Manager and staff recognize the importance to 

maintaining and providing top quality parks, facilities and amenities to Kettering residents. The 

following implementation plan is aligned with current resources and capital planning efforts along 

with department vision, mission and objectives. These recommendations support input provided by 

the community (2017 statistically valid survey, public input from user groups and 2020 online 

community survey) staff evaluation and national trends. It is understood that these priorities are to be 

used as future guidelines that provide flexibility and can be altered as needed. The goal is not to 

overextend the department or city financially or operationally. The department will need to continue 

to take a strong business plan approach to proposing and completing these development projects in 

the future  

 

As a means to effectively balance the priorities for future development and improvements or 

additional amenities throughout the City of Kettering’s park system the following breakdown has 

been created to provide vision for future planning. The following park project(s) or the group of 

project(s) are group “bucketed” as follows. Additionally, projects within each bucket will be 

categorized as High, Medium and Low projects. Variables affecting the categories differ relating to 

each type of project, but allows for the Parks Management team and Leadership the ability to align 

projects annually within the five year citywide Capital Improvement Program that is evaluated each 

year and to prepare for future funding options for those projects that go unfunded. Approaching the 

development of these projects in this way allows the department to not only meet the current desires 

and interests of users and residents, but it allows for the renovation and capital maintenance needs 

of current assets for continued use.  

 

As reflected in the support confirmed in the 2017 and 2020 community surveys, the City of Kettering 

and its residents value and place an importance on parks, recreation and cultural arts. Furthermore, 

the City of Kettering PRCA Department strives for continuing to provide award winning parks and 

facilities that meet the needs of its community.  
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CRITICAL

-Funding for critical maintenance of current infrastructure, lifecycle replacement and/or 
the repair of existing facilities and amenities.

-Supported highly via 2017 Statistically Valid Survey and the 2020 Community online survey

-Reccomended via staff evaluation, currently funded in CIP Program

-Supported by national trends 

SUSTAINABLE

-Funding for future projects or development to refine and create strategic changes within 
park system.

-Supported moderately via 2017 Statistically Valid Survey and the 2020 Community  survey 

-Recommened via staff evaluation, currently may/may not be funded within CIP Program 

VISIONARY

-Funding for complete park or facility renovation, aquistion or new parks

-Currently may/may not be funded within CIP Program

 

Moving forward city staff and leadership must focus and place an importance on maintaining park 

infrastructure and assets as well as leveraging new parks and recreational opportunities with a 

balance the desires of the community, current trends and the financial and operational feasibility to 

meet those needs. The ability to successfully obtain future funding sources via grants and public 

dollars is an area that the PRCA has had some success, but could make a larger priority in the future. 

The following items have been identified as the most significant areas within current trends, recent 

community surveys and public input meetings that are opportunities for PRCA.

Items identified as the most significant areas within current trends, recent community 

surveys and public input meetings that are opportunities for PRCA: 

Provide and plan for connectively (internally/externally) for all future park 

developments 

Continue to invest in current infrastructure needs 

Redevelopment of  recreational facilities to meet the updated needs of diverse user 

groups (i.e. BMX Track, Horseshoe/Shuffleball Courts, Disc Golf Course) 

Enhance or develop current natural areas as a means for connecting users to areas for 

recreational/educational opportunities 

Upgrade and/or provide additional active and passive exercise or fitness opportunities  

Plan and begin implementing replacement of large capital equipment replacement 

program of playgrounds and surfacing 

Upgrade and/or improve athletic facilities and fields  

Begin offering Wi-Fi connectivity and smart infrastructure in select park locations 

Incorporation of surveillance and safety mechanisms within parks.  

Secure future funding to offset financial burden via grants 
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CHAPTER 4 – RECREATION & ARTS PROGRAM PLAN 

4.1 OVERVIEW OF RECREATION & ARTS 

 

The PRCA Department offers a wide variety of programs ranging from sports leagues to summer 

camps and fitness classes to cultural arts. Programs provide an opportunity for participants to have 

fun, learn new skills, develop friendships and pursue life-long leisure interests. Programs also help to 

energize spaces and are important to supporting facilities, guided by the department philosophy of 

Quality Service Focused on Community.  

 

In order to achieve its mission, the Department identifies Core Program Areas based on current and 

future needs of the community. Since public recreation can sometimes be challenged by the 

premise of being all things to all people, defining Core Program Areas guide staff, policy makers, 

and the public to clearly understand priority 

services.  

 

Program Areas are considered to be Core if they 

meet the following requirements: 

 

 Has been provided for at least 4 years 

and/or is expected by the community 

 Consumes 5% or more of the Department’s 

overall budget 

 Is offered 3+ times per year 

 Has a wide demographic appeal 

 Has a tiered level of skill development 

 Is managed by a full-time staff member 

 Has facilities designed specifically to support it 

 Controls at least 20% of the local market 

 

 

A full Community Inventory and Competition Analysis can be found Appendices B and C. 

 

All programs offered through the Department share a common objective to provide a safe, clean, 

healthy environment for youth, adults, and families. From an operational perspective, programs are 

focused on high quality experiences, appropriate levels of participation, cost recovery, and 

meeting and exceeding participant expectations. Below is an overview of the department’s 

current Core Program Areas and area specific objectives. 
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ICE ARENA EXAMPLES:  

 Learn to Skate USA ice 

skating lessons 

 Learn to Curl 

 Basic Jump Class 

ENVIRONMENTAL EDUCATION 

EXAMPLES:  

 Beekeeping 101 

 Habitat Rangers 

 Archery Basics 

4.2 PROGRAM AREA BROAD GOALS AND EXAMPLES 

 

AQUATICS 

The Aquatics core program area includes parent & child 

aquatics, preschool aquatics, American Red Cross Learn to 

Swim programs, adaptive swim, health & safety classes, water 

fitness classes, and special events. The objective is to provide 

a safe, clean, healthy environment for youth, adults, and 

families to enjoy water activities.  

 

ICE ARENA 

The Kettering Ice Arena is a municipal facility dedicated to 

citizens as well as clubs and organizations in Kettering and 

surrounding areas. In addition to a wide range of 

recreational activities for all ages, the Ice Arena is home to 

organizations that provide Hockey, Figure Skating and 

Synchronized Skating opportunities.  

 

The Ice Arena provides a variety of skating opportunities that 

serves all ages and all skill levels with ice programs. The 

objective is to provide a fun and healthy experience for 

patrons that keeps them returning to skate and spread the 

word to their friends. The focus is on safety and development 

of skills through the progression of the nationally recognized 

skating levels of Learn to Skate USA. We can accommodate 

the beginner and casual skater with our lesson programs and 

various open-skate sessions.  

 

ENVIRONMENTAL EDUCATION 

Housed at the Habitat Environmental Center, the 

Environmental Education core program area includes 

educational opportunities provided through Kettering City 

Schools and the community. The objective is to engage 

citizens through volunteering, nature exploration, and special 

events for all ages and abilities. Environmental programming 

provides residents with comprehensive education to foster 

stewardship, promotes sustainability and helps to develop an 

appreciation of the natural world.  

 

  

AQUATICS EXAMPLES:  

 ARC Learn to Swim Lessons 

 Adapted Swim Lessons 

 Water Workout 
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FITNESS EXAMPLES:  

 Ladies Group Training 

 Tai Chi Chuan 

 Zumba on the Island 

RECREATION EXAMPLES:  

 Grandma and Me 

Springtime Tea 

 Bingo Bonanza 

 Better Babysitters 

ART EXAMPLES:  

 Beginning Watercolor 

 Wheel Pottery 

 Art for the Extreme Beginner 

FITNESS 

Housed at both the Kettering Fitness & Wellness Center and 

the Kettering Recreation Complex, the Fitness core program 

area is a variety of individual and group special-interest fitness 

programs that are offered in one-off and multiple week 

registered sessions, as well as drop-in group exercise classes 

and special events. The objective is to engage community 

members to various forms of fitness, improve community 

overall health levels, meet community needs/interests for 

fitness facilities and program type, deliver positive customer 

experiences, and meet customer expectations while meeting 

program cost recovery goals.  

 

RECREATION PROGRAMS 

The Recreation Programs Core Program Area provides a 

variety for children to active adults. Recreation Programs are 

provided in the categories of preschool, youth & family, 

camps, special events, adult & senior, senior enrichment and 

senior exercise. The objective is to provide programs and 

events to enrich lives, create quality time, encourage social 

interaction, and continue learning/coordination skills.  

 

ART PROGRAMS 

The Rosewood Arts Centre Core Program Area brings creative 

experiences through the arts to Kettering and the region 

through classes, activities and a dedicated facility. The 

objective is to create opportunities for the public through both 

entry-level access to the arts, along with expert-led activities 

for a variety of skill levels in the areas of dance, drawing, 

painting, photography, sculpture, ceramics, writing, theater, 

music, jewelry, and more. Rosewood also provides 

opportunities to artists through professional development, 

including objectives to support artists in exhibiting their 

artwork, provide specialized spaces for independent practice, 

and tools for economic engagement.  Rosewood is a unique 

regional asset and offers a gallery space, a theatre, a dance 

studio, a darkroom, a pottery studio, a jewelry studio, a glass 

studio, drawing and painting classrooms, private studios, and 

general meeting spaces. 

 

In addition to Rosewood, Kettering is unique in the region 

through its public art program, CitySites. CitySites objectives 

include demonstrating artistic excellence, accessibility to the 

arts for all people, and influencing a positive quality of life. 

CitySites has a collection of 27 permanent public artworks 

throughout the parks and facilities of Kettering.  
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SPORTS EXAMPLES:  

 Kettering Youth Basketball 

 Homeschool Sports 

 Cadet Judo 

PARKS EXAMPLES:  

 Shelter Reservations 

 Citizen Living Tree Program 

 Athletic Facility Rentals 

 Cemeteries 

 

SPORTS 

The Sports Core Program Area coordinates a variety of age-

specific/intergenerational and skill-development programs, 

sports camps and sports leagues offered for youth and adult 

participants. The objective is to deliver positive customer 

experiences and meet customer expectations, meet program 

cost recovery goals, engage/retain participants. Sports 

programs are focused on skill development, sport-specific 

rules, strategy learning, social interaction, physical activity and 

sports participation benefits (e.g., teamwork, commitment, 

communication, mentoring, peer support, etc.).  

 

PARKS 

The Parks Core Program Area provides a variety of duties 

including the operation and maintenance of facilities and 

public spaces for the purpose of remembrance, recreation 

programs, and special events. Parks are provided with the 

intention of energizing the spaces, facilities, and amenities. The 

objective is to provide safe access and to enhance the quality 

of life through the use of public spaces, facilities, amenities. The 

public energizes these spaces through both passive recreation 

(on your own/unorganized) and active recreation 

(organized/registered).  

Sample Department code of conducts can be found in Appendix I. 

4.3 PROGRAM AND SERVICE STATISTICS 

 

The relationship between meeting the needs of the community, achieving the agency mission, and 

executing service delivery is of critical importance. It can be challenging to manage a complex 

recreation program system that includes thousands of service transactions (in-person and online, 

from multiple staff members, within the agency and with outside partners) and dealing with a 

diverse audience at a variety of locations within the system.  

