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North Kitsap Fishline Food Bank and Supportive Services 

YEAR-END REPORT for 2016 

Highlights 

Maintained the positive, respectful and welcoming culture that means so much to all of us.  Increased awareness of 

our Culture of Respect reduced misunderstandings and conflicts. 

Brought in experts in the areas of de-escalation in order to train our staff on how to handle delicate situations or 

clients. 

Began Client Card intake software replacement project with Celedon and Michael Philbrick. 

Welcomed two new team members, our Volunteer Manager and Client Advocate positions. 

Solidified many significant CSC partnerships, including Kitsap Mental Health, Kitsap Community Resources and the 

YWCA. 

Fully developed the Lead volunteer position in the Market, along with enhancing all volunteer training programs. 

Invested in staff development, including seminars and classes  on communications, leadership and Lean efficiency 

principles. 

Help from our board members made many important developments and projects possible, including creation of 

numerous marketing materials for operations and Capital Campaign. 

Participated in the Mayor’s Housing Task Force. 

Reached new levels of sales at both our stores:  Second Season Thrift continues to grow revenues every year, and 

saw record-setting Super Sale one-day numbers breaking the $3K mark; Second Season Home had its first $8K 

month this year as well. 

Held Community Forum for the Comprehensive Services Center that, combined with client survey and data analysis, 

helped us determine priorities for onsite services. 

 

 

 

 

 

 

 

 

Our staff experienced some changes this year, with 

Marie Hobson moving to Guam and Tarah Threde 

unable to return from maternity leave.  But our two 

newest team members, Sandra Allen and Natalie 

Vaughan-Wynn, have been perfect and welcome ad-

ditions to our already-Rockstar-team of Fishline staff 

members.     Here, they pose with Santa (aka, Sound 

Works Director Bob Middlebrook) during a busy holi-

day market day.  
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The Fishline Market               

Linda Burris, Market Manager 

Accomplishments 

Consistently presented a well-stocked, client-friendly Market. 

Enhanced and improved volunteer training, recognizing that it is an ongoing, ever-

evolving process. 

Reestablished and nurtured the Poulsbo Farmers Market weekly gleaning/donation 

process, thereby advancing our fresh, healthy foods Market goal. 

Added four more volunteers to shore up and sustain the Garden Program through the 

season.   

Worked diligently with the dedicated Construction Committee to advance new building 

plans. 

Grew the firewood acquisition and distribution program by locating new donors and 

arranging deliveries. 

Assumed a more hands-on organization of drivers, grocery rescue, food drive pickups 

and spontaneous assignments. 

Established new contact at Bangor Commissary so as to receive a monthly meat dona-

tion in addition to non-perishables. 

Built safer stairs to Betsy and Bob, new platform for pig food, and installed shelving in 

garden shed for safer access.   

Worked all year to diminish rodent intrusion. 

Supervised the construction and raffle of 20 square-foot garden beds to our clients. 

With the Cookbook Team, published Fishline’s Community Cookbook. 

 

 

Market Dashboard—2016 Recap 

 

Highlights 

 Shifted purchasing priorities from canned/boxed items to 
more perishable items like yogurt and eggs. 

 Postal Food Drive and Holiday Safeway Drive both down from 
past years, but new drives like Gateway’s and others helped 
fill the gaps. 

 Garden donations continued to rise thanks to increasing 
awareness and encouragement, Healthy Table, Grow-A-Row 
and the Poulsbo Farmers Market. 

 2016 2015 Change 

Household Visits 31,651 32,146 -2% 

Individual Visits 78,088 83,565 -7% 

Pounds Distributed 934,790 910,879 +3% 

Garden Donations 35,998 22,170 +62% 

Rescue Total 587,030 519,949 +13% 

Leigh Wojcik and Paula Strid represented 

Fishline each week at the Poulsbo Farmers 

Market, rain or shine, answering questions 

about Fishline and gathering fresh food 

donations for our Market. 

Our “Woodchuckers”, a team of wood-

chopping and stacking volunteers, helped 

us  offer over 10 cords of seasoned fire-

wood to our clients in need. 
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Challenges 

Same as last year—lack of climate-controlled, safer and more accessible food storage. 

Would like to consider appropriate incentives for volunteers to consistently attend training, as well as reasonable consequences 

for refusal to attend, and/or for disregard of proper Market procedures.  Ultimate goal is a client environment with minimal con-

fusion or embarrassing situations. 

Assuring global perspective and long-range projections in every step of our new building planning. 

