.
—
-
-

";‘ted to transforming

A nonprofit organlzat'
B ronx community

lives In the Sout




Value Proposition

Hope for Tomorrow is a nonprofit organization that offers a
comprehensive range of services aimed at fighting poverty and
addressing the fundamental needs of people in the South Bronx,
including access to food, affordable housing, and opportunities for

career development.

Business Objectives

As a newly launched We aim to reach and
company, our main assist at least 500
business objectives are individuals over the

to estal?l.ish brand next year, helping them
recognition and overcome housing
attract clients, donors challenges, food

and v.olunteers t? Our insecurity, and achieve
website and social long-term stability.

media channels.

We hope to achieve
financial
sustainability
through grants,
donations, and
fundraising events
within a year from
our launch.



Primary Target
Audience: Clients

e Ages between 16 - 65.

e Face economic challenges and have
limited resources.

e Passionate about personal
development and community
collaboration.

e Need support from a nonprofit
organization that provides food,
access to affordable housing and
career development services in the
South Bronx.




Secondary Target Audience: Donors & Volunteers

Individuals striving to make a positive Local businesses that can help fund the
difference in their community by operations of the nonprofit and/or train
volunteering their time, donating our clients for specific jobs that they
funds or advocating for social need to fill.

change.
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Brandlng HOPE FOR TOMORROW

NON-PROFIT ORGANIZATION
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i o The Hope for Tomorrow nonproflttltle reflects our focus on posmve
solutions.

L
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e The branding choices for our website and social media channels aim to |
establish a positive emotional connection with the audience. _ ”.

e Through the content published on our website and social media channels
(including blog posts about success stories, information about upcoming
events, etc.) we will encourage the clients, donors and volunteers to trust our
brand and engage by signing up for events, making donations via the website,
commenting on and sharing social media posts, etc.



Branding

The color red can have various meanings and connotations,
and its significance can vary depending on the context and
culture. For a nonprofit organization fighting against poverty,
red can symbolize several important themes:

Urgency and Action:

Red is a bold and attention-grabbing color, often used to
signify urgency and the need for immediate action. This can
be effective in highlighting the critical and immediate nature
of poverty issues.

Passion and Energy:

Red is associated with strong emotions such as passion and
energy. It can reflect the organization’s passionate
commitment to fighting poverty and the dynamic efforts
needed to create change.

Courage and Determination:

Red can symbolize courage and determination, qualities that
are essential in the fight against poverty. It can represent the
bravery of those facing poverty and the resolve of the
organization to support them.

&
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Visibility and Awareness:

Using red can help in making the organization’s branding more
visible and memorable. It can stand out in marketing materials,
campaigns, and events, increasing awareness and engagement.

Examples of Using Red Effectively

Campaigns and Fundraising:

Red can be used in campaign materials to draw attention to
the cause and inspire donations. For example, red banners,
buttons, and calls-to-action can create a sense of urgency.

Logos and Branding:

Incorporating red into the organization's logo and branding
elements can help establish a strong and recognizable
identity.

Considerations:
Since red is a strong color, we used a dark red hue to make it
easy on the audience eyes.



Persona 1: Client - Thalia Lopez

Age: 32 Goals and Aspirations:

e Secure stable housing for her
Gender: Female family

e Acquire new skills to improve job
Family Status: Single mother of two prospects
children e Connect with supportive

community resources
Geographic Location: South Bronx, New

York Content Interests:

e Personal development workshops
Social Background: Hunter college student, e Financial literacy resources
has full tuition by The Scholarship & Welfare e Parenting and childcare tips
Fund

Other Interests:
Career: Part-time cashier at a local e Community events and gatherings
supermarket e Volunteer opportunities to give

back

Income: Below the poverty line, struggling
to make ends meet (approx. $25K per year) Technology and Devices Used.:

e Smartphone for internet access
Education: High school graduate, some e Access to public computers at local

community college courses libraries



PERSONA 2:

DONOR/VOLUNTEER - OMAR KUMAR .

e Age: 50

 Gender: Male

e Family Status: Married with 3 grown children

e Geographic Location: South Bronx, New York

e Social Background: Community Advocate

e Career: Owner of a small local restaurant

e Income: Moderate, comfortable but not affluent (approx.
$80K per year)

e Education: High school graduate, some vocational training

Goals and Aspirations:

e Support community initiatives that uplift residents

e Engage in meaningful volunteer work to make a difference
e Foster partnerships with local businesses for social impact

Content Interests:

e Updates on local community projects and events

e Success stories and testimonials from those helped by the
organization

e Opportunities for corporate social responsibility

Other Interests:

e Networking with fellow business owners

e Participating in community clean-up and beautification
efforts

Technology and Devices Used.:
e Smartphone for communication and browsing
e Laptop for business operations and research



Marketing Plan

As a newly launched company, our main
objectives are related to building brand
awareness, focusing particularly on the
awareness, consideration and conversion
steps of the marketing funnel.

We will use our website and digital
marketing channels (Facebook, Instagram,
X, LinkedIn), email marketing, community
partnerships, and awareness events to
reach and engage with our target audiences
effectively.

Email marketing strategy

Through email marketing, we'll keep our
audience informed and engaged by
providing updates on our activities, sharing
success stories, and informing them about
upcoming events and fundraising
opportunities.

Additionally, we'll express our gratitude
through emails that will thank our supporters
for their invaluable contributions.

Social media strategy

Our strategy involves posting across our
social media channels to raise
awareness of our brand, to enhance
brand recognition, and to drive traffic
to our website.

We aim to leverage the diverse user
bases of the FB, IG, X and LinkedIn
social media platforms to target
demographics within the range of 16-to-
65-year-olds.

We will amplify our impact in the South
Bronx by engaging with residents in
need, community activists, and local
businesses.

Through sharing success stories and
promoting upcoming events via social
media posts that link to blog posts, we'll
inspire action and foster a sense of
community involvement, which will
hopefully also lead to increased
donations.




Multichannel Outreach Strategy (1 of 2)

X
L

1. Social Media Platforms (Facebook, Instagram, X, LinkedIn):

We plan to target audiences on social media platforms with diverse user
bases. This will allow us to reach a wide range of demographics. We
can target residents of South Bronx (who need our help or who want

to donate their time or financial resources), community activists, and
local businesses. By posting on various social media channels, we will
raise awareness of our organization, helