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TARGET
AUDIENCE

A.DEMOGRAPHICS

The target audience is based on the total amount of donations
in the last twelve months of $150.00 or more. By studing the co-
nusmer index and finding who is most likely to donate to Feeding
Tampa Bay, the following demographics have been determined.

Men and women are equally important targets

in regard to donation amount in the past year:

~£%% Post graduates and those who have

completed graduate college or more

~2%%= Men and Women over the age of 45

~£%% Those with a household income of
$75,000 to $150,000 or more

B. PSYCHOGRAPHICS

—£{% Married couples

_##s_  Men and women who have
L3 1) .
. money available to donate

wrrn People who live and socialize in th
» . .

. Hillsborough community

)

“wa«”  Married Couples who have
financial stability

wyy Those who pride themselves in
T . .
having a strong community
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Marketing will be targeted
at

HILLSBOROUGH
COUNTY

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.

Graph A
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A. BRANDING

[Recent rebranding makeover ]

|V % npame switch

CREAT|VE <% Fresh appearance
REQU | REM ENT <2~ New purpose

B. TRADEMARK

[Simplification & Consistency]

Color : Orange & Green

New logo : Cornstalk

C. TONE

“ Fresh “ Clean “ Professional <« Innovative




COMPETITORS




~2= Created in Tennessee 1979

Partners with local businesses

Provides emotional and physical help
Y

Over 3 decades of service
Works with local churches
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METROPOLITAN
MINISTRIES
HOPE LIVES HERE

COMPETITORS



[Mainly recruits from faith based communities]

[Larger companies and local restaurants]
¢
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Further support and financial aid

750 meals daily
Volunteers
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B. MEALS ON WHEELS

OF TAMPA

nourish - enrich - strengthen

| ? MEALS
ON WHEELS

/

COMPETITORS
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C. TRINITY CAFE

280 meals daily
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Verizon

~¢& Bucs
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[Served on table cloths with silverware]
Support from large companies
[Promote and reach a larger audience]

Chef prepared meals
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Metropolitan Ministries is

active on social media
Posts messages that

\/‘ . —aae= engage with followers ¢ Similar strategies
on all social media sites

COMPETITIVE O onbao e e
MEDIA

W
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FEED|NG METROPOLITAN
TampalBay _MINISTRIES
Feeding America is active HOPE IS HERE
on the following accounts
Photos Photos
~%& Facebook _ _
Videos Videos
7 6 e Twitter
Sponsors/Partners Sponsors/Partners
2588 8581 .
-~ Pinterest _ _
3790 19511 Donate Link Donate Link
< Instagram
42 23 R : Contests Blog
520 1419

~. Youtube
Press Release
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A. STRENGTHS

Nation’s leading domestic hunger relief charity

New branding efforts

Willingness for change, innovative

B. WEAKNESSES

Affiliation with larger organization

(providing more expirience & support) Lack of awarness within community

Geographical focus There are other different food banks in the area

Currently not lacking in food donations No clear numerical goal of what needs to be accomplished

Not a seasonal product Hunger in the Tampa Bay area is an ongoing problem

Lack of funds

Fluctuation of volunteers

C. OPPORTUNITIES

New branding efforts

D. THREATS

Parnerships with other companies

Building relationships with other local food banks Other non-profits of Tampa Bay

asking for donations

Consider other target markets in effort to spread awarenes

Economic issues

Spread Awareness

Lack of internal staff to facilitate
changes that need to be made

Social Media
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.
FOCUS
GROUPS

227, General opinions
~of our target audience.

s#o Conducted at var
“%% Starbucks| ocati ons i
Hillsborough County.

r -

wii=  Attracts those who have extra money
to spend on specialty drinks.