Minimizing food waste. 

Better leadership and focus within the Gardening Program. 

 

Market Goals for 2017 

 Finalize a list of equipment needs for the new Market and warehouse, with special atten-

tion to sufficient increases in cooler/freezer space. 

 Finalize the best possible design and layout of the above. 

 Tour facilities similar to the one we’re building.  The first tour, Suquamish Seafood Co., 

was accomplished. 

 Work with Mary and Lucy to expand and define a more specific chart of accounts to each 

department can better own and manage their own expenses. 

 Discuss staffing for the bigger operation, which may or may not include a warehouse assis-

tant, dedicated grounds and a maintenance person. 

 Work with Mary to refresh the Client Advisory Council focus and agenda. 

 Purchase equipment and reinvigorate the Cooking Kiosk in the market. 

 

Operations Administration 

Lucy Baker, Operations Manager 

Transitioned fully out of Client Services to Operations—able to focus more and work more effectively. 

Refreshed visuals for Fishline, including new banners and free-standing banners. 

Refurbished vans with safety equipment bags and emergency preparedness packets. 

Created NPA gift card process for homeless clients 

Maintained receptionist log and addressed concerns nearly daily. 

Working on new software design and implementation 

Created food drive schedule and process intake form—identified need for dedicated food drive volunteers due to volume of effort 

involved, especially during the holidays. 

Safety Committee created and have made some improvements, including safety routes, safety manuals and reviews of incidents.  

Replaced first aid kits, improved mats for work areas, created emergency evacuation plans. 

 

 

Safeway Home Team Harvest 

Postal Carrier Drive 

Lions/Rotary Drive 

Gateway Fellowship 

Kitsap Pavillion 

Forest Hills Rock Drive 

Poulsbo Middle School 

Poulsbo Community Orchestra 

First Security 

Swing into Giving 

Top 10 Food Drives Totals  
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Goals for 2017 

 Finalize Operations Manual  

 Implement new software including assisting with volunteer training 

 Continue in professional development by attending several seminars through Pryor 

 Refresh Food for Thought by meeting with team members, adjusting services where needed and include more outreach  

 Assist with equipment, communications, security and building needs for new facility 

 Bring on volunteers to assist with food drive coordination, receiving/donation, checks/deposits, Food for Thought survey 

calls, software training/roll out, cleanup crew/maintenance and landscaping and vehicle maintenance schedules. 

 

Client Services 

Rae Rodriguez, Client Services Manager 

Accomplishments 

Created a new role within the agency for a dedicated full time Client Advocate, and moved our part time advocate to full time 

Operations.  Realigned roles have greatly improved staff performance and cooperation.  We also developed a part-time Housing 

Facilitator position with the help of the HHGP grant, a pilot program to begin in 2017, working toward alternative housing options 

for North Kitsap. 

Held a Town Hall meeting consisting of area services and agencies who are interested in helping Fishline determine services to 

provide in its Comprehensive Services Center. Feedback from the Town Hall participants along with our client survey have given 

us a good start on developing the services we will need to provide on site.  The top three needs were identified as mental health, 

housing and dental.  Plans to break ground on the new center are scheduled for 2017 with Kitsap Mental Health and Kitsap Com-

munity Resources as partners.   

Received limited funding to continue a second year with the KCR/HRB case management model—consisting of approximately 29 

hours per month of case management for NK Fishline clients facing multiple barriers to sustainability especially in regards to hous-

ing.  The Family Development Specialist Summary Report detailing outcomes is available upon request. 

Partnerships continued with KCR for Energy Assistance, Housing Solutions Center and the Family Development Specialist, Kitsap 

Operations Dashboard—2016 Recap 

 

Highlights 

 Met with school counselors to evaluate status 
of FFT program, established plan for Refresh 

 Volunteer support for Home Delivery continues 
along with steady need. 

 Efforts to promote food drives have made a 
difference, meaning less need to purchase 
food, explaining big change from 2015 

 2016 2015 Change 

Purchased Food $38,161 $54,277 -30% 

FFT Purchased Food $23,496 $27,259 -13% 

Home Delivery Visits 307 338 -9% 

Holiday Meals 833 831 +.2% 
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Mental Health and Soundworks.  Tutoring services are down from the prior year.  A new partnership was established with Ann 

Clark of Hostmark Senior Apartments, Ann is SHIBA qualified and can assist our elderly clients with medical insurance issues and 

information.  Fishline continued to work closely with our local St. Vincent De Paul for funding families with larger needs. 

