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HomePointe – The Strategy – Kurt Bruner 
So let me talk to you as leaders – Your Present Reality – and this is, let’s face it, most of our 
present reality.  You’re only here because it’s Tuesday, because if it was Friday, you’d still be 
trying to recruit the volunteers for this weekend.   And so it’s very difficult to step back and say, 
“How do we look at this strategically”?  I’m going to ask you, “What is your present reality in 
your local church?”  There are three options.  When we did the Innovation Alliance, that 
gathering of leaders over a two year process and I’ll unpack that in a little bit.  

When we did the Innovation Alliance, we asked the question, “What is the present reality of your 
church?”  As you’re starting to think through or move towards a “faith at home” strategy, 
“Where are you now?”  And we gave them three options.  I’d like you to look at these three and 
just think for a moment, “Where is your church now?” 

Category One – We are just beginning to craft a vision for families in order to get these issues 
on our leadership team’s radar screen. 

Category Two – We have begun changing existing, or creating new programs, that will move 
family from a third-tier to a second tier or a first tier emphasis. 

Category Three – We have launched a senior leadership team initiative with the goal of 
developing an integrated strategy for driving faith into the home. 

Now before you answer, when we started our Innovation Alliance, which was about 15 churches 
from across the country, to start the dialogue and start getting some vocabulary going and some 
ideas going, the 15 churches that came together, we looked at this, and only two of those 
churches put themselves in category three.  One of them was Mark Holmen’s church.   Anyone 
hear of Mark Holmen?  He’s been a writer in this movement and a friend.  Mark Holmen’s 
church, where he was the lead pastor, had been well down the path.  The second church was 
Lake Pointe because, whoo, we started our initiative 30 days before our first gathering.  So we 
were able to say, “We’ve got a strategic level initiative going on.”  But everyone else would not 
have put themselves in that category. 

Here’s where we started when I got here at Lake Pointe Church.  We started by assessing our 
members.  And I’m sharing this behind-the-scenes because it may be helpful when you start your 
initiative.  We’re used to measuring, what, in churches?  We’re used to measuring attendance 
and individual programs so we know how many people are in our worship service, we know how 
many people are in our student ministry, and our children’s ministry, right?  I wanted to know, 
“What are the household profiles of those who attend this church?”  Because the primary context 
is the home.  We’ve got to deal with that side of things. 

So we started with “Head of Household”.  If you look here you’ll notice that the single largest, 
40%, is married with kids in the home.  So the profile of that household is there’s a married 
couple with kids living there.  The next largest, if you noticed, is the singles community.  Now 
let me just pause right here.  When we began talking to leaders, what we realized is a lot of 
leaders are hesitant to emphasize this because of this growing percentage of singles.  Remember 
what I said earlier about the culture that we’re in?  Fewer and fewer people are getting married, 
they’re waiting longer and longer to get married, and they’re waiting longer to have children if 
they have children at all.  So as the population as a whole shrinks in terms of the number of 
quote, “families, traditional families,” we start talking about it less and less, and as a result, 
perpetuate the problem. 
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So we said, “Let’s take a look at this.”  We found that that was the percentage and then we have 
married without kids, married because the kids are grown so they’re not in the house either, and 
then other groupings such as some blended families, some single parents and so forth, but it was 
not a married couple with children in it. 

So we had a kind of a snap shot from a Head of Household standpoint, then I asked the question, 
“How many of the individuals who walk onto this campus each weekend are attached to those 
households?”  Are you following me?  So we have 10,000 people in our various campuses or 
11,000 people on a given weekend.  Attach them back to these household types so we know what 
we’re looking at.  This is how the numbers shifted.  When you take all the children, the students, 
husband and wife together and so forth and you attach them to the household, you’re going to 
find that, for us, 90% + were either in a married household or a household with children, whether 
the parents were together or a single parent, so overwhelmingly, the majority.   