 

The department uses different methods of data collection for the variety of programs but the most 

innovative and user-friendly are the department dashboards. Programs are built and registrations 

are executed through RecTrac, the recreation management system for the department. RecTrac 

provides detailed enrollment information as well as age, gender, and residency which is translated 

by iDashboards into dynamic management dashboards which can be used for current and future 

decision making.  
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In addition to the statistically valid Community Attitude and Interest Surveys described in Chapter 1 

and additional community input methods described in Chapter 5, PRCA conducts post-program 

surveys, facility user surveys, and in-park surveys. This process assists with overall performance of the 

product, monitors product behavior in the marketplace, and ensures that the appropriate products 

are being delivered for the right customer, scheduled at the right time and provided for the right 

reason. Communication during this evaluation occurs with multiple staff members at various levels 

plus input from the customer depending on the product. Typical assessment tools to review during 

the evaluation of products and services include the following: 

 

1. Customer comments 

2. Professional assessment 

3. Post-Product assessment 

 

One of the larger recent surveys was the 2020 Fitness Member Survey (Appendix J). This survey was 

designed to gauge the satisfaction of our users in multiple categories, and determine ways that we 

could improve their experience. Generally what we learned from the 386 patrons that took the 

survey is that they value cleanliness, multiple locations and affordability. Specifically we were able 

to identify and create action plans for three specific areas for improvement related to equipment, 

communication and group exercise class offerings. 

 

Part of the Fitness Member Survey results included creating a comprehensive replacement plan 

that allows us to budget according to specific needs to ensure that equipment is updated and in 

working order. We decreased the amount of time we have equipment out of order by purchasing 

replacement parts and increasing our fitness maintenance staff. In addition, we modified our 

cleaning protocols to keep our equipment looking new and functioning properly.  

 

With respect to communication feedback from the survey, some of the biggest changes came 

from how we use our recreation management software, RecTrac. We are now able to send 

automated messages to people when they pay for a pass or program, when their pass is about to 

expire, and when they have a birthday. These emails keep us engaged with people more 

frequently and provide a clear, consistent message.  

 

Lastly, the survey demonstrated that users are very passionate about their group exercise 

experience. In order for us to address specific needs, we took a critical look at what classes we 

offered and at what times of the day, eliminated classes that were not well attended, and added 

some new classes to enhance the schedule. Staff re-wrote the class descriptions and printed the 

schedule in a more organized, functional format. Group exercise instructors were given more 

responsibilities for cleaning and keeping the studio spaces sanitized and in proper working order.  

 

As described on Chapter 1, the department created a Feedback Portal to offer the public an 

opportunity to communicate their comfort-level and expectations for programs and 

communications during the pandemic. While the information was not surprising, it validated the 

steps that staff had taken to put the spotlight on safety and clear, up-to-date news on facilities and 

programs.  
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4.4 RECREATION, ARTS AND LEISURE TRENDS ANALYSIS 

 

The Trends Analysis provides an understanding of both national and local recreational trends. This 

analysis examines participation trends, activity levels, and programming trends. It is important to 

note that all trends are based on current and/or historical patterns and participation rates.  

 

NATIONAL TRENDS IN SPORTS 

The sports most heavily participated in the United States were golf (24.1 million in 2015) and 

basketball (22.3 million), which have participation figures well in excess of the other activities within 

the general sports category (see Figure 9). The popularity of golf and basketball can be attributed 

to the ability to compete with relatively small number of participants. Golf also benefits from its wide 

age segment appeal, and is considered a life-long sport. Basketball’s success can be attributed to 

the limited amount of equipment needed to participate and the limited space requirements 

necessary, which make basketball the only traditional sport that can be played at the majority of 

American dwellings as a drive-way pickup game.    

 

Since 2011, rugby and other niche sports, like boxing, roller hockey, and squash, have seen strong 

growth. Rugby has emerged as the overall fastest growing sport, as it has seen participation levels 

rise by 82.4% over the last five years. Based on the five-year trend, boxing (62%), roller hockey 

(55.9%), squash (39.3%), lacrosse (39.2%), cheerleading (32.1%) and field hockey (31.8%) have also 

experienced significant growth. In the most recent year, the fastest growing sports were gymnastics 

(15%), rugby (14.9%), sand volleyball (14.7%), Pickleball (12.3%), and cheerleading (11.7%).  

 

During the last five years, the sports that are most rapidly declining include touch football (-26%), 

ultimate Frisbee (-24.5%), racquetball (-17.9%), and tackle football (-15%). Furthermore, Ultimate 

Frisbee and racquetball are losing their core participants, while touch football and tackle football 

are experiencing attrition in its casual participant base. For the most recent year, Ultimate Frisbee (-

16.7%), touch football (-12.3%), tackle football (-11.9%), and boxing (-10.7%) underwent the largest 

declines.  

 

In general, the most recent year shares a similar pattern with the five-year trends; suggesting that 

the increasing participation rates in certain activities have yet to peak in sports like rugby, sand 

volleyball, and ice hockey. However, four sports that increased rapidly over the past five years have 

undergone recent declines, including lacrosse, field hockey, squash, and boxing for competition. 

The reversal of the five-year trends in these sports may be due to a relatively low user base (about 1 

million) and could suggest that participation in these activities may have peaked. Exiting individuals 

from these declining activities are mostly casual participants that may switch to a variety of other 

sports or fitness activities. 

 

The most popular sports, such as basketball and baseball, have a larger core participant base 

(engaged 13+ times annually) than casual participant base (engaged at least 1 time annually). 

Less mainstream, less organized sports such as ultimate Frisbee, roller hockey, squash and boxing for 

competition have larger casual participation engaged at a lower frequency. Although these sports 

increased in participation over the last five years, the newcomers were mostly casual participants 

that may be more inclined to switch to other sports or fitness activities, resulting in the declining one-

year trends. 
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NATIONAL TRENDS IN FITNESS 

Overall, national participatory trends in fitness have experienced strong growth in recent years (see 

Figure 10). Many of these activities have become popular due to an increased interest among 

Americans to improve their health and enhance quality of life by engaging in an active lifestyle. 

This trend is evidenced by the fact that 0.4% more people were reported being active to a healthy 

level and inactivity rate decreased by 0.2% in 2016. These activities also have very few barriers to 

entry, which provides a variety of options that are relatively inexpensive to participate in and can 

be performed by most individuals.   

 

The most popular fitness activity, by far, is fitness walking, which had about 107.9 million participants 

in 2016, despite a 1.8% decrease from the previous year. Other leading fitness activities based on 

total number of participants include treadmill (52 million), hand weights (51.5 million), 

running/jogging (47.4 million), stationary cycling (36.1 million), and weight/resistance machines 

(35.8 million).  

 

Over the last five years, the activities growing most rapidly are non-traditional / off-road triathlons 

(108.2%), trail running (59.7%), traditional road triathlons (40.8%), high impact aerobics (35.8%), and 

tai chi (24.6%).  

 

 Over the same time frame, the activities that have undergone the most decline include: boot 

camp style cross training (-14.6%), weight/resistant machines (-9.6%), running/jogging (-5.3%), and 

fitness walking (-4.3%). 

 

It should be noted that many of the activities that are rapidly growing have a relatively low user 

base, which allows for more drastic shifts in terms of percentage, especially for five-year trends. 

Increasing casual participants may also explain the rapid growth in some activities. For instance, 

core/casual participation trends showed that over the last five years, casual participants increased 

drastically in high impact aerobics (62%) and tai chi (36.8%), while the core participant base of both 

activities experienced more steady growth.  

 

Recent declines in extremely popular activities, such as fitness walking and running / jogging, 

paired with widespread growth in activities with lower absolute participants, may suggest that 

those engaging in fitness activities are actively looking for new forms of exercise and trying new 

activities on a casual basis. 

 

NATIONAL TRENDS IN OUTDOOR RECREATION 

Results from the SFIA report demonstrate a dichotomy of growth and attrition among outdoor / 

adventure recreation activities (see Figure 11). Much like the general fitness activities, these 

activities encourage an active lifestyle, can be performed individually or within a group, and are 

not as limited by time constraints.  

 

In 2016, the most popular activities, in terms of total participants, from the outdoor / adventure 

recreation category include day hiking (42.1 million), road bicycling (38.4 million), freshwater fishing 

(38.1 million), and camping within ¼ mile of vehicle/home (26.5 million). 

 

From 2011-2016, adventure racing (149.5%), BMX bicycling (58.5%), traditional climbing (46.5%), and 

backpacking overnight (31.5%) have undergone the largest increases in participation. More 
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recently, activities growing most rapidly in the last year were BMX bicycling (15.4%), day hiking 

(13.1%), traditional climbing (8.5%), and recreational vehicle camping (7.9%). 

 

The five-year trend shows activities declining most rapidly were in-line roller skating (-27.8%), 

camping within ¼ mile of home/vehicle (-17.2%), and bird watching (-11.3%). In the last year, 

activities experiencing the largest declines were bird watching (-11.5%), in-line roller skating (-10.7%), 

fly fishing (-5.7%), and camping within ¼ mile of home/vehicle (-4.6%). 

 

Regarding the national trend of outdoor activities participation on the rise, all activities, except for 

in-line roller skating, underwent increases in casual participation over the last five years. Any decline 

in participation over the last five years was mainly ascribed to decreases in core participants for 

activities such as skateboarding (-14.2%), RV camping (-11.2%), freshwater fishing (-8.7%), road 

bicycling (-7.7%) and fly fishing (-7.5%). Most recently, both core and casual participation were on 

the decline for archery and in-line roller skating. 

 

NATIONAL TRENDS IN AQUATIC ACTIVITIES  

Swimming is unquestionably a lifetime sport, and all aquatic activities have experienced strong 

participation growth among the American population (see Figure 12). Fitness swimming is the 

absolute leader in overall participation (26.6 million) for aquatic activities, due in large part to its 

broad, multigenerational appeal. In the most recent year, competition swimming reported the 

strongest growth (16.5%) among aquatic activities, followed by aquatic exercise (14.6%) and fitness 

swimming (1.1%).  

Not only does aquatic exercise have a strong participation base of 10.6 million, it also has recently 

experienced a sharp increase in participants, due largely to ongoing research that demonstrates 

the activity’s great therapeutic benefit coupled with increased life expectancies and a booming 

senior population. Aquatic exercise has paved the way as a less stressful form of physical activity, 

while allowing similar benefits as land-based exercises, such as aerobic fitness, resistance training, 

flexibility, and balance. Doctors are now recommending aquatic exercise for injury rehabilitation, 

mature patients, and patients with bone or joint problems, due to the significant reduction of stress 

placed on weight-bearing joints, bones, muscles, and also the effect of the water in reducing 

swelling from injuries. 

 

While all activities have undergone increases over the last five years and most recently, casual 

participation (1-49 times) is increasing much more rapidly than core participation (50+ times). For 

the five-year timeframe, casual participants of competition swimming increased by 123.9%, aquatic 

exercise by 27.5% and fitness swimming by 26.4%. However, core participants of fitness swimming 

decreased by 4.8% in 2016. From 2011 to 2016, core participation of competition swimming 

declined by 2.3% and aquatic exercise declined by 0.1%. 

 

NATIONAL TRENDS IN WATER SPORTS & ACTIVITIES 

The most popular water sports / activities based on total participants in 2016 (Figure 13) were 

canoeing (10 million), recreational kayaking (10 million), and snorkeling (8.7 million). It should be 

noted that water activity participation tends to vary based on regional, seasonal and 

environmental factors. A region with more water access and a warmer climate could potentially 

have a higher participation rate in water activities than a region that has long winter seasons or 

experiences drought. Therefore, when assessing trends in water sports and activities, it is important 
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to understand that fluctuations may be the result of weather patterns and that regional accessibility 

can greatly improve, or diminish, participation in water activities. 

 

Over the last five years, stand-up paddling (up 181%) was by far the fastest growing water activity, 

followed by white water kayaking (50.6%), sea / touring kayaking (49.7%), recreational kayaking 

(36.3%), and boardsailing / windsurfing (25.5%). Although the five-year trends show water sports / 

activities are getting more popular, the most recent year reflects a much slower increase in general 

-- stand-up paddling by 6.6%, recreational kayaking by 5.5%, and surfing by 3.4%. 