West Sound Free Medical Clinic has decided not to pursue a presence at NK Fishline since attendance is low.  They may return 

depending on changes in the medical coverage with the new administration.  YWCA is holding support groups and provides child 

care twice a month.  The client advisory council is in need of a new leader.  The 

Healthy Lifestyles Support Group is on hold.  A new one-time-per-month legal 

clinic may be starting in February with Kitsap Legal Services. 

Goals for 2017 

 The set-side of the Blossom Fund, $5,000 for promoting client po-

tential like education, wellness, counseling, car repair, time bank, 

etc. 

 Implementing new Housing Facilitator position, creating new and 

better options for Safe Park and engaging with churches and other 

agencies to create transitory housing such as boarding rooms or 

RV’s.  Will create standards and time lines for each housing project 

including the Gateway RV program. 

 Continue professional development of Client Services team, includ-

ing classes available via Pryor. 

 Attendance at community meetings and encouragement of partnerships wherever possible is a priority for 2017. 

 Evaluate policies and procedures for client services with an eye on client stability that reduces dependency.  

Some ideas include classes for clients, budgeting seminars, self-improvement through online seminars, volunteer-

ism, mentoring or time bank opportunities. 

 Create protocols and procedures for new Comprehensive Services Center, in cooperation with onsite and contrib-

uting partners.  Develop facilities design in cooperation with programming and process. 

 Create a West Sound Time Bank at Fishline.  Help Sharenet clients at NK Fishline rather than sending them to St. 

Vincent de Paul for those funds.  Create on site  for those who are not able to access KMH services.  Bolster avail-

ability of Senior Resources and other support services. 

 

Our Christmas Child program is always one 

that draws great support.  This is a picture of 

our donations just before distribution. 

Client Trends 

 The biggest trend in 2016 is lack of housing, affordable or otherwise, market rent displacing low income families. 

 Seniors continue to fall through the cracks for case management and advocacy, often with no family members to 
assist them or family members who are not trustworthy taking advantage of them.   

 Spike in the number of requests for homeless clients (clothing, gasoline, bus tickets, propane) with May being the 
highest month of need. 

 Shelter requests decrease later in the year due to the opening of two overnight shelters, Kitsap Rescue Mission 
and Salvation Army Bremerton.  

 Increased requests for gasoline for work, and doctor appointments, as well as increased requests for ferry tickets 
for those with chronic illness that need services in Seattle.  
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Volunteer Services 

Marie Hobson and Natalie Vaughan-Wynn, Volunteer Managers 

Accomplishments 

Recruitment was focused on word of mouth, signage and investing in the active volunteers’ experience. Our volun-

teers brought friends in and shared the word when we needed help, because they loved what they were doing and 

believed in the mission.  The use of  banner facing Viking Way has also been very effective. 

Open and regularly-scheduled orientations were a huge success, bringing in volunteers, cultivating new relation-

ships within the community and raising awareness to not only Fishline’s needs but also the community as a whole. 

Training was an enormous part of 2016.  With the implementation of the training program, we were able to create 

an atmosphere where volunteers wanted to be present, learn and share.  Each quarterly training is implemented 

with flair and variety, making them fun, informative and well attended. 

Volunteer Appreciation continued this year with monthly mini celebrations that rotated between days of the week 

so every day/shift enjoyed the additional gratitude.  Holiday appreciation was done for the food bank and stores. 

Birthday cards were signed by the staff and sent out monthly, but after a full year and with the volunteer involved 

no longer available, it was decided to pause this service. 

Volunteer Appreciation Dinner held in the late summer was a beautiful success. 

Volunteer policies were condensed into a more summarized context, with focus on Culture of Respect and custom-

er service/confidentiality. 

Implemented expanded role for greeters/CSAs, built an improved intake configuration in the lobby, connected vol-

unteers and staff via bells.  

Transitioned to new Volunteer Manager thanks in large part to thorough and well-organized materials created by 

outgoing Manager.   

Client Services Dashboard 

 2016 

Requests for help 1,293 

Households helped 593 

Not helped 279 

Referrals 477 

 2016 2015 Change HH Helped 

Eviction Prevention $19,728 $25,587 -23% 52 

1st Month rent/deposit $6,510 $4,845 +34% 6 

Gas/Propane—Total 

-Fishline Funds 

$7,427 

$2,331 

$4,916 

$3,876 

+51% 

-39% 

36 

59 

Utilities—Total 

-Fishline Funds 

-Salvation Army 

-Warm Home Funds 

$23,446 

$6,965 

$6,768 

$9,712 

$19,944 

$5,844 

$2,877 

$11,223 

+16% 

+19% 

+135% 

-12% 

139 

36 

38 

65 

Shelter/Hotel $16,958 $22,284 -24% 35 
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Goals for 2017 

 Finding new and meaningful ways to acknowledge volunteer service hours.   