Remember what I said about, “Let’s think like business people,” as if we are being strategists 
here.  If you’re a business, what’s your core market?  It’s pretty clear here, isn’t it?  Its 
families.  Now let me say this also, the percentage of singles shrank dramatically, but if you talk 
to those singles, and we do, you notice this in the appraisal you received, “How many of you feel 
called to life-long celibate service?”  By the way, when you throw “celibate” in there it lowers 
the percentage quite a bit, right?  But God’s design for being a single …. very, very few respond, 
"Yea, that’s what I feel called to.”  And so our challenge to them, “Are you called to being single 
or are you stalled in being single and how can we help you move beyond that?”   So we focus on 
moving them towards what they’re called to and helping them, and they want help.  Have you 
ever heard of EHarmony?  They want help, but the church is a little bit hesitant to talk about 
these things.  If we did, I promise, people would appreciate it. 

So we said listen, 90% of our quote, “market,” if we were a business, are families.  And most of 
them are married couples with children in them.  I promise you, if you do a similar statistical 
analysis of your church, with a few exceptions, we have a church or two here in College Station 
where during the school year it peaks in terms of the singles, but the core members of your 
churches, I promise you, you’re going to have a very similar statistic. 

Now why is it important from a driving change stand point?  Because you need your leadership 
team to understand, we’re talking about our core market.  If you’re a business and you do not 
focus on your core market, what are you?  A bankrupt business, right?  Now we need to 
accommodate the exceptions, but we need to drive to the norm, to the core.  So often because we, 
in ministry, have a compassionate heart for those who feel left out or whatever it may be, we end 
up creating our strategies around the exception and therefore miss the core and the norm.  Now 
we don’t need to stop serving the exception, but we need to recognize them as an 
accommodation to the exceptional situation, while we drive strategies that are more likely to fuel 
growth in terms of the faith. 

So how did we start?  We said, “Well at Lake Pointe Church, what do we want to happen?”  We 
asked ourselves this as a strategic question and, “Is it more likely because someone attends this 
church that they are going to…” 

• Create a life-long thriving marriage?  
• Introduce their young children to Christ in the context of the home?   
• Launch their teens as committed believers?   
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We’re going to innovate in all those areas, but we’re going to very specifically, narrow our focus 
to those three objectives.  And there is plenty of room for innovation on just those three 
objectives. 

One of the challenges when you talk family ministry, I just need to caution you on this, the 
Innovation Alliance learned this, is that it can mean a million things to a million different 
people.  You’ve got to clarify what you’re about, and as a church, you’re about driving these 
things to become more likely in your church. 

We started assessing our people and you saw one of those assessments.  And we collect this data 
so we know where we’re at.  One of the questions is, “I am confident that my marriage will last 
until one of us dies.”   These are anonymous questionnaires.  We went to the core group, the 
people that are most active at our church, in our life groups.  And we separated husbands and 
wives so they couldn’t see each other’s answers, which would have been a problem if they had 
been looking over the screen.  But “I’m confident my marriage will last until one of us 
dies.”  Pretty high confidence rate when we ask it that way.  Then we asked the second question, 
“I believe my marriage is, for the most part, God honoring and happy.”   Now why do we ask the 
second question?   The first question is the “grin and bear it marriages because I don’t’ believe in 
divorce.”  But what are we after?  We’re after “pictures of the gospel marriages”, aren’t 
we?  And so we want to know where they’re at.  And what we found is, of those surveyed, about 
20%, were in at what we’d call an “at risk” category.  Now don’t you think that’s important for 
the leadership team to know, that about 20% of your marriages, of your core people, are right 
now at risk?  That they’re not confident that they’re projecting or reflecting an image of the 
gospel in their marriage?  

We asked the parents, “I am confident that my child has or will trust Christ as his/her Savior and 
Lord by age 12.”  Why did we ask it that way?  You saw the information earlier, because if it 
hasn’t happened before they turn 13, statistics drop dramatically that it will ever happen, all 
right?  Very high confidence rate.  I was shocked when we got these results, but then I 
remembered, well, that’s because I read all the studies.  The average person doesn’t read the 
studies.  And the average person coming to this church, if you haven’t been in our other building, 
we have a slide from the upper level where the children ministry is, down to the lower level 
where the parents pick them up.  I mean, if a child’s not going to get into the kingdom when 
you’ve got a slide like that, where else are you?  You know, it’s a great church, that’s really got 
great children’s ministry effort.  That’s all they’re thinking, “Yea, we’re in a great church!”  