 

From 2011-2016, activities declining most rapidly were jet skiing (-23.6%), water skiing (-20%), and 

rafting (-17.2%). In the most recent year, activities experiencing the greatest declines in 

participation included rafting (-11.7%), wakeboarding (-9.7%), jet skiing (-7.7%), and water skiing (-

6.3%). 

 

As mentioned previously, regional, seasonal and environmental limiting factors may influence the 

participation rate of water sport and activities. These factors may also explain why in almost all 

water-based activities there are more casual participants than core participants, since frequencies 

of activities may be constrained by uncontrollable factors. 

 

NATIONAL TRENDS IN ARTS ACTIVITIES 

Americans for the Arts is a nonprofit organization who leads the nation for advancing the arts and 

arts education to further assess arts and culture trends. They provide Arts Indexes for both national 

and local art trends which can compare Montgomery County, Ohio against the national average 

pertaining to specific arts and culture trends. 

 

Data indicates that arts and culture play a major role within the City of Kettering community. There 

is an above average interest in attending live performing arts and Montgomery County almost 

doubles the national county average for total non-profit arts expenditures per capita. An important 

point to highlight is the City of Kettering’s role in local arts and culture programming/facilities. 

Additionally, the non-profit share of arts establishments is below the National County average which 

may be attributed to public and private sector involvement.  
 

U.S. Trends in Arts Participation: 2008-2011 Wallace Study 

 Higher interest in younger audiences with social experiences 

 Disappointing ROI for artist talks/networking events 

 Artistic activities appeal to parents but cost is a barrier 

 Shorter, lower-cost classes 

 Flexibility for classes (unpredictable schedules) 

 Free intro experiences (like Free Fridays or Open House) 

 

National Endowment for the Arts - A decade of arts engagement: findings from the survey of public 

participation in the arts, 2002–2012 

 

Overall, about five percent of American adults created pottery, ceramics, or jewelry; 8 percent 

created leatherwork, metalwork, or woodwork; and 13 percent did weaving, crocheting, quilting, 

needlepoint, knitting, or sewing. Six percent of adults, or 13 million people, created visual art such 
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as paintings, sculpture, or graphic designs in the 12-month SPPA period. Of the 13 million people 

who created visual art in the past 12 months, 46 percent created it using a computer, a handheld 

or mobile device, or the Internet, and 6 percent shared it that way.  
 

Women and young adults aged 18 to 24 have much higher rates of creating pottery, ceramics, or 

jewelry (7 percent of each subgroup), while men and adults 45 to 64 have much higher rates of 

constructing art from metal, leather, or wood (14 percent and about 10 percent, respectively). 

Weaving, crocheting, quilting, and needlepoint are activities done predominantly by women (23 

percent of women compared with 2 percent of men) who are 55 or older. Not taking into account 

the medium used, women are slightly more likely than men to create visual art, and Americans 18 

to 24 are the most likely age group to create visual art).  

 

The likelihood of creating visual art increases with education and family income; only 3 percent of 

high school graduates create visual art, compared with about ten percent of college graduates. 

The percentage of Americans engaging in arts learning through lessons or classes at any point in 

their lives has increased over the past decade. The percentage of U.S. adults who in 2012 reported 

ever studying music, visual arts, or creative writing is greater than in 2002, and the 2012 percentage 

who ever studied acting, dance, art appreciation, or music appreciation is greater than in 2008. 

Some of these changes can be attributed to the entry of a new cohort of younger adults who in 

2012 reported higher levels of arts learning than they did in 2002. At the same time, caution should 

be exercised in comparing estimates of changes over time. 

 

Visual art, such as drawing, painting, pottery, weaving, or graphic or fashion design, is the second 

most commonly studied art form. Nearly one-fifth of all American adults have taken visual art 

classes or lessons at some point in their life, an increase over the 2002 and 2008 levels. This 

proportional growth likely would have been still greater had the question on visual arts classes 

included photography and filmmaking as examples, as happened in prior rounds of the SPPA. 

 

Nearly two-thirds of people who took visual arts as a child or as an adult are women (Figure 4-2). 

Americans who belong to a racial or ethnic group other than non-Hispanic white, Hispanic, and 

African American are the most likely to have taken visual arts (22 percent of this group) (Figure 4-3). 

Young adults are far more likely than older adults to have had a visual arts education, and people 

with at least some college education are far more likely than less educated people to have had a 

visual arts education. The highest income earners are among those most likely to have had visual 

arts training. 

 

As a mode of arts participation, taking arts classes or lessons trailed far behind attending arts events 

or creating, performing, or sharing art. In 2012, just 2 percent of adults took classes or lessons in 

music, visual art, dance, creative writing, art appreciation, or art history in the previous 12 months 

(Figure 4-3). However, a promising trend is emerging as the number of adults taking lessons or 

classes during the past 12 months has increased from 2002 for all art forms except acting or theater. 

Furthermore, most of the recent increases are statistically significant, and acting or theater in 2012 

remained the same as it was in 2008. 
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NATIONAL TRENDS IN ART GALLERY ATTENDANCE 

National Endowment for the Arts 

U.S. Trends in Arts Attendance and Literary Reading 2002-2017 

National statistics on visual and performing arts attendance rates using the 2017 Survey of Public 

Participation in the Arts and comparing the results with prior years (2002, 2008, and 2012) are as 

follows:  

 Percent of adults visiting art museums/galleries - 12.9% 

 Percent of adults touring parks, buildings or neighborhoods for historic or design value - 18.4% 

 Greater numbers of art-goers among African Americans, 18-24 year-olds and 35-44 year-

olds, and adults who received only “some college” education 

 Demographic subgroups that drove growth in the share of adults visiting or touring places of 

historic or design value are: women, African Americans and non-Hispanic whites, 35-44 year-

olds, and those whose formal education stopped with a high school diploma or a college 

degree.  
 

NATIONAL TRENDS IN FITNESS & SPORTS SPENDING 

Overall, fitness and sports related spending decreased slightly over the past three years. As outdoor 

recreation became more popular, spending in that category increased. Gym membership/fees 

and travel expenses for recreation have also undergone increases in spending over the past year. 

Noticeably, spending on team sports, both at and outside school, has seen relatively large declines 

in 2016.  

 

Ownership of health and fitness tracking devices has also increased in recent years. More than a 

quarter of all active participants owned a fitness tracking device in 2016, which includes fitness 

trackers that sync with computer/tablet/smartphone, pedometers, and heart rate monitors. 

Wearable fitness tracking is emerging as the most popular tracking option for both active and 

inactive participants. 

 

NATIONAL AND REGIONAL PROGRAMMING TRENDS  

NRPA’s Agency Performance Review 2017 summarize key findings from NRPA Park Metrics, which is 

a benchmark tool that compares the management and planning of operating resources and 

capital facilities of park and recreation agencies. The report contains data from 925 park and 

recreation agencies across the U.S. as reported between 2014 and 2016. 

 

The report shows that the typical agencies (i.e., those at the median values) offer 175 programs 

annually, with more than 50% of those programs offered as fee-based events. Based on information 

reported to the NRPA, the top five programming activities most frequently offered by park and 

recreation agencies, both in the U.S. and regionally, are described below.  
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When comparing Midwest agencies to the U.S. average, team sports, fitness classes, and wellness 

education were all identified as top five most offered program areas offered regionally and 

nationally. Additionally, aquatics (84%) and safety training (80%) programs were also popular 

amongst Midwest agencies. 
 

U.S. (% of agencies offering) Midwest Region (% of agencies offering) 

Team sports (86%)   Team sports (91%) 

Fitness classes (80%)   Fitness enhancement classes (84%) 

Health education (80%)  Aquatics (84%) 

Special events (72%)  Safety training (80%) 

Social recreation (70%)  Health education (78%) 

 

In general, programs offered by park and recreation agencies in the Midwest resemble agencies 

nationwide. However, based on a discrepancy threshold of 5% or more, Midwest agencies are 

offering programs such as aquatics, safety training, golf, and team sports at a higher rate than the 

national average. Contradictory, the Midwest is trailing the national average in regards to 

performing arts, visual arts, trips and tours, and individual sports program offerings 

 

PROGRAMS FOR PEOPLE WITH DISABILITIES 

For better understanding of targeted programs by age segment, the NRPA also tracks program 

offerings that cater to children, seniors, and people with disabilities, on a national and regional 

basis. More than four in five agencies offer summer camps to their residents. Summer camp 

offerings increase to 90 percent at agencies serving jurisdictions with more than 250,000 residents.  

 

Based on information reported to the NRPA, the top three activities that target children, seniors, 

and people with disabilities most frequently offered by park and recreation agencies are shown 

below.  

 

U.S. (% of agencies offering) Midwest Region (% of agencies offering) 

Summer camp (83%)  Senior programs (75%) 

Senior programs (76%)  Summer camp (68%) 

Teen programs (62%)  Teen programs (60%) 

 

Agencies in the Midwest tend to offer targeted programs at a lesser rate than national agencies, 

except for full daycare programs. Midwest agencies are offering a significantly lower rate of 

programs for preschool, summer camp, before school programs, and after school programs, while 

full day care is the only targeted program in which Midwest agencies are exceeding the national 

rate.  
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ACTIVITY BY GENERATION 

Analyzing participation by age for 

recreational activities reveals that 

fitness and outdoor sports were the 

most common activities across all 

generations. Breaking down activity 

level by generation shows a converse 

correlation between age and healthy 

activity rates.  

 

Generation Z (born 2000+) were the 

most active, with only 17.6% identifying 

as inactive. Most people in this age 

range were moderate participants 

(participating 1-150 times a year); with 

40.0% engaging in active & high calorie 

(19.4%) or casually & low/med calorie 

(20.6%) burning activities. Roughly 14% 

participated low/med calorie burning 

activities.  

 

A total of 36.4% of Millennials (born 

1980-1999) were active to a healthy 

level, while 24.4% claimed they were 

inactive. Although the inactivity rate 

was below the national level (27.5%), it 

has increased in the last year.  

 

Generation X (born 1965-1979) has the highest active to a healthy level rate (36.8%) among all 

generations, but they also have the second highest inactive rate, with 27.2% not active at all.  

 

The Boomers (born 1945-1964) were the least active generation, with an inactive rate of 33.7%. This 

age group tends to participate in less intensive activities. Approximately 33% claimed to engage in 

casual & low/med calorie (4.8%) or low/med calorie (27.8%) burning activities. 
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4.5 SCOPE OF RECREATION PROGRAM OPPORTUNITIES 

  

The department welcomes all individuals and families to participate in programs regardless of race, 

religion, gender, national origin or ability. In addition to facilitated or cooperative opportunities in 

which a self-governing or independent organization uses PRCA space or resources, the department 

directly offers opportunities for self-directed and leader-directed activities. 

 

Self-directed activities are those in which a person or 

group participates without leadership or direction. 

Outdoor self-directed opportunities include park 

playgrounds, shelters, sports fields/courts/diamonds, 

and trails. Indoor self-directed opportunities include 

fitness centers, indoor tracks, drop-in activities such as 

ice skating, sports, cards, or pottery among others. 

 

Leader directed activities are those in which a person or 

group participates in recreation that is directed by a 

leader or instructor. PRCA offers a wide variety of 

leader-directed activities of all ages and abilities. These 

supervised programs are provided through a 

combination of department staff, contracted 

instructors, volunteers, and partnering with other City or 

community groups. A sample Matrix of Opportunities for 

PRCA leader directed activities can be found in 

Appendix L. 