 Focus upon volunteer communications, including surveys, focus groups and other listening while making sure that volunteers 

are included in decisions and their concerns heard. 

 Implement Salesforce. 

 Cross-training volunteers for different volunteer positions. 

 Improving capacity to capture community group hours and contributions. 

 Restarting Fishline’s engagement with court-ordered community service volunteers. 

 Experimentation with multi-media training (video, Powerpoint, etc.). 

 

 

 

 

Volunteer Services Dashboard 

 
 2016 2015 % Change 

Active volunteers 253 270 -6% 

Hours Volunteered 36,137 35,741 +1% 

New Volunteers 152 n/a n/a 

Community Service Hours 673 n/a n/a 

How volunteers heard about us:  Friends, new to 

area, word of mouth, saw banner at the street 

Why do volunteers move on:  Personal life events, 

medical reasons, family issues, 

Our volunteers go above and beyond eve-

ry day to serve Fishline and its clients, 

often helping with projects, repairs and 

organizational projects. 

A team of volunteers from Wells Fargo 

helps out each week.  Participation 

from local businesses has been a wel-

come addition in recent years. 

Checkout volunteers are some of our 

busiest and most important.  Their 

relationship with clients is lasting and 

impactful. 
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Our Stores 

 

Second Season Thrift Shop 

Jan Henson, Store Manager 

Second Season Thrift Shop is a favorite place to shop in downtown Poulsbo.  We are constantly receiving compliments about how 

well presented the merchandise is, how well priced it is for the quality and how clean the shop is. 

The first Saturday of each month is a sale day that has people lined up outside waiting to come in.  Almost everything is 50% off, 

and customers come in the day before to scan the inventory and plan their strategy when the doors open.  Business has become 

so brisk that we now need two cash registers operating the entire day. 

Donations during 2016 rarely saw a lull and, when those few times occurred, the items saved for storage filled in the gaps.  The 

shop has become well known and is very much supported by the community with donations.  We were also the beneficiary of 

several quality rummage sales which we were able to selectively take items we knew we could sell. 

The marketing and PR efforts using social media and traditional methods via newspaper ads helped promote awareness of our 

presence and people to the store. 

The Thrift Shop has a wonderful and dedicated group of volunteers who enjoy what they’re doing and enjoy the camaraderie 

while doing it.  A recent new volunteer mentioned that she not only has enjoyed shopping at the store, but says the volunteers 

are always having such a “jolly” time while working and wants to be a part of it. 

 

Facilities, what’s working, what’s not 

Our location, which is in the downtown core, is truly benefitted by that realtor saying of “location, location, location”.  We have a 

corner shop with windows on two full sides, a load/unload zone in front for ease of donors, a side ramp access for back door do-

nations, a big parking lot in front—all factors which attract people to our shop.  On the negative side (which is far outweighed by 

the positives just mentioned) are: 1) no onsite storage; 2) lack of workspace for sorting; 3) lack of space to carry more items for 

sale; and 4) workflow issues due to lack of space. 

 

Second Season Home Store 

Felicia Kratzer, Store Manager 

Shopper Satisfaction 

Over the course of the year, we have seen several trends with customers coming through the store the week before our first Sat-

urday sale and checking on items they were wanting to purchase. 

We have been complimented many times in the last year on the quality of our furniture, the setup of the store and the cleanli-

ness of everything.  People are pleased to shop and will return to a neatly-kept store. 

We have many repeat customers, people who can come in to the store several times a week to see what’s new.  For example, we 

have a lovely woman named Brenda who shops with us at least three days a week.  She and her granddaughter come in looking 

for new and interesting items for the rental homes she owns.   
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Clients 

This year, we were able to serve clients' needs with furniture from our store.  One client came to us on behalf of her daughter, she 

was being released from the Women’s Correctional Facility and was able to move into her own apartment to be able to begin hav-

ing her three children with her full time. 

Donations 

The level of donations this year has continued to amaze us all.  While we are so grateful for each and every donation, we have been 

especially pleased with the increase in high-end donations and the generosity of the donors who part with these beautiful items.  