Then we ask the older age, where they have teenagers, and the confidence rate drops.  But even 
here, I thought that’s a very high confident rate, but again, I know the statistics and I know what 
high a percentage of kids that we’re losing.  So all the people in our church, all they know is 
they’re in a great church, that’s the context in which they’re thinking.  How do we know 
that?  Because the next question we asked was to test whether or not they’re being intentional in 
the home.  Because we know that’s the primary context.  So I asked the question, “How are you 
doing being intentional in integration of faith as a family?”  Now I made a mistake, before you 
see this next chart, I made a mistake.  I set the bar so low that I said I’m going to let you include 
if you even just sit together in church once a week.  I’m going to count that, all right?  And even 
still we only had about a third say that it’s any kind of routine of integration of the faith.  What 
we really know, is that less than 10% of families have any kind of faith conversations outside of 
when they are at the church.  And of course, at the church they’re not having that because we 
tend to split them up.  So we know we are in that same statistical pool. 



Page 4 of 7 
 
But that’s where we began.  Lake Pointe’s starting reality, about 20% of our core people are in 
“at risk” with their marriages.  When it comes to faith at home our parents are very confident, but 
they’re complacent, and that is a deadly combination, right?  They’re not actually doing things in 
the home.  That was Lake Pointe, that’s where we began.  We began partnering in the Innovation 
Alliance, as I said, 15 churches around the country, by invitation only, to start getting some 
dialogue and momentum on this: strong families, family life, and books on the family.  Willow 
Creek co-sponsored  this two year dialogue where every six months we’d meet together with 
these leaders and start talking these things through.  Let me walk you through who was there and 
what we learned. 

First of all, who was there?  On the innovation curve, do you know what the innovation curve 
is?  The innovation curve is in any movement, in any business cycle.  Let’s take the iphone, for 
example, at some point early, early on; someone was in their garage figuring out that 
innovation.  They were taking a risk, they didn’t know if it was going to work.  Maybe it was an 
individual, maybe it was a business, and it’s that way with everything.  Somebody is taking a 
risk, that’s 1% to 2% of the population.  So as you look at the chart, on the far left, those are the 
innovators.  Those are the crazy people that just try it because they need to invent.   

The next category is the early adopters.  Many of you may be in that category.  That’s the 
roughly 15% of people who stand in line the first day the first iphone is being sold, or the night 
before, so they can get one of the first ones at the highest price and the least functionality.  Those 
are the early adopters, right? 

Then you go to the other end of the spectrum, the laggards, far end.  These are the people who 
would still use a rotary phone, if you could still buy them, but you can’t buy them anymore, 
right?  So they don’t have a rotary phone.  And then in the middle you’ve got the early and the 
late majority.  When you’re talking about a movement you start with the innovators, and then 
you start speaking to the early adopters, which is people like you who say, “Hey, I want to learn 
from those who’ve kind of taken the risk but I don’t want to take all of the risk.”  Then the early 
and late majority will follow.  The laggards are people who are not, let me say this strongly, the 
laggards are not your target market.  That’s a dying market.  These are the people who have the 
spiritual gift of criticism and they can tell you why it won’t work and all that stuff.  You ignore 
them as you drive to try change, otherwise you’ll never drive change.   

You create a positive culture.  And that’s what we thought we would do at Lake Pointe, and, that 
is, try and create a positive culture with a percentage of people, and then they help drive the rest 
of it in the right direction.  The same is true with the Innovational Alliance.  We invited 15 
churches that were innovators, which were trying something in their context.  None of us knew if 
we were going to be able to figure it out or where it was going, we just knew we had a problem 
we had to go after and we were all trying something.  We dialogued together in order to learn 
from one another. 