 

4.6 GUIDING PRINCIPLES (PROGRAM AND SERVICE DETERMINANTS) 

 

The guiding principles are designed as a mechanism to ask questions regarding the product and 

service line which help ground the products and services to the department’s philosophy. These 

guiding principles are sometimes called Program and Service Determinants. Within recreation 

planning, the guiding principles are not a list of defined terms, but instead are presented as a series 

of questions reviewed during the product development process. To offer a product or service, the 

answers to these questions do not need to be scored, or ranked, or require a certain amount of yes 

answers in order to offer the product or service. These are used as an evaluative method 

performed to ensure the product or service is generally in line with the direction of the department.  

 

The review or creation of products and services should include addressing the following questions: 

 

1. Does the product or service meet the foundation of the recreation, entertainment, arts and 

or environmental stewardship goals? 

a. Is there a purposeful end result (outcome) of the product or service? 

b. Does the product or service improve the quality of life for participants? 

c. Does the product or service improve the social, mental, cultural and/or physical well-

being of the customer?  
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2. Does this product or service meet the organizational philosophy, goals and objectives? 

a. Does the product or service have an impact on the community? 

b. Is there a level of innovation and or creativity 

infused into the development and delivery of 

the product or service? 

c. Are there qualified and proficient professional 

staff directing the product or service? 

d. Does the product or service meet the financial 

and budgetary expectations? 

e. Is the product or service accessible to all 

customers including the under-served? 

f. Is the product or service inclusive? 

g. Is the product or service a core PRCA function? 

3. Does this product or service meet an unmet need in 

the community? 

a. Has this product or service been identified in any 

survey, focus group, evaluation and or any 

plan? 

b. Is this product or service a duplication of 

offerings in the community or other division in 

the department? 

c. Is there a partner to assist with delivery of the product or service? 

4. Does the product or service meet the needs of the customer? 

a. Does the product or service meet the needs of the targeted population? 

b. Is the product or service delivered fairly and ethically to the customer? 

c. Does the product or service provide a value to the customer? 

d. Is there a cost benefit to the product or service that provides a unique outcome for 

the customer? 

e. Does the product or service meet and/or exceed a quality standard for the customer 

and maximize excellent in service through innovation and customer experience? 

4.7 PRODUCT DEVELOPMENT PROCESS 

 

The product cycle strategy outlines the general process that is to be used when designing, 

implementing and evaluating products. This 4-step process includes the elements of planning, 

pricing, implementation and evaluation that allow for a standardized approach throughout the 

department. These product cycle strategies are applicable to all product and service lines 

including registered and drop-in products and events, as well as items such as admission to 

facilities, passes, membership and rental of facilities.  

 

PRODUCT DEVELOPMENT  

This planning step can be used to initiate a new product and or when a product is in the mature 

stage of the lifecycle to restructure, relaunch and or reformat. 

1. To initiate the product, basic research should be conducted to assure that there is a need in 

the community to run or continue a product and/or service and that the product is not 

duplicated in the department or community. 
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2. Research may include: Past department surveys, focus groups and PAC feedback, RecTrac 

historical information, trends and product/service evaluations. 

3. Product outcomes should be developed outlining the goals, benefits and impact the 

product will provide for the customer. Generally, outcomes are created by product/service 

type and not the individual product/service. 

4. A promotion plan should be considered for the products that are new and or have been re-

defined, re-developed and/or revised. 

 

 

PRODUCT PLAN  

The Product Plan is a document that details all of the necessary scenarios needed to stage the 

product experience. The plan is similar to a blueprint and outlines all necessary steps to launch the 

product. The logic model document is used to identify the logical path product planning makes, 

and guides the products’ planned components through implementation.  

 

This logic model is based on the broad components below and provides the framework for the 

Product Plan.  

 

1. Identified needs and assumptions: What needs will the product address? This section reviews 

the guiding principles and identifies the type of product delivered with product position, 

placement, type, and price. 

 Product Position: 

o Target demographic profile/age 

o Skill and or segmentation 

o Assess skill progression levels 

 Product Placement: 

o Date 

o Time 

o Season 

o Frequency 

 Product Type: 

o Drop-In Activity – Routine one-time experience  

o Single-Experience Activity – Special one-time experience 

o Activity - Multi-day or multi-session experience 

o Special Event  

o Membership/Pass   

o Admission – Paid daily use or punch pass 

o Rental 

o Sports League 

 Product Price: 

o To determine the price of the product, the Pricing Worksheet should be completed 

(Worksheet #5). This should be completed at any point that budget, resources or 

conditions change.  

o Identification of resources needed to support and operate product delivery 

logistics. 
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o Price is aligned with cost recovery goal and value-based product model and 

includes planning for various pricing scenarios (residency, group rates, member 

discounts) 

 

2. Inputs and resources: What goes into creating the product or service? This section defines 

the financial forecast, personnel and facility needs, all necessary material resources required 

and or community resources involved. A promotion plan is a part of this section as well to 

plan how to reach the target audience. 

 

3. Activities: What goes into the product or service? Identify the specific activities that will 

occur in the product or service and all product details the product will provide. 

 

4. Outputs: What happens as the result of the product or service? Identify the specific evidence 

and or outcomes desired. Identify the quantifiable benefits, which were formulated in the 

product outcome section of the playbook. Forecast the significant results over time. These 

benefits should generally be written in about two, but no more than four phrases or bullet 

points. These are created for each product or service type delivered. These benefits are 

reviewed annually and evaluate the gained knowledge through customer feedback and or 

post evaluation sessions. 

 

PRODUCT LIFECYCLE 

This step of product development includes the review of participation trends, market trends and 

performance over time. The review includes identifying the product within one of following 6 stages 

of product lifecycle. 

 

1. Introduction - New or Redesigned Products that have successfully been on the market for 2-3 

times/occurrences.  

 Qualifiers: The product and promotion outcomes were met. The product reached the 

appropriate audience.  

 Recommendations: The product should be continued through the Growth phase. 

 

2. No-Go – New or Redesigned Products that have been offered but have been cancelled 

and/or not implemented, typically, due to a lack of enrollment. 

 Qualifiers: The product and promotion outcomes were met. The product reached the 

appropriate audience. 

 Recommendations: The product should be evaluated through the product plan, and 

restructure and/or reformat the product for re-launch or discontinue. 

 

3. Take Off – New or Redesigned Products that have been on the market 3+ times and less than 

2 years, with rapid growth and interest, identified by products at or over capacity (full or 

waitlist). 

 Qualifiers: Enrollment increased, met product and promotion outcomes, and reached 

appropriate audience. Revenue and expense goals were met. 

 Recommendations: The product should be continued through Growth phase. Additional 

opportunities should be added to the current offering to meet demand, if possible. 

 

4. Growth - Product has been on the market 2+ years.  
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 Qualifiers: Demonstrated growth over 24-36 months. Enrollment has increased, wait list 

and or additional sections are added, classes closed, reached appropriate audience. 

Revenue and expense goals were met.  

 Recommendations: The product should be continued through Mature phase.  

 

5. Mature - Product has been on the market 2+ years.  

 Qualifiers: Participation is stable or beginning to decline, generally consistent 

implementation with some cancellations and combined classes occur. Product operates 

at expected revenue and expense with occasional missing of revenue and expense 

goals.  

 Recommendations: The product should be evaluated through the product plan process, 

and based on this assessment restructure and/or reformat the product for re-launch. 

 

6. Decline - Product has been on the market 3+ years.  

 Qualifiers: Continued decline in enrollment, cancellations and combined classes is 

common. 

 Recommendations: The product should be removed from the product line.  

 

PRODUCT/SERVICE EVALUATION 

All products should go through a seasonal and or yearly evaluation process. Typical assessment 

tools to review during the evaluation of products and services include the following: 

 

1. Review of the product evaluation (conducted at the end of each product final experience, 

day and/or occurrence).  

a. Product evaluations are tools such as paper evaluation cards, online surveys or other 

feedback mechanisms. 

 

2.  Assess one-on-one customer comments 

a. Comments obtained directly from customers through formal or informal methods. 

b. Feedback from instructor/product staff/operation  staff 

c. Comments and evaluative feedback from instructional staff, product implementation 

staff and/or operational staff. 

 

3.  Professional assessment 

a. The assessment of the product lines should be conducted by professional staff with 

expertise in the field and added as an important aspect of product evaluation. This 

could come from Program Coordinators and Supervisors, or other subject matter 

experts, internal or external to the department. 

 

4. Post-Product assessment 

a. A thorough analysis of the product is conducted at the conclusion of every product. 

The results of the evaluation worksheet should determine the changes to the product 

and or steps to re-offer, revise, relaunch or discontinue.  

 

5. Each product line category follows a standard evaluation process, with specific details that 

are relevant to the product area.  See Appendix K. 
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The product cycle strategies can be utilized over time by following this graphical depiction of the 

process. The graphic includes recommendations for the frequency of performing the steps of the 

product development cycle. Additionally, this graphic demonstrates that the product evaluation 

process should be completed after every product and at regular intervals for service lines and this 

evaluation can prompt returning to other steps of the product development cycle. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

PRODUCT DEVELOPMENT TIMELINE 

PRCA has seven separate product development timelines per year. Each Activity Guide brochure 

has a timeline that begins at Evaluation Worksheets Due and runs through Registration Opening. 

Each step in the timeline builds upon the step before it, so each member of the program 

development team is responsible for executing the full product development plan for their 

inventory of products within each of the seven timelines. An example of the PRCA Program 

Brochure Production Schedule can be found in Appendix M. 
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4.8 PRODUCT PRICING STRATEGY 

 

PRCA is considered a Special Revenue Fund in the City of Kettering budget. This designation allows 

the operational functions to exist in one fund; simply all personnel, expenses and operational costs 

are fully executed under Parks, Recreation and or Cultural Arts Cost Centers. Yearly, the 

department receives a transfer from the general fund and a target subsidy is established for the 

department to achieve. Typically revenues from all of the product lines assist the department in 

achieving the yearly subsidy goal. The department’s ultimate goal is to meet the needs of the 

community while operating within this subsidy target. 

 

The department has implemented pricing strategies that focus on maximizing the capacity of use 

of recreation facilities and products based on the following pricing methods: 

 

1. Price products according to Fair Share Policy, giving benefit to Kettering Residents. The 

Kettering resident or a person working in Kettering makes a significant contribution to the 

financing and operation of the Kettering Parks, Recreation and Cultural Arts Department. 

The city property tax and income tax are paid whether or not the individual participates or 

uses the facilities of the department. The fair share concept is intended to apportion to non-

residents an equalized fee, so that they can contribute to the overall financing of the Parks, 

Recreation and Cultural Arts Department on an equitable basis with the resident. It is hoped 

that this policy will give not only equitable treatment, but also a better understanding of fees 

and overall financing to both residents and non-residents. 

2. Price facilities and rentals by primetime and non-primetime for pools, game fields, ice rink, 

Polen Farm, classes, courts, park rentals and fitness areas. 

3. Price by season and off-season rates for leagues, clinics, shelters, courts, ice time, Polen Farm 

and trips. 

4. Price by location for sports fields, courts, park rentals, seats at the theatre and class location. 

5. Price services by age segment as it applies to pre-teens and teen classes, young-adult 

classes, families and seniors. 

6. Price services by differential pricing by level of class, by level of instruction, level of exclusivity, 

by time, size of group and customer loyalty (repeat use). 

7. Contractor pricing should be based on direct and indirect costs and the ability for the 

contractor to bring in users. 

8. Incentive Pricing needs to be allowed that focus on discounts for early trip registration, 

season passes, group admission rates, rental uses, number of classes taken in a year and for 

loyalty. 