r -

“w Variety of people of a

24 Local & Social Atmosphere



RESULTS- =

B RAN D I MAG E & DONORS:
T Higher income
POSITIVE ASSOCIATIONS NEGATIVE ASSOCIATIONS
with Feeding Tampa Bay: with Feeding Tampa Bay “I've donated money, ($70k-$150k+ per annum):
T T St “They (Feeding Tampa Bay) need to food items and time.” “Statistics are more impacting to me”
haaith sl satuty of cther childion” differentiate between the competitors.”
- “I have donated to charity for tax d like intics to ks
g, / X = Feeding Tampa Bay needs to show where : 7 “I'd like to see more statistics to know
Giving to charity is very important. the k& going and how its being used”. purposes in the past. where the money is going
“Fills a need in our community.” Tt sues”
“I'm glad there's an organization out “They decide where the money is going and NON-DONORS: “| want to see a mix of both but ulti-
there that helps those in need.” not all of the money goes to the victims” 2R ) mately, statistics are more important”
“I like the idea of charity
but | don't really give” Lower income
($40k or less per annum):
“I'd rather donate my time.”
-“_'I — w_ “I'm moved by personal stories”
iF . b b “| would donate time so | can help
in 2 more personal manner”
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Following the focus groups, |00 survey question-
| naires were distributed in order to quantitatively
«f  gather levels of awareness, opinion, social medi:

.
| preference, donation preference, :
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The chart clearly shows that

PEOPLE WITH A
HIGH SCHOOL LEVEL
OF EDUCATION ARE

THE MOST AWARE
OF TERMS RELATED TO

Food banking,
Food insecurity,
Feeding Tampa

HghSchool  ScomeColge  Callege

e Bay, etc.

According to our survey,

participants are

MORE LIKELY
TO DONATE TO

LOCAL CHARITY

than national charity.

Donation Preference

Local National

People across ages are

MORE WILLING
TO DONATE FOOD.

are more willing to

DONATE MONEY.

People that are
When it comes to

6 O + DONATE TIME,

audiences tend to

BREAK EVEN

most people would be

Informational Preference MOST RECEPTIVE
8 to information about
Feeding Tampa Bay
through
SOCIAL MEDIA
followed by
fundraising events
Social Media Fundraising Events Email the |eaSt'
via emails.
SOCIAL MEDIA e
Activity By Age
USAGE IS HIGHER P
AMONG YOUNGER i.
AGE GROUPS. i
As age increases, g
social media usage ‘ 2130 3140 4150 5140 &1+
decreases.
People are Message Preference
MORE WILLING TO .

DONATE IN PERSON
at a grocery store than

over the internet or through the mail.

s

Comical Factual Emotonal

Our data revealed that
PEOPLE PREFER
FACTUAL
& COMICAL
ADVERTISEMENTS
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DONATING

 FOOD RATHER PROBLEMS

THAN MONEY




BRAND PERSONALITY

{

™

DESIRE

Excitement, Sincerity

Feeding Tampa Bay’s desired personality as a
brandshould be of an apf ble, honest,

Sincerity will be expressed
through the statement,
“Join us in the fight against hunger;”
&
by featuring the faces of
members of the community
who work hard for Feeding Tampa Bay
through the print advertisements,
postcards, and bus wraps.

This campaign will
generate excitement through the
Fight Against Hunger 5K event
that the entire Tampa Bay community
can participate in.
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A Change tone of the brand
A More attention focused on members

of the LOCAlcommunity

A Create Awareness
A Differentiate Feeding Tampa Bay
from the competitors

A Convey importance of donating money
A Receiving monetary donations
is aMAIN GOAL
A Most people would rather donate
food over money
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A Make donating money easier
A Will do so through the Fight
Against Hunger 5K

A Show action within the community
through the campaign
A Reinforce local priority
A All marketing material
focused locally

A Local not National Brand Identity
A Majority of people prefer
donating to a local charity
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A Prioritize nutrition
A Promote trustworthiness

A Deliver nutritious food quickly

A Support our local community
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PRINT
NEWSPAPER

=~y To maximize the budget 3%
% " 4 and generate the largest
amount of impressions
. an integrated marketing |
4 campaign would be best. &'

DIRECT MAIL
POSTCARDS

s,
Wae”
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LOCAL TRANSIT l

FIGHT AGAINST HUNGER 5K

FUNDRAISER
HART BUS

SOCIAL MEDIA
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DONATE

SUNDAY ‘? |
NEWSPAPER

www.feedingtampabay.org/donate FIGHTAGAINSTHUNGER

o C A more. informauorr‘% ~
% vis:t >

; WWW. feedlngt’lmp'lbw org/fight5k

READERSHIP

3 COLUMNS 266)200
BY 5.25 INCHES

2 YOUR COMMUNITY
NODAY
CIRCULATION b |

122,656 FEED NG

Tampa !l Bay