Recently, we had two very large donations of many high-quality items.  We had a donor in Kingston, who was downsizing his large 

collection of antiques and home décor pieces.  His willingness to donate a collection was worth over $25,000 according to his ap-

praiser, was truly a blessing to our store and the clients who will benefit. 

We are still seeing many people stop by to drop off items at the store.  However, a majority of the donations are coming in from 

our pickup service and several donors have opted to hire local moving companies to bring donations into town when our service 

cannot meet their needs. 

It seems that word of mouth has been the fastest way of promoting donations, customers who tell their friends and family mem-

bers about our store and our affiliation with NK Fishline. 

Marketing 

We are utilizing Craigslist as a way to reach further out than our local community.  We have had customers come from as far away 

as Seattle to purchase items they have been on this site. 

Facebook posts and the new Market option are also being used, and we will continue to expand this marketing tool with the help 

of all those who are connected to Fishline. 

Our wonderful new sandwich boards on Front Street and Hostmark Avenue have garnered many first time customers.  We are 

looking forward to the new sign on the building in hopes that it will have an even greater visual impact. 

Volunteers 

Our volunteers are a great group of hardworking folks.  Many of them have really taken ownership of several areas in the store. I 

have encouraged each of them to find ways to incorporate their specific skillset and apply it to the team effort.  Many have taken 

on furniture rehabilitation projects, and a couple of the ladies have been making an extra effort to refurbish used fabric items and 

give them new life by way of pillows and shopping bags for customers to purchase. 

Several long-term volunteers will step down in early 2017 after being with us from the beginning.  But we continue to bring on 

great new volunteers.  In 2017, we’d like to do more volunteer appreciation with perhaps a monthly lunch and team meeting. 

Facilities 

Our building has had a few improvements over the past year.  The inspection that was done earlier in the year allowed us to know 

what improvements were needed and what was working well.  We are appreciative to everyone who helped make these improve-

ments a reality. 

 After having the moss removed from the roof, we are pleased that there are no leaks or roof damage that needed further 

attention. 

 Our home store truck has made two trips to the mechanic this year, and after this latest repair, our drivers have said that eve-

rything seems to be working well for now. 

 We would like to add a sign in the interior of the building to designate the employee-only work area in the back of the store.  
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Planning Ahead 

Our continued effort for 2017 will be to bring in high quality furniture items and increase turnover in the store by increasing aware-

ness.  The new building sign and magnetic signs for the Home Store will help in this effort. Working more closely with the food bnak 

in events and other activities would be something we’d be happy to support. 

 

PR/Marketing 

Alane Basco-Yu 

Accomplishments 

Management of email lists 

 422 Fishline supporters, an increase of 51%, 25% average opens 

 230 Client subscribers, an increase of 64% with 16% opens (lower than last year) 

 24 Food for Thought subscribers, 21% opens 

Worked closely with Allie Barbosa for a successful Grow-a-Row program this year, including outreach and boosted advertising 

through the community for classes. 

Facebook audience grew from 1121 to 1344 likes in a year.  This is a slower growth rate from 2014 to 2015—will explore. 

Increased community connections through church, sports and youth groups and schools 

Community BBQ to thank community, engage board and bring together clients and donors in a fun setting. 

Digital and print marketing materials as requested 

Special events planning and promotion 

SOS classes, scheduling and promotion 

Social media, online community management 

 

Challenges 

Because Alane does not work on site, sometimes is difficult to keep current on all that needs to be communicated and coordinated. 

During the busy times, it can be hard to prioritize Fishline projects and tasks 

PR/Social Media 

  2016 

Blog Views 44,609 

Facebook Likes 1,344 

Twitter 105 

Linked In 29 

Web Site Page Views 34,200 

New Visitors 61% 

Most Visited Pages 

Home  24% 

Contact Us  5% 

Donate  3% 

Food  2% 

Volunteer  2% 

Calendar  2% 

Housing  1% 
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Goals for 2017 

 Develop community connections to identify “real” solutions, such as “Laundry and Love” 

 Moderating Fishline community page on Facebook:  “Ideas in Action” 

 Facilitate implementation of Fishline Ambassadors for food drive coordination and ownership 

 Assist with Kitsap Great Give 

 

Special Programs and Special Projects 

Food for Thought:  71 children receiving assistance, down from 90 at this time last year; Food for Thought Refresh will lighten 

packs for smaller children, increase variety of items, continue outreach to school counselors. 