9. All Sponsorship/Partnerships will be priced based on the image value received and 

impression points, as it applies to market rates in the city currently.  

10. A Civic Rate for facility rentals at Rosewood Arts Centre and the Kettering Recreation 

Complex will be extended to non-profit organizations based in Kettering.  
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FAIR SHARE POLICY 

The Fair Share Policy outlines the price increase that should be applied to products to provide 

equitable responsibility for meeting the Department’s subsidy target to non-residents. The 

department should balance, where able, the market conditions to support fee levels for both 

resident and non-resident populations.  

 

The following identifies the guidelines for charging Non-resident households a higher rate than 

resident households: 

 Program fees - typically between 10-25% 

 Pass fees - 50% higher 

 Drop-in program fees - 100% higher 

 Rentals fees - 100% higher (except Polen Farm) 

 

PRICING CALCULATION   

The mechanism to allow the department to meet its subsidy target is based on a sound pricing 

calculation that incorporates direct costs, indirect costs and is weighed using the department’s 

focus on value and service. The first step in determining pricing is to determine the expenses which 

are required to be recovered by the product or service.  

 

Direct costs are those specific expenses, which are incurred by the department in conducting a 

product or operating a facility. These costs are associated with the customers’ or users’ direct 

experience. These costs would typically include supplies/materials/equipment, instructors/officials 

including fringe benefits payments, publicity/promotions, program coordinator and product/event 

implementation staff wages including fringe benefits payments.  

 

Indirect costs are those department expenses, which are not directly incurred by the product or 

facility. They include but are not limited to office support staff salaries, maintenance supplies and 

other costs, utilities, facilities chargebacks, insurance and technology support chargebacks. 

Administrative costs and supervisor salaries are considered subsidized costs and are not intended to 

be recovered through fees. 

 

Total Cost represents the Direct Cost and 

Indirect Cost the expenditures of a given 

product. 

 

The Value Based Recovery (VBR) percentage 

is the weighting mechanism that allows the 

department to implement its Quality Service 

Focused on Community objective within a 

pricing framework. Each product type has an 

assigned VBR% set for a given time period, 

likely annually. 
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Once the total expense to be recovered is determined, setting the price is a simple division of this 

expense recovery expectation by the number of units served by the product or service. 

 
 

 

 

 

PERSONNEL 

Personnel allows the department to deploy the entire product lines offered in designated cost 

centers, and is the largest operational expenditure PRCA carries year to year. There are specific 

steps used to add, assign, transfer, shift and/or remove personnel.  

 

PERSONNEL DESIGNATIONS 

The department has various personnel designations: Full-Time, Regular Part-Time, Temporary Part-

Time, Contractual and Seasonal.  

 

1. Regular Part-Time, Temporary Part-Time and Contractual staff are generally restricted to work 

up to 28 hours per week, and may not exceed 1,456 working hours a year-long 

measurement period. Staff in these designations may work over the 28 hour per week 

restriction under certain circumstances:  

a. May not exceed 35 hours in a work week.  

b. May not exceed 28 hours per week more than two weeks in a row. 

c. May not exceed 28 hours per week more than six weeks the measurement period. 

2. Seasonal staff is permitted to work up to 40 hours per week, and may only work in a position 

classified as a seasonal operation. Seasonal positions are employed for a period of no more 

than 6 months. They must be separated a minimum of 6 months. 

 

The following terminology is used to define the various management levels and supervision of 

product staff. 

1. Instructor/Contractual Staff - Staff delivering the product to the customer through activities 

2. Temporary Part Time Assistant Coordinator/Coordinator - Staff that interact with the public 

on the front lines. Often this staff have additional duties, including assisting in facility 

management, instructor support, and product delivery to the public.  

3. Regular Part Time Coordinator - Staff that interact with the public on the front lines and/or 

offer support for program development and implementation. This staff may have additional 

duties, including assisting in facility management, instructor support, and product delivery to 

the public. Depending on division hierarchies, coordinators may have a supervisory 

responsibility and assist with product development, deployment and management of 

product lines. These positions work closely with Full time Coordinators, Program Supervisors or 

Managers. 

4. Full Time Coordinators, Supervisor or Manager - Staff that have full time responsibilities for all 

aspects of their cost center, including supervising support staff and fulfilling expectations for 

their cost centers as established by the Department Director and Leadership Team.  
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PERSONNEL ALLOCATION FOR PROGRAMS 

Existing personnel resources are reviewed periodically, as needed and during the budget process 

with adjustments requested based on need and efficiencies that can be gained. When evaluating 

personnel resources, staff focuses not only on the resources assigned within their individual cost 

center but also identifies collaborative staffing solutions amongst other areas of the department. 

 

The following guidelines used to support budgeting additional personnel resources to product line 

operations.  

 

 Priority 1: Overall units served in a calendar year and logistical challenges that create a 

routine staffing disconnect (hand off) with deployment and/or management of the product 

line. 

 Priority 2:  Additional staff support that periodically assists with deploying the product line. 

 Priority 3: Re-classification of existing staff to provide improved oversight, management 

and/or delivery of product line. 

 

In addition to these priorities, staff may introduce personnel requests through a thorough cost 

benefit analysis. A cost benefit analysis evaluates the cost of the additional resources against the 

benefit the additional resources can provide.  

 

PERSONNEL ALLOCATION FOR OPERATIONS 

Each budget year, staff need to assess personnel resources budgeted per cost center and work 

within those parameters to evaluate current service delivery. Different than product line, facility 

operations and support services should be evaluated by looking at four factors, arranged from 

broad approach down to specific quantity needed. If it is determined that the cost center has 

insufficient personnel support or misaligned resources to meet service delivery standards, then the 

following guidelines will apply.  
 

1. Safety – Evaluate the safety response for the facility. Are sufficient resources available to 

respond to emergencies according to accepted Emergency Action Plans? 

2. Service Approach – Evaluate the desired approach to service, how will staff interact with the 

customer, how is the space designed to be used by the customer.  

a. Staff Guided – the space requires active assistance in the customer service delivery 

experience. As an example, a Front Desk is an active use space, where the customer 

experience is directly related to and reliant upon an active employee interaction. 

b. Staff Assisted – the space is actively used based on the desires of the customer, but 

staff is readily available to assist, if needed. As an example, the Water Park 

experience (after paying to enter) is driven by the customer but staff (lifeguards, 

water park attendants, etc.) is available to assist the experience. 

c. Self-Guided – the space is used with the absence of staff guidance based solely upon 

the desires of the customer. A walking track is an example of a self-guided space in a 

facility. 

3. Scheduling Factors – Evaluate the operation based on the timing of when staff is needed, 

based on the service approach.  
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a. Flat Schedule – the service delivery model is based on a flat and continuous staffing 

level at all times. As an example, planning to have one coordinator on duty during all 

operating hours is a flat schedule. 

b. Variable Seasonal – the service delivery model is variable based on season which 

impact staff decisions. As an example, planning to increase staff of a front desk during 

the first weeks of open registration and reducing staff later in the registration cycle is a 

variable seasonal schedule. 

c. Variable Volume-Based – the service delivery model is variable based on demand 

and customer volume. As an example, planning to have additional rec aide staff 

scheduled during increased use days and times is a variable volume-based schedule. 

 

4. Skill/Responsibility Level 

a. Front-Line – This level is the direct implementer of customer service and initial safety 

response for the operations.  

b. Front-Line Supporter – This level is the backup for the front line staff providing 

assistance and guidance to the implementers as need. 

c. Last-Line –This level is the decision-maker on customer service concerns at the 

operational level.  

5. Quantity 

a. The number of persons or positions needed to meet the operational need. 

 

These factors provide the outline for ensuring that staffing levels are in-line with departmental 

customer service approach as well as operational, safety, and supervision needs. Positions are 

considered based on the five factors above and then applied to the following priorities. Re-

classification of existing staff to provide improved oversight and management based on the service 

approach, scheduling factor and responsibility level will also be considered as a solution to meeting 

the operational needs of the space.  
 

Additional personnel resources are allocated as follows: 

Priority 1: Baseline staffing for safety sensitive or critical service delivery. This is the staffing level 

needed to meet the service approach, scheduling factor and responsibility level.  

Priority 2: Baseline staffing for support and oversight positions. This is the staffing level needed 

to provide the necessary support and oversight to operations based on the service 

approach, scheduling factor and responsibility level. 

Priority 3:  Additional staff support needed based on the service approach, scheduling factor 

and responsibility level. 
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4.9 RECREATION BALANCED SCORECARD 

 

Balanced Scorecard 

Objectives 

Recreation/Arts-Specific 

Objectives 

Recreation/Art Tactics  

Employ a high quality 

workforce by developing 

departmental, divisional, 

and individual staff 

training systems 

Review and evaluate the 

Recreation team's individual 

skill sets to determine gaps 

in technical knowledge, job 

function, and soft skills such 

as communication and 

professionalism 

 

Create Department-Wide 

Orientation     

Determine tool/method for 

comprehensive review of skill set 

for FT and RPT employees 

 

Complete evaluation and 

review results to determine 

departmental, divisional, and 

individual training needs 

 

Create individualized training 

tracks for each FT and RPT 

employee to address individual 

training needs 

Strengthen organizational 

culture by creating, 

clarifying, and 

communicating 

expectations, priorities, 

and goals 

Outline expectations and 

priorities by creating 

individual measurable goals 

for Managers that align with 

department expectations 

related to the Balanced 

Scorecard focus 

 

Creation of individual goals with 

outcomes to measure success 

 

Monthly meetings to review goal 

progress 

Implement relevant 

operational guidelines by 

auditing policies and 

procedures by 

evaluating existing 

documents and making 

necessary changes 

Audit policies and 

procedures by evaluating 

and making necessary 

changes to documents as 

assigned in Power DMS 

 

Update Fair Share Policy 

Audit policies and procedures 

by evaluating and making 

necessary changes to 

documents as assigned in Power 

DMS 

Execute Playbook 

 

 

 

 

 

Execute Playbook 

 

 

 

 

 

Complete execution of program 

planning portion of playbook 

(worksheet 1) 

 

Create mechanism by which 

Managers can measure 

program offered vs. budgeted 

revenue expectations 

 

Create mechanism by which 

staff evaluates programs per 

Playbook. (Tie into submitted 

worksheet) 
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Develop timeline, evaluation, 

and pricing strategy for passes 

 

Develop timeline, evaluation, 

and pricing strategy for rentals 

 

Develop timeline, evaluation, 

and pricing strategy for daily 

admissions 

Improve accessibility to 

PRCA amenities, 

programs and facilities 

for all residents 

Comprehensive audit of all 

PRCA facilities, policies and 

procedures for ADA 

accessibility and updates 

 

Break down barriers 

(cultural, physical, 

perceived and real) with 

staff and patrons 

 

Continue to develop 

communication and marketing 

to create awareness of program 

and facility accessibility and 

modification requests 

 

Continue to work with the 

Inclusion and ADA Compliance 

Manager and Public Service on 

facility modifications 

 

Develop strategy and plan for 

Equity and Inclusion for the 

PRCA Department staff and 

patrons 

Commitment to 

Prevention for a Healthy 

Community  

Intentional incorporation of 

social-emotional learning 

(SEL) techniques in youth 

programs 

SEL Training for Managers and 

Supervisors 

 

Intentional incorporation of SEL 

techniques in youth programs, 

beginning with summer camp 

Community and regional 

destination for creative 

skill development and art 

experiences 

 

Break down barriers to arts 

programs and activities  

 

Establish the first safe, 

community-focused, 

specialized arts and crafts 

studio spaces in the region 

 

Intentional visibility, including 

strategic partnerships with 

community organizations and 

stakeholders, to create 

opportunities in the arts 

 

Renovation and refurbishment of 

newly-purposed artmaking 

spaces at Rosewood, including 

in glass, metals, ceramics, 

printmaking, 2D and 3D arts 
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CHAPTER 5 – MARKETING PLAN 

5.1 OVERVIEW OF COMMUNICATIONS AND MARKETING  

Our organization – Parks, Recreation and Cultural Arts (PRCA) - is committed to “quality 

service focused on community.” Our guiding principles include: improve the quality of life for 

participants; improve the social, mental, cultural and physical well-being of our participants; 

positively impact our community through our services; infuse innovation and creativity into our 

development and delivery of services; inclusivity in all of our activities; and meeting the needs 

of our community. 

