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B. PSYCHOGRAPHICS

Married couples 

Men and women who have 

money available to donate

People who live and socialize in the 

Hillsborough community

Married Couples who have 

financial stability

Those who pride themselves in 

having a strong community



Hillsborough residents having the highest average 

household income

central location to Tampa Bay

Hillsborough County has a higher household 

income than Tampa as a whole, which is $43,514. 

Graph A depicts the average 

household income of four 

counties in Tampa Bay and 

their respective average 

household incomes from 2014.



IV.

CREATIVE

REQUIREMENT

A. BRANDING

[Recent rebranding makeover ]

name switch 

Fresh appearance 

New purpose 

B. TRADEMARK

Color : Orange & Green

New logo : Cornstalk

[Simplification & Consistency]

C. TONE

Fresh           Clean           Professional          Innovative





A. METROPOLITAN MINISTRIES

Over 3 decades of service
Created in Tennessee 1979

Works with local churches

Partners with local businesses

Provides emotional and physical help



B. MEALS ON WHEELS

750 meals daily

Volunteers

[Mainly recruits from faith based communities]

Further support and financial aid

[Larger companies and local restaurants]



C. TRINITY CAFÈ

280 meals daily

Chef prepared meals

[Served on table cloths with silverware]

Support from large companies

[Promote and reach a larger audience]

Bucs

Verizon



Photos

Videos

Sponsors/Partners

Donate Link

Contests

Press Release

Photos

Videos

Sponsors/Partners

Donate Link

Blog

Feeding America is active

on the following accounts

Facebook

Twitter 

Pinterest

Instagram

Youtube

Posts messages that

engage with followers

on all social media sites

Metropolitan Ministries is 

active on social media

Similar strategies

More followers 
(Facebook and Twitter)



VII.

SWOT

ANALYSIS





General opinions
of our target audience. 

Attracts those who have extra money 

to spend on specialty drinks.



Variety of people of all ages and professions



Local & Social Atmosphere 



Conducted at various

Starbucks locations in

Hillsborough County.











LACK OF 

TRUST IN 

NONPROFITS

HOW TAMPA BAY 

DIFFERS FROM THE 

COMPETITION

PREFER 

DONATING 

FOOD RATHER 

THAN MONEY

NO PROOF OF 

WHERE MONEY 

GOES

I.

BASIC

PROBLEMS





• Change tone of the brand
• More attention focused on members 

of the LOCAL community

• Create Awareness
• Differentiate Feeding Tampa Bay 

from the competitors

• Convey importance of donating money
• Receiving monetary donations 

is a MAIN GOAL
• Most people would rather donate 

food over money



• Make donating money easier
• Will do so through the Fight 

Against Hunger 5K

• Show action within the community 
through the campaign

• Reinforce local priority
• All marketing material 

focused locally

• Local not National Brand Identity
• Majority of people prefer 

donating to a local charity



• Prioritize nutrition
• Promote trustworthiness

• Deliver nutritious food quickly
• Support our local community

WE:



PRINT

NEWSPAPER

DIRECT MAIL

POSTCARDS



LOCAL TRANSIT
HART BUS

FUNDRAISER
FIGHT AGAINST HUNGER 5K

SOCIAL MEDIA
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