Birthday Fairy:  237 children received Birthday gifts in 2016—the in-kind donation totaled $12,738. 

Christmas Child: 340 children received Christmas gifts—the in-kind donation totaled $25,500. 

Home Share:  Two Home Share matches were made in 2016.  

Client Advisory Council:  Refresh of Council is slated for early 2017, when membership will grow and diversify, choose projects 

that are defined and achievable, and communication tools will be updated for better two-way learning. 

Cookbook:  Fifty Years of Neighbors Helping Neighbors arrived in time for holiday sales.  194 books sold to date for a total of 

$3,880.  A post-holiday sales and marketing plan is in the works. 

Safe Park:  Three Safe Park clients were helped. 

Thrift Shop Vouchers:  $2,400 of in-kind clothing was provided by 83 low-income clients. 

Donor-Directed Funds:  The Lions Fund paid for storage unit holding a carpenters’ tools so that he could continue to work, helped 

pay ferry tickets for a person ill with kidney failure.  The Soroptomist fund paid for physical therapy so she could walk without pain. 
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 Returning  New  

Home city 

-Local 

-Kngst/hansville 

-Other OOA 

 

89% 

2% 

8% 

 

57% 

5% 

38% 

Income Breakdown 

-Employment 

-TANF 

-SSI 

-Social Security 

-Veteran’s Benefits 

-Child Support 

-Pension 

 

43% 

6% 

21% 

33% 

4% 

7% 

6% 

 

40% 

9% 

15% 

27% 

4% 

10% 

5% 

Reason Seeking Help 

-Income not sufficient 

-Fixed income issues 

-Loss of Job/Business 

-Illness/Injury 

-Depression 

-Don’t qualify for EBT 

-Homeless 

-House size grew 

 

55% 

32% 

22% 

21% 

13% 

11% 

10% 

10% 

 

45% 

25% 

28% 

16% 

16% 

11% 

32% 

9% 

Raising grandkids or sib-

lings 

17% 12% 

Member of a local tribe 13% 13% 

Served in active duty 20% 24% 

# of years as Fishline client 

Less than 1 year 

2-3 years 

4-5 years 

 

17% 

24% 

37% 

 

n/a 

n/a 

n/a 

Client Data and Outcome Call Results 

Registration Survey Results 

Why needing help from Fishline 

Loss of Job 

Loss of work hours 

Family crisis 

Mental health 

Disability 

Extra family 

Domestic violence 

 

1 

1 

2 

1 

1 

1 

1 

How did we help 

Food 

Utilities 

Rent 

Birthday 

Transportation 

Medical 

Holiday 

 

7 

3 

5 

1 

1 

1 

1 

Since receiving help 

Started working 

Nothing has changed 

 

2 

7 

Housing stable now 

Housing not stable now 

7 

0 

Employment stable now 

Employment not stable now 

3 

6 

Health stable now 

Health not stable now 

6 

3 

Interest in classes 

Planning a business 

Health/nutrition 

Smoking cessation classes 

Personal Finance 

Self-improvement 

Job Search 

 

4 

3 

2 

4 

3 

2 

Comments from outcome calls 

“Services were really awesome and kind.” 

“Great service, smooth and easy.” 

“Great help!” 

“Fishline is amazing.  The new location is great.” 

“People treated me so well.  Thank you so much.” 

Called 3 months after help received 

9 respondents 

Note:  These questions were asked on the registra-

tion form and answering is optional.  Percentages 

above are based on number of clients responding to 

question; it does not necessarily reflect percentage 

based on all those completing the survey. 
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 2016 2015 

Unduplicated Households 1,693 1,788 

Duplicated Households 29,658 30,358 

Unduplicated Individuals 4,050 4,351 

Duplicated Individuals 74,038 79,214 

Single women 370 378 

Single men 331 353 

Women Head of Household 113 132 

Men Head of Household 13 21 

Age 

Less than 3 

3-12 

13-17 

18 

19-54 

55+ 

Disabled 

 

143 

699 

322 

53 

2,028 

805 

416 

 

163 

725 

376 

71 

2,173 

843 

460 

NPA Clients 32 17 

Client Demographics 

Utilities  275 

Gasoline  221 

Rent/Mortgage 178 

TSV  121 

Information  138 

Shelter  62 

Laundry  51 

Request Log Stats 

Housing Solutions 177 

KCR   98 

St. Vincent  79 

Job Resources  37 

DSHS   19 

Churches  17 

Referrals Made 