 

AUTHORITY 

All policy regarding marketing and communications is established by the City Manager. 

Policy is disseminated from the City Manager to Department Directors, with guidance and 

enforcement provided by the Community Information Manager. Administrative Policy No. 602 

is the guiding policy for all community relations, public information, communications and 

marketing (Appendix N).  

Under the direction of each Director, management of marketing and communications takes 

place through designated department staff. The PRCA Director, with assistance from the 

Communications/Marketing Supervisor, has created additional standards and resources to 

manage marketing and communications for the department, including within this Marketing 

and Communications Plan (last updated in November 2020). 

Any communication impacting the PRCA department and/or the City must be submitted in 

advance to the PRCA Director for approval prior to publication or public statement. 

 

CITY/PRCA MARKETING AND COMMUNICATIONS STAFF  

The City of Kettering has two full-time positions for marketing and communication 

responsibilities; one in the City Manager’s Office, and one within Parks, Recreation and 

Cultural Arts. 

 

The City of Kettering’s Community Information Manager is responsible for hands on 

development and management of all mediums of communication with the community, 

including traditional and digital communications, marketing, public affairs, media relations 

and multi-media productions. The Community Information Manager also prepares all print 

and electronic publications, administers City social media accounts and is responsible for 

overall City branding and promotions, disseminating appropriate information to residents, and 

advancing a positive image of the City. This position reports to the City Manager and the 

Assistant City Manager. 
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The PRCA Communications/Marketing Supervisor reports to the Director of PRCA, and is 

responsible for overall promotion of programs, services and facilities offered by the City of 

Kettering Parks, Recreation and Cultural Arts Department. This position works closely with the 

PRCA Leadership team, as well as the Community Information Manager with the City 

Manager’s Office. This position oversees a part-time contractual Social Media Coordinator.    

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

TRAINING AND PROFESSIONAL DEVELOPMENT 

The PRCA Communications/Marketing Supervisor participates in several professional trainings 

each year, and typically has attended relevant sessions at conferences and special 

workshops with the Ohio Parks and Recreation Association and National Parks and 

Recreation Association. Because of the specialized nature of the many programs, services 

and facilities within PRCA, the department Director, Superintendents and Division Managers 

(the PRCA Leadership team) participate in conferences and training more specific to their 

fields, sharing relevant marketing and communication information with the 

Communications/Marketing Supervisor, which in turn guides more targeted marketing and 

communication efforts.  

 

ADA AND INCLUSION  

As described in Chapter 1, The City of Kettering is committed to inclusivity in its operations and 

programs. The Inclusion and Compliance Manager works closely with all city departments to 

ensure compliance with the Americans with Disabilities Act (ADA), as well as aligning ADA 

law, guidance and recommendations in the City’s public relations and communications. The 

Inclusion and Compliance Manager works closely with City Leadership and the City’s ADA 

Advisory Committee to provide consistent ADA language in publications (see Appendix O) as 

well as on the City’s websites, following the Web Content Accessibility Guidelines 

(www.playkettering.org/accessibility-statement).  

 

  

A NOTE FOR 2020 

 In early 2020, the PRCA Communications/ Marketing Supervisor position 

became vacant, and with the impact of the COVID-19 pandemic, the 

hiring of this position has been put on hold due to a citywide hiring freeze. 

For all of 2020 and 2021, the marketing and communications team is 

comprised of the following: 

Mary Azbill, Community Information Manager, City Manager’s Office 

VACANT (as of January 2020), Communications/Marketing Supervisor, PRCA  

Interim PRCA Marketing and Communications Point Person: Shayna V. 

McConville, Division Manager of Cultural Arts, PRCA  

Sara Thomas, Social Media Coordinator, PRCA  
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MARKETING AND COMMUNICATION PLAN REVIEW AND EVALUATION  

PRCA Leadership reviews the Marketing and Communication plan in tandem with the review 

of the Comprehensive Master Plan, the Balanced Scorecard, and with any updated policies 

impacting marketing and communications from the City Manager’s Office. This review 

considers successes, challenges, and updates to continue to meet best practice standards. 

An internal review of the plan is done by the PRCA Communications/Marketing Supervisor in 

tandem with planning for the upcoming budget year, as well as reflecting on any changes 

that need to occur for the remaining year.  
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5.2 COMMUNICATIONS AND MARKETING GOALS AND OBJECTIVES 

 

The PRCA Comprehensive Master Plan (strategic plan) and the Balanced Scorecard 

(organizational priorities) are the foundation of the PRCA Marketing and Communications 

Plan PRCA’s strategic goals are based on a set of high level, over-arching principles. These 

principles define a core philosophy that helps ensure decisions regarding PRCA 

communications and marketing that are made consistent with a common strategic direction, 

as described in more detail in Chapter 2. 

 

The strategic objectives are tangible targets for efforts or activity areas that are intended to 

be the means of achieving strategic goals. Strategic objectives align with and support the 

strategic goals. The following goals and objectives align with the PRCA Balanced Scorecard 

(themes are included following each goal in parenthesis), but are described in language 

reflective of marketing and communications. 

 

The goals and objectives for communications and marketing include: 

 

1. Informing residents of Kettering and target audiences of programs and services 

(Successful Experience for the Community) 

a. Continuously evaluate and implement effective communication for reaching 

our audiences  

2. Build relationships with existing patrons, as well as initiate relationships with non-users 

(Successful Experience for the Community) 

a. Sustain consistent, high quality content appropriate for each respective 

marketing platform 

b. Ensure communications are timely 

c. Confirm communications are appropriate to general and targeted audiences, 

as well as non-users  

3. Create a strong platform of knowledge of products, services, and communication 

methods with PRCA staff (Internal Customer/Team Focused and Operational 

Excellence) 

a. Regular training and product review with PRCA staff, with an emphasis on front-

line staff in each facility 

b. Internal evaluation of communication and marketing platforms, including 

website navigation and information 

4. Create effective messaging to represent PRCA’s inclusive, accessible and high quality 

programs and services (Successful Experience for the Community and Fiscal 

Responsibility) 

a. Engage patrons, staff and instructors to share their stories, experiences and 

images that represent PRCA and can be utilized in marketing materials 

 

These goals and objectives consistently drive marketing and communication content and 

platforms of delivery, and are reviewed and approved through the PRCA Director and 

Leadership team. 
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PUBLIC INFORMATION AND COMMUNITY RELATIONS  

Parks, Recreation and Cultural Arts is one of the most public-facing departments of the City of 

Kettering. PRCA is committed to outstanding community relations and public information as a 

key component to the success of the City and its residents. Beyond marketing, strong 

relationships and communication with the general public, as well as the civic, recreational, 

educational and other organizations, the business community, and various other stakeholders 

and entities are a critical responsibility of the PRCA team.  
 

Building from the Department’s Guarantees described in Chapter 1, the expectations for 

public information and community relations include: 

 

 We have a responsibility to communicate effectively with our community 

 We aspire to have meaningful public engagement to support our mission 

 Communication is the responsibility of every PRCA employee  

 Comprehensive communication increases the success of our department and our City 

 

The goals and objectives for Public Information and Community Relations are established by 

the PRCA Leadership, in accordance with Administrative Policy No. 602 (Appendix N). The 

PRCA Communications/Marketing Supervisor is the main point of contact for all public 

information and community relations, with delegation of certain strategies to the PRCA team 

as appropriate.  

 

Strategies to accomplish these objectives overlap but also vary between the City and PRCA, 

with the following being the most important: 

 

 Cross-department and internal trainings on communication tools and standards 

(Balanced Scorecard Priority: Learning and Growth) 

 Maintain an up-to-date website (Balanced Scorecard Priority: Customer) 

 Active approach to informing residents through social media, push notifications, and 

email newsletters (Balanced Scorecard Priority: Customer) 

 Regular assessment of traditional and nontraditional communication platforms 

(Balanced Scorecard Priority: Internal Processes) 

 Continue to invest in the success of the department’s several advisory councils and 

committees (Balanced Scorecard Priority: Internal Processes, Customer) 

 PRCA team involvement and representation in outside community programs and 

organizations  (Balanced Scorecard Priority: Learning and Growth, Customer) 

 Provide strategic communications to the media regarding positive stories that will keep 

residents informed and also aware of the accessibility, value and opportunities with the 

City and PRCA (Balanced Scorecard Priority: Customer) 

 

Guided by the Director and the Communications/Marketing Supervisor, PRCA employees are 

encouraged to establish and maintain professional networks with local media agencies. The 

department relies on professional contacts, as well as press releases, public service 

announcements, the activity publications in print and online, and visible presence in the 

community to create exposure to new and existing audiences for PRCA programs and 

services.  
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COMMUNITY ORGANIZATIONS AND PARTNERSHIPS  

The City currently works with several different types of partners throughout the community. As 

described in the department’s Comprehensive Master Plan, all partnerships developed and 

maintained by the City adhere to common policy requirements. Community partnerships are 

critical to PRCA’s mission to enrich the lives of all Kettering residents, and also beneficial to 

fostering relationships with the community, visibility and reach to new and/or current 

audiences, and strengthen the quality and impact of PRCA services, programs and activities. 

These are described in detail in Chapter 1, and are consistent in how public relations and 

communications function through the City and PRCA.  
 

5.3 MARKETING DIRECTION AND PLANNING 

PRCA coordinates marketing initiatives through conversations with the department 

Leadership and Supervisors, and feedback from patrons, advisory committees, and front-line 

staff. Tactics and Key Performance Indicators are determined by the Marketing Team, and in 

consultation with department Leadership.  

  

MESSAGING  

The words PRCA uses in communications and marketing are critical in representing its mission, 

vision and to reinforce the department branding. We want everyone that encounters PRCA 

to feel and remember our brand. 

 

The PlayKettering Voice 

We are an upbeat, friendly and engaging expert voice. We’re a community resource for 

people in need of top-notch parks, programs and facilities. We are fun, but also confident 

and trustworthy. Patrons should know exactly what makes our programs unique by skimming 

the text. 

PlayKettering Keywords 

Community, Accessible, Enrichment, Play, Friendly, Vibrant 

 

While PRCA is primarily of service to Kettering residents, the department also recognizes that 

many participating patrons live outside of Kettering. PRCA messaging reinforces the 

importance of inclusion of all people, and aims to demonstrate that it is an organization 

focused on “Quality Service Focused on Community.” 

 

PRCA Leadership reviews the Marketing and Communication goals in tandem with the review 

of the Comprehensive Master Plan, the Balanced Scorecard, and with any updated policies 

impacting marketing and communications from the City Manager’s Office. The plan and/or 

revisions are then shared with PRCA division leadership (Supervisors, Managers and 

Coordinators) during Supervisor meetings. 

