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Kaneohe’'s keys to kettle success

Corps more than doubled its kettle income in
2018 campaign.

By Karen Gleason —

The Salvation Army Kaneohe (Hawaii) Corps more
than doubled its projected kettle income in 2018.
Corps Officers Lts. Aaron and Meagan Ruff—who
arrived there in July 2018 fresh from officer
training—brought a fresh perspective about both the
corps’ service area and the broader significance of
the Red Kettle campaign.

“Just ask,” said Aaron Ruff about securing kettle locations, acknowledging that while The Salvation
Army has lost some locations due to store closures, other possibilities exist. Whatever the outcome,
asking could be the start of a new relationship within the community. This, he said, is their first tip for
kettle success.

That's what Ruff did one day when he walked into a Whole Foods store. The Salvation Army didn’t
have a national contract with them and Amazon had just purchased the chain. When Aaron asked
about placing a kettle there, the manager shrugged—he didn’t know what the policy was. He agreed
to give the corps four Saturdays, from 10 a.m. to 2 p.m.—prime time. The corps’ Home League
women, who lived nearby, volunteered their time at the kettles.

Another key to Kaneohe’s kettle success was the expansion of its service footprint. The corps, which
sits in the middle of a large area on Oahu’s windward side, previously conducted its kettle
campaign—and its outreach—centrally, away from the outlying regions.

“We wondered: How can we build on what's been happening in the past?” Meagan Ruff said. “We
want to make our service footprint match our service area.”

The Ruffs were further motivated after signing up Shima'’s, a locally owned grocery store in
Waimanalo—the only one—as a kettle spot.

Aaron Ruff approached the manager, who said, “I've been manager here for eight years and no one’s
ever asked. I'd love to have you ring.”
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In another example of synchronicity—all the pieces falling into place—the corps had a long-time
bellringer who lived in the area. Waimanalo, an economically challenged area, turned in the third top
kettle proceeds for Kaneohe.

“We went to them and that made a difference,” Meagan Ruff said. “It wasn’t just about the kettle
money. The people there didn’t know they could receive services from The Salvation Army.”

Kettle Bell Ringer in Front of Store

The focus on outreach leads to the Ruffs’ second tip for kettle success: year-round store and
community engagement.

“The Red Kettle campaign and the Christmas push are more about PR and getting the Army’s face
out in the community than just fundraising,” Aaron Ruff said.

He started his rounds with vendors in August to solidify kettle agreements for this year, but said the
corps engages with vendors throughout the year.

The local Cookie Corner store gives the corps 12 or more boxes of cookies every week. The Ruffs
drop off cookies at their kettle sites at least four times a year. They do so just before and after the
season, and they include specific information on how the contributions impact the community; for
instance, $10 will provide this many food boxes or backpacks. Just that knowledge—Iletting people
know exactly what The Salvation Army does with the money—can inspire people to do more.

To help stay on target with their engagement, they developed a community calendar for the year. For
each month, the Ruffs determined what the outreach goal was. For instance, in January, they would
deliver cookies as a thank-you for hosting a kettle; in February, they'd deliver cookies with a
Valentine’s theme. In March and April, the focus is camps, and so on. This year, the corps will host a
harvest party, and they will visit their kettle sites with cookies and invitations to the party. They said
they want to ensure people hear from them throughout the year—not just during kettle season.

Last year, the Ruffs decided on a Red Kettle Campaign kick-off event at the local mall, including the
arrival of Santa. They set up a single kettle and made just $350, but they talked to many more people
about The Salvation Army. Later people would see them and say, “Hey, we saw you at the mall.”

“It set us up for success for the rest of the year,” said Aaron Ruff. “We want to partner with others to
really help the community.”

“We talked to people born and raised in Kaneohe who didn’t know there’s a Salvation Army here,”
said Meagan Ruff. “We want more people to know we're here before we do a huge fundraising event.

Their hopes are high for the 2019 season.

As Aaron Ruff said, “In year two, we get to improve upon everything we did in year one.”
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