In our very first gathering we started by asking ourselves, “Where have we been?”   “Where have 
we been as it relates to this thing we call Family Ministry?”  What we learned first of all is, if 
you say Family Ministry most people think you mean Children’s Ministry, it’s the 
vocabulary.  You’ve got to navigate that one.  We were very careful at Lake Pointe to call our 
initiative, “The Spiritual Formation At Home” initiative.  We did not call it a Family Ministry 
initiative because you have to kind of navigate people’s expectations and assumptions when they 
say these things.  If you say Marriage Ministry, people think of an annual event.  It’s a retreat or 
a workshop; it’s something you do on an annual basis.  This is just kind of where we were when 
we started, as we assessed our churches.  
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So as a result, “The Best Case Scenario” was a second level priority at the church, but more often 
than not, it was the worst case, which is, that it was completely off the strategic radar 
screen.  When I say that, I’m speaking to you as leaders, I’m not talking about….there were 
people in the church who cared desperately about this….a lot of times they were in the children’s 
ministry or the student ministry area, and they saw the problem more, but they couldn’t get it up 
the strategic chart, to get to the strategic leaders who actually write the checks to help fund what 
it is they are trying to accomplish.  So we recognized that’s where we were. 

Let me tell you how far off the radar screen it was.  One of our sponsors was the Willow Creek 
Association, they are kind of known for innovation, right?  How many have heard of “Reveal” or 
did the “Reveal” survey?  That was something they did to help us assess how our programs are in 
terms of discipleship-working and such.  We were one of the early pioneers, one of the early 
adopters, using the “Reveal” survey.  I was fascinated because as I’m going through the 
questionnaire myself, answering the questions about how effective is the church at helping drive 
spiritual formation, knowing that the home is the primary context for spiritual formation, and 
there wasn’t a single question anywhere in the survey about the home.  This is from the church 
movement that churches look to on how to do church.  So no wonder it’s off of the radar screen 
of the majority of us.  To their credit, they ended up changing that because I remember meeting 
with Jim Mellado, President of the Willow Creek Association, and pointing that out.  And for 
him it was like a “dear in the headlights” look.  A look of, “You know, you’re right”.  That’s 
how far off the radar screen it is, we just aren’t thinking about it.  I think you may be facing the 
same thing in your church.  Hopefully we can help you move that forward. 

The result is we have isolated programs for individuals in our families, but we don’t have 
integrated strategies for driving faith integration, and that’s where we were.  We next came back 
and said, “What are some Models of Excellence?” How do we go after this issue of “Models of 
Excellence” so that we can learn to do things better?”  We had 10 principles that came up.  I 
won’t walk through all of them.  I’ll just highlight a couple of them. 

For example,  

• “Empowering a Champion”, someone on your leadership team that has influence has to 
lose sleep over this.  If it’s everybody’s problem, then it’s nobody’s 
problem.   Someone’s got to be driving it and drawing the rest of us around it.   

• Things like, “Establishing New Measures” and how you do that, you’ll see how we’ve 
done that.   

• “Using Existing Time Slots” is huge.  One of the things that’s key to our strategy at 
Lake Pointe is, you’ll see, that we are averse to adding new time slots.  What do I mean 
by that?  People will give you one or maybe two time slots per week, right?  They’ll give 
you a worship service time slot and maybe a small group time slot.  As soon as you go to 
a third time slot - Wednesday night, Saturday conference - what happens to the 
percentage of participation?  It drops like a rock.  They’re not going to give you a third 
time slot or a fourth time slot typically.  So we said, “We’ve got to design this thing to 
work within our existing time slots because we want to create a church-wide culture,” not 
just be able to say we have a family ministry that 15 people went to. 

• Next, putting a “Home Lens” on everything you already do.   
• You heard Steve talk about creating a “Culture of Intentionality.”  That’s what we’re 

about; we’re about creating a culture.   
• “Customization is Key”, every family looks a little bit different, and every household 

looks a little bit different.  They have to be able to customize.  There’s no “one size fits 
all”.  
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• “Investing in Tools for Families”, one of the leaders put it like this, “I could go right 
now to my church budget and I can point to the line item where I’m investing in tools for 
curriculum and so forth for the hour or two we have them at the church.  I don’t have a 
line item for helping create tools and provide tools that may get more likely in the 
home.”  So he said we need to shift our thinking there.   

• And then, “Giving a Vision for the Home”, we can no longer assume people know what 
a God honoring family even means anymore.  We have kept coming back to, very 
specifically, this is what it looks like and this is what we’re called to. 