Larger goals for the department’s Communications and Marketing include examining the 

behavior of patrons and our community (including non-users of our services) and planning 

accordingly. Currently, these goals are charted out looking ahead at the next five years 

(through 2025). 
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 2021-2025 Objectives Tactics KPI/Indicators of Success 

Create both a print 

and a virtual 

transaction and 

information system that 

is intuitive for a wide 

range of audiences 

 

 

Evaluation and identification of 

technology and platforms that 

are in-line with the technology 

support of the City of Kettering  

 

Correlate the department 

website (PlayKettering.org) with 

the separate online program 

registration system (Webtrac)into 

a seamless online experience  

5%+ increase in Webtrac 

registrations each year, 

resulting in a parallel 

decrease of in-person and 

phone-in registrations 

 

Strategic phase-out of 

certain print materials 

(due to environmental 

concern and reallocation 

of costs) 

Establish effective and 

duplicable targeted 

marketing campaigns 

for PRCA services and 

programs     

 

Research and identify 

appropriate paid advertising, in-

kind services, and partnerships 

for targeted audience reach 

 

Determine timeline, budget, and 

resources involved in campaigns 

Increase in attendance 

and revenue numbers as 

appropriate to each 

service/program 

Identify non-user 

audiences that benefit 

from PRCA programs 

and services and 

create appropriate 

marketing/communic

ation strategies   

Continue to develop and 

incorporate GIS mapping into 

the product/service evaluation 

process (utilizing RecTrac data) 

to analyze impact and 

penetration by specific 

demographic data points for the 

targeted revenue generating 

products/service lines 

Determine if there are 

considerations in existing 

marketing/communications to 

better reach non-users 

 

Create relationships with 

appropriate stakeholders, 

businesses and organizations to 

help reach non-user populations 

Increase in attendance 

and revenue numbers as 

appropriate to each 

service/program 

 

Provide Kettering residents 

access to PRCA services 

and programs as well as 

opportunity for input on 

programs and services 

that are offered 

Accessibility and 

Inclusion outreach 

through marketing 

tools  

 

Continue to follow ADA Laws 

and other relevant policies and 

guidelines that effect methods 

and content of communications  

Resident recognition of 

PRCA as an advocate for 

people with disabilities. 

Increase requests for 

printed material and 

online traffic for 

information touching on 

PRCA resources for 

accessibility and inclusion. 
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5.4 TOOLS AND STRATEGY 

 

The main marketing tool for the department is the City of Kettering Parks, Recreation and 

Cultural Arts Activities Guide sent to 27,000 Kettering households; as well as a monthly 

department email sent to over 5,000 subscribers. Prior to COVID-19, PRCA distributed monthly 

PRCA youth activity and event flyers to over 3,600 elementary school students in the Kettering 

City Schools.  

 

PRCA utilizes social media – Facebook, Instagram and Twitter - as a platform for storytelling, 

information sharing and building advocacy. Over the past year, social media content has 

focused on stories from within PRCA– department accomplishments, history, impact, patrons, 

teachers and staff – instead of activity promotion. This has dramatically increased social 

media engagement metrics and resulted in in-person attendance increases, particularly with 

special events. The City’s Social Media Policy can be found in Policy 602, as well as the PRCA 

standards for social media content in Appendix P. 

 

The marketing tools utilized by the City Manager’s Office and PRCA are diverse in 

accessibility, both online and in print. These include: 

City Manager’s Office: 

 The Starter monthly email newsletter 

 Contact with Kettering printed quarterly magazine 

 Inside Kettering weekly employee newsletter 

 Dayton Daily News monthly City focus page 

 Social Media 

 

Parks, Recreation and Cultural Arts: 

 Activities Guide 

 Postcards 

 Dayton Daily News advertising 

 Social Media 

 Elementary School Flyers 

 Targeted Email Blasts 

 PlayKettering App 

 REACH Screens 
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Below is an overview of PRCA PlayKettering marketing and communication platforms and 

performance goals. 

Tool Performance Steps for Success Annual Desired Progress 

Social 

Media 

Facebook: 12,343 

Page Likes 

Twitter: 936 Followers 

Instagram: 814 

Followers 

Content Calendar 

Posting Schedule 

Content Standards 

Branding Consistency 

Platform Content 

Facebook: 6% or higher 

engagement rate 

Twitter: 5% increase in 

Followers 

Instagram: 5% increase in 

Followers 

Email 

Newsletters 

Contacts: 5,324 

Avg. Open Rate: 

23% 

Avg. Click Rate: 21% 

 

Consistent Schedule 

Relevant Content  

Timely Content 

Increase subscribers  

Maintain or increase 

open and click rates 

(already above industry 

standards) 

Website Visitors: average 

16,000 per month  

Connection to 

WebTrac 

Information hub 

 

Increase website visitors 

resulting in less inquiries 

via emails, phone calls 

and in-person for most 

information  

 

Increase number of 

online transactions 

(WebTrac) 

Community 

and Public 

Relations 

3 – 5 community 

events per year 

Brand recognition 

Appropriate 

outreach 

opportunities for 

existing PRCA 

programs and 

services 

Attract new audiences 

Retain existing audiences 

In-person contact with 

audiences for feedback 

and evaluation of 

programs and 

services/impression 

Print and 

Digital 

Activities 

Guide 

Print: 27,000 

Households, 4x per 

year 

Digital: 750 - 1,000 

views in a week 

Content Calendar 

Editing Schedule 

Content Standards 

Branding Consistency 

Print: retain existing 

audiences and appeal to 

non-users ; create 

synergy to use digital 

guide for more detailed 

program information 

 

Digital: increase weekly 

views by 3% 

 

A detailed list of these marketing tools including frequency, staff involved, publishing date, 

and audience notes are outlined in Appendix Q. 

 

Other tools and methods for communications and marketing are described in summary 

below. 
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Community and Public Relations  

In order to best reach general and targeted audiences, PRCA partners up with various 

organizations in outreach and marketing efforts, with key partners including the Kettering City 

Schools; Kettering’s Cities of Service program, focused on neighborhood revitalization, 

sustainability, and neighborhood pride; the Kettering Moraine Oakwood Chamber of 

Commerce; and several universities, nonprofits and businesses. 

 

PRCA looks for in-person experiences to share services with the public and increase 

department visibility. PRCA programs are represented through hands-on, free activities at 

several key events in the region, including the City of Kettering's Community Block Party, 

National Night Out, and family events at the Dayton Metro Libraries and Kettering City 

Schools. These opportunities are both a way to connect with new audiences in person, but 

also provide creative activities at no cost and in locations throughout the city. 

 

Paid Advertising  

Paid digital marketing is essential to promoting PRCA revenue-generating activities. Over the 

past five years, PRCA has included Facebook advertising as a part of its marketing strategy. 

Moving forward and in compliance with the City of Kettering’s communications policy, 

additional advertising is being implemented to effectively reach target audiences for services 

that are relevant to them. PRCA does not currently pay for advertising on YouTube, 

Instagram, LinkedIn or Twitter. PPC (pay-per-click) and SEM (search engine marketing) has not 

been employed until more recently, with a shift in strategy away from depending solely on 

print.  

 

Through 2020, PRCA has primarily utilized paid traditional advertising, although the impact of 

this varies from campaign and audience reach. Certain ads, noted below, are for general 

brand identity and promotion; others are campaign specific and may have a targeted 

audience. Over the past decade, PRCA has run paid advertisements in print media 

throughout the Dayton region, including with: 

 

 Cox Media Group (The Dayton Daily News) 

 The Dayton City Paper (operations ceased in 2018) 

 Oakwood Register 

 

PRCA has also worked on specific campaigns with sponsorship benefits with the following 

radio platforms: 

 

 95.3 The Eagle 

 91.3 WYSO 

 

The return on investment for these paid traditional campaigns is most successful for 

community-wide special events, and less so for targeted audiences (described in more detail 

in this plan). 
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Sponsorship 

As a government entity, PRCA does not actively seek out opportunities to sponsor for-profit 

businesses, but often sponsors non-profit and community groups through in-kind support. 

These opportunities often strengthen community reach and department visibility, while 

supporting initiatives that align with the department’s mission. Examples include sponsoring 

Kettering City School events and community-wide events like the Holiday at Home Festival. 

More information about Community Organizations and Partnerships can be found in this 

document under Community Relations and Public Information. 

 

A detailed list of these marketing tools including frequency, staff involved, publishing date, 

and audience notes are outlined in Appendix Q. 

5.5 TARGET MARKETS AND AUDIENCE EVALUATION 

 

PRCA’s primary target market is Kettering residents, defined as a person or household that 

live, work or own property in the city (a tax payer). Marketing materials for the department 

are focused on reaching every Kettering resident, with specific target audiences and 

marketing initiatives in place for division specific programs. However, due to the specialized 

nature of several of PRCA’s programs and facilities, non-residents are also frequent patrons of 

PRCA, and some targeted marketing and communications efforts are extended to these 

defined groups accordingly. 

 

PRCA works closely with the City’s Planning and Development, the Kettering Police, and 

Geographic Information Systems departments to map trends, neighborhood profiles, and 

more detailed information about users and non-users through tools including the U.S. Census 

Bureau, Environmental Systems Research Institute, Inc. (ESRI), crime analysis software, as well 

as user demographic information collected through PRCA’s own RecTrac system.  

 

The following chart is a breakdown of demographics of audiences for PRCA programs and 

services, with data collected from transactions between 01/01/2020 and 11/22/2020 or other 

date ranges as noted. Demographic information is collected during the registration process in 

the department’s RecTrac software system, which is linked to iDashboards, a data platform to 

better understand trends in users, revenues, and enrollment. In addition, asset mapping and a 

community inventory take into account regional competitors for services and programs. The 

data below is specific to marketing and communication of programs across the department, 

and a Community Inventory and detailed Competition Analysis worksheets can be found in 

Appendices B and C. 
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Department/Division Target Audience 

Demographics 

Regional Competitors/ 

Similar Services 

Parks, Recreation and 

Cultural Arts 

71% Kettering Residents 

53% Female / 47% Male 

All Ages  

41% Online Registration 

Five Rivers MetroParks 

Greene County Parks and Trails 

Centerville-Washington Park 

District 

 

Aquatics – Swim Lessons 80% Kettering Resident  

0 – 18 Primary Age Group  

51% Male / 49% Female 

37% Online Registration 

Washington Township 

Recreation 

YMCA of Greater Dayton South 

Goldfish Swim School 

Aquatics – Water Park 

(2019 Data) 

65% Kettering Residents 

56% Female/44% Male 

0 – 18 Primary Age Group 

14% Online Registrations 

Sycamore Trails Aquatic Center 

Kroger Aquatic Center  

Troy Aquatic Park 

Art Education – Adult 51% Kettering Residents 

85% Female / 15% Male 

55 – 75 Primary Age 

Group 

29% Online Registration 

K12-Tejas Gallery 

Decoy Arts 

Middletown Arts Center 

Art Education – Youth 58% Kettering Residents 

70% Female/ 30% Male 

4 – 14 Primary Age Group 

49% Online Registrations 

K12-Tejas Gallery 

Decoy Arts 

Middletown Arts Center 

Camps (2019 Data) 70% Kettering Residents 

53% Male / 47% Female 

6 – 14 Primary Age Group 

56% Online Registrations 

Beavercreek Parks, Recreation 

and Culture 

Washington Township 

Recreation 

YMCA of Greater Dayton South 

Charles I. Lathrem 

Center (Membership) 

60% Kettering Residents 

64% Female / 36% Male 

55+ Primary Age Group 

2% Online Registrations 

RecWest Enrichment Center 

Charles & Anna Mae Lofino 

Senior Adult & Cultural 

Enrichment Center 

City of Dayton Recreation & 

Youth Services Lohrey Center 

Environmental 

Education 

83% Kettering Residents  

4 – 14 Primary Age Group 

55% Male/ 45% Female 

80% Online Registration 

Centerville-Washington 

Township Park District 

Bellbrook-Sugarcreek Park 

District 

Clark County Park District 

Five Rivers MetroParks 

Learning Tree Farm 

Fitness – Group Exercise 77% Kettering Residents 

73% Female/27% Male 

YMCA of Greater Dayton South 

Everybody Fitness Kettering 
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55 – 75 Primary Age 

Group 

41% Online Registration 

Five Seasons 

Fitness (Passes) 84% Kettering Residents 

63% Male / 34% Female 

25 – 55 Primary Age 

Group 

7% Online Transaction 

YMCA of Greater Dayton South 

Everybody Fitness Kettering 

Five Seasons 

Gallery Regional /National + 

Membership exhibitions 

College students and 

adults 

High percentage of 

retired in juried exhibitions 

Range of full-time artists 

to hobbyists for solo 

exhibitions 

The Contemporary (formerly 

Dayton Visual Arts Center) 

Dayton Society of Artists 

K12-Tejas Gallery 

Ice Arena Classes 42% Kettering Residents 

41 % Male / 59% Female 

4 – 14 Primary Age Group  

53% Online Registrations 

Jordan Valley Ice Park 

Springfield 

Hobart Arena Troy 

Five Rivers MetroParks 

Polen Farm 50% Kettering Residents 

90% Female / 10% Male 

20 – 30 Primary Age 

Group 

Benham’s Grove 

Muhlhauser Barn 

Ohio Barn 

Recreation - Adult and 

Senior  

70% Kettering Resident 

77% Female/23% Male 

65 + Primary Age Group 

8% Online Registration 

Miamisburg Parks & Recreation 

Vandalia Parks and Recreation 

YMCA of Greater Dayton South 

Recreation - Youth and 

Family  

73% Kettering Residents 

56% Female/44% Male 

0 – 14 & 26 – 45 Primary 

Age Groups 

90% Online Registration 

Miamisburg Parks & Recreation 

Vandalia Parks and Recreation 

YMCA of Greater Dayton South 

Sports – Adult 54% Kettering Resident 

73% Male / 27% Female 

26 – 55 Primary Age 

Group 

37% Online Registrations 

YMCA of Greater Dayton South 

Miami Valley Sand Volleyball 

City of Beavercreek Recreation 

Sports – Youth 70% Kettering Residents 

80% Male/20% Female  

4 – 18 Primary Age Group 

59% Online Registrations 

YMCA of Greater Dayton South 

City of Beavercreek Recreation 

Nonprofit “Select” Teams 
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As a department, PRCA uses various studies and surveys to understand Kettering resident 

demographics as a whole. Recent demographic data and surveys are described in greater 

detail in Chapter 1, Department Value to Residents. 

 

In a new initiative begun in 2020, PRCA is working closely with the Kettering City Schools on a 

Multi-tiered System of Support (MTSS), which looks at opportunities to better understand and 

serve the families of Kettering, including through student support, professional development 

and training for trauma informed practices, equity practices, self-care, crisis prevention 

intervention training, and more. Data collected included economic impact, demographic 

trends, and leisure habits.  

 

AUDIENCE EVALUATION 

Evaluations are critical to operations of PRCA. Among the methods of collecting information 

from residents, the following tools are used: 

 

Surveys/Feedback 

The department utilizes various surveys and 

feedback methods to evaluate programs and 

services, as well as solicit feedback from 

Kettering residents and participants. A 

statistically sound survey is produced through 

PRCA every three years on a range of programs, 

services and operations, and a feedback portal 

is a main component of the PRCA website, as 

well as direct links to staff emails and inquiry 

forms. 

 

Advisory Committees 

The department utilizes various advisory groups 

to facilitate a dialogue about PRCA services, 

delivery and operations. These include the 

Program Advisory Committee (PAC), the Park 

Board, the Kettering Arts Council, and the 

Charles Lathrem Advisory Committee. 

 

Public Meetings 

PRCA hosts public meetings on the occasion of 

major projects and/or issues important to the 

community or department. These range from 

small, neighborhood park meetings to large 

public meetings about a facility assessment. The director must approve of any scheduled 

public meetings and appropriate PRCA staff organize and represent their specialty areas. 

 

Data Review 

PRCA employees are responsible for reviewing program measurements, including 

attendance/enrollment, revenues, and benchmark targets. These are most easily accessed 
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through the PRCA Dashboard system, as well as monthly reports through One Solution. The 

department utilizes Dashboards to monitor different program data, including revenues, 

enrollment, demographics, trends, and multi-year benchmarks. 

 

Community Inventory/Asset Mapping 

Each division team is aware of similar services, facilities and programs in the city and the 

region, and often utilizes information such as participation cost, amenities, etc., in their 

planning process, particularly at the beginning of each budget cycle. A community inventory 

documents these similar spaces, programs and services. 

5.6 MARKETING & COMMUNICATION OPERATIONS 

 

BUDGET AND FINANCIAL PLANNING 

Over the past several years, PRCA has allocated budget dollars primarily to print marketing 

materials, including the seasonal Activities Guide, specific campaign mailings, print 

advertisements with local media, and flyer distribution. 

 

Beginning in 2020, additional money was allocated to specific campaign initiatives outside of 

these traditional avenues. The budget below is accurate as of September 2020, although 

because of COVID 19 and direction from the City’s Finance Department, the allocation of 

funds may shift. 

 

 

Expenses 2020 

Budget 

2021 – 2025, 

Annual 

Budget 

Description Benefits / Support of 

Goals and Objectives 

Marketing 

Materials 

$0  $3,000  PRCA branded materials 

for public events (tent, 

tablecloth, poster 

stands) 

Brand recognition 

throughout local 

community 

Flipbook $2,400  $2,400  Digital software platform 

for interactive online 

publications 

Drive registrations to 

our website, as well as 

save money on 

printing 

Constant 

Contact 

$1,708  $2,500  Email campaign 

software including 

campaign reports  

Retention of existing 

users of specific 

areas, as well as 

informative content 

regarding the 

department 

Survey 

Monkey 

 $5,000  $5,000  Evaluation tool and  

report generator 

Offer an online, 

accessible platform 

to collect feedback 

from our users and 

non-users 
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Proudcity $900  $900  Website platform Consistent look and 

structure as City of 

Kettering website 

Postage $35,000  $48,015  Activities Guide and 

postcard mailing costs 

2019 experienced the 

highest amount of 

postage; we hope to 

begin to decrease 

this in future budget 

planning as patrons 

move to online 

transactions 

Brochure 

Printing 

$26,100  $65,000  2021: 3 brochures 

(camp/summer, fall, 

winter $62,000)/spring 

postcard: $2,000 

Print publication 

reaching every 

Kettering household 

and tool for non-

computer users 

Photograp

hy 

Services 

$290  $2,500  Professional 

documentation of 

programs, services, 

facilities and community 

members 

Visually tells the story 

of PRCA and its users 

to use in marketing 

and communication 

efforts (eliminate 

stock photos) 

Marketing 

Initiatives 

$30,000  $64,500  Targeted and general 

paid-advertising 

campaigns based on 

PRCA Priorities  

Detailed, custom 

content to attract 

new users and/or 

retain users in various 

programs, services 

and activities 

Reach TV 

License 

Fee and 

PRCA 

Mobile 

App 

$3,500  $4,300  In-person facility 

information postings and 

mobile information 

access 

Additional tools to 

share timely info 

regarding PRCA 

news, updates and 

cancellations 
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STAFF TRAINING 

The PRCA Communications/Marketing Supervisor regularly participates in professional training 

opportunities, including through Ohio Parks and Recreation Association and the National 

Parks and Recreation Association.  

 

PRCA employees that are involved in creating content for the department are given 

Communications Policy 602, content standards, and any new information or technology 

related to marketing and communications for the City and for the department is shared with 

the Leadership team and with division supervisors to disseminate appropriately. In addition, 

the Communications/Marketing Supervisor and the Social Media Coordinator meet one-on-

one with staff interested in more focused training sessions. 

 

EMERGENCY COMMUNICATIONS 

In the situation of a crisis, emergency, or a sensitive topic, the PRCA Director leads the 

management and communication direction of the department, often in tandem with the 

City’s Community Information Manager. The Director either handles or delegates 

communications to the Communications/Marketing Supervisor or appropriate staff.  

 

A general process is also shared with the PRCA teams, and is tailored to front-line staff. This 

document provides guidance on communicating with patrons to continue “Quality Service 

Focused on Community” in stressful situations. Please see Appendix R. for the PlayKettering 

Emergency Communications Plan.  
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APPENDICES  

 

A. Department Organizational Chart 

B. Competition Analysis 

C. Community Inventory 

D. 2017 Community Attitudes and Interest Survey 

E. 2020 Feedback Portal Results 

o Parks 

o Programs 

o Marketing 

F. Balanced Scorecards 

o Parks, Recreation and Cultural Arts 

o Parks Division 

o Cultural Arts Division 

o Recreation Division 

G. Park Map Site Plans 

H. Park Maintenance Zone Management 

I. Sample Codes of Conduct 

J. 2020 Fitness Member Survey  

K. Sample Evaluation Forms 

L. Sample Matrix of Program Opportunities 

M. Sample Brochure Production Schedule 

N. Administrative Policy 602 - Communications 

O. ADA Language Memo 

P. Play Kettering Social Media Standards 

Q. PRCA Marketing & Communications Overview 

R. Emergency Communication Guidelines 
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APPENDIX A – DEPARTMENTAL ORGANIZATIONAL CHART 
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APPENDIX B – COMPETITION ANALYSIS 
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APPENDIX C –COMMUNITY INVENTORY 
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APPENDIX D – COMMUNITY ATTITUDES AND INTEREST SURVEY 

 

  



 

 

154 

 

 



 

 

155 

 

 



 

 

156 

 

 



 

 

157 

 



 

 

158 

 

 



 

 

159 

 

APPENDIX E – 2020 FEEDBACK PORTAL RESULTS 

1. PARKS 
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2.  PROGRAMS 
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3. MARKETING 

 

 

 

  



 

 

188 

 

 



 

 

189 

 

 



 

 

190 

 

 

 

 

  



 

 

191 

 

 



 

 

192 

 

 



 

 

193 

 

 



 

 

194 

 

 



 

 

195 

 

APPENDIX F – BALANCED SCORECARDS 

1.  PARKS, RECREATION, AND CULTURAL ARTS 
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2. PARKS DIVISION 
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3.  CULTURAL ARTS DIVISION 
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4. RECREATION DIVISION 
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APPENDIX G – PARK SITE MAP PLANS 
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APPENDIX H – PARK MAINTENANCE ZONE TABLES 
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APPENDIX I – SAMPLE CODES OF CONDUCT 

1. FITNESS CENTER 
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2. SUMMER CAMP 
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APPENDIX J – 2020 FITNESS MEMBERSHIP SURVEY 
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APPENDIX K – SAMPLE EVALUATION FORMS 

1. EVENT EVALUATION  
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2.  PASS EVALUATION 
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3. RENTAL EVALUATION 
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APPENDIX L – SAMPLE MATRIX OF PROGRAM OPPORTUNITIES 
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APPENDIX M – SAMPLE BROCHURE PRODUCTION SCHEDULE 
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APPENDIX N – ADMINISTRATIVE POLICY 602 - COMMUNICATIONS 
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APPENDIX O – ADA LANGUAGE MEMO 
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APPENDIX P – PLAY KETTERING SOCIAL MEDIA STANDARDS 
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APPENDIX Q – PRCA MARKETING & COMMUNICATIONS OVERVIEW 
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APPENDIX R – EMERGENCY COMMUNICATIONS PLAN 
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