You may find this interesting, I mentioned Willow Creek did come back and start asking 
questions specific to the home. This one is fascinating if you can read this.  The way it works is, 
on the left, you have what parents say what they hope to receive from our children’s ministry.  If 
you look at the top, Infant Through Elementary School Age, and then it has how important it is 
to them, the satisfaction level, and on the far right you see the gap. 

The single largest gap is #4 there.  “Lets me know as a parent how I can help in the spiritual 
development in my children.”  That’s the single largest gap that parents of young children have 
in terms of what they wish they were getting from the church.  Look at the one that’s circled 
negative 15%, “Gives opportunities for parents to be involved or serve during the year.”  We 
have the opposite problem there.  We do that one too well.  That’s where we live.  But in terms 
of quote, “the customer”, they’re saying, “I understand you need volunteers on the weekend but 
could you please help me know what to do during the week?”  That’s what they’re saying. 

Same 40% for junior high parents, that’s #4.  More red when you get up to the high school level, 
but the very bottom is the same statement, same 40%, “Lets me know how to help as 
parents.”  What’s fascinating is, on all of them there is a disappointment level.  Look at #2, 
“Helps my children know how to practically live out their faith after high school.”   A 46% gap. 

What’s the problem with that statement?  You have two problems. There’s disappointment, but 
what’s the bigger problem?  They think it’s our job.  They actually think this is the job of the 
church rather than the job of the home.  So we’ve got an education of parents’ process that has to 
occur.  Where do we go? 

Real quickly I’m going to give you an overview of what our HomePointe strategy was, and is, 
and continues to be, and then we’re going to talk about our newest innovation, “Faith Path” in 
the next session.  

Real quickly, HomePointe is about building strong families, about creating a culture of 
intentionality; it takes all those principles and all those best practice ideas and says, “How do you 
create an actual workable plan to make it a reality in your church?” 

It starts with a couple of objectives.  The first objective is, “Make it Easy” for families to do the 
right thing.  How do we do that?  We do that through bite-size intentionality, life-season 
customization, and access both on the campus and on the web.  The second piece of the strategy 
is “Make it Likely.”  Make it more likely that your families will do the right thing and this is 
where our integrated campaigns come in.  Finally, “Give a Path,” giving a path specifically to 
parents. That brings us to our new “Faith Path” initiative that we’re extremely excited to unveil 
to you today, that we’ve launched recently, and you’ll learn more about that as we go. 

Let me talk about the law of “Seven Mentionings”.  I learned this from a mentor of mine who 
said you need to learn the law of Seven Mentionings.  What’s that?  When you’re dealing with a 
leader (this was a gentleman who worked for Ronald Reagan in the White House) I would go in 
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and tell the President my idea the first time and he would hate the idea, but by the 7th time of 
telling him the idea, he thinks it’s his idea, and that’s how you drive change. 

The same is true with marketing.  People don’t buy one radio ad, in one market, for one 
day.  They do frequency and reach, over and over.  Why?  Human beings don’t take action the 
first time they hear something.  They take frequency and reach so that by the 7th mentioning, 
perhaps they’re taking ownership on it and taking the action. 

So we’ve been in a philosophy that this is a mutli-year strategy.  We’re going to keep coming 
back every six months or so with a new campaign, a new, different, unique way of saying, “Be 
intentional at home, we’ll give you tools, we’ll encourage you.”  What are some of the results?  

We found after the first three years of running this campaign, this strategy, that it moved from 
the 13th, dead last, in terms of “How well we are living out our values”, remember that?  It was 
ranked dead last, and it moved up to #4, which is, “most live-out-value” at Lake Pointe Church 
by our elders and staff and leadership, the people that are most in-tune with what’s happening in 
our families.  We moved from about the 10% range to 50% of parents indicating they are doing 
something on a routine basis in the home from a faith standpoint. 

Now what do we want?  We want 100%.  But you’re never going to get to a 100%.  We’re very 
excited to see that kind of movement.  Why?  Because you remember the bell curve?  As more 
families are doing it, it becomes more of a normal thing in the culture for this to be what we do. 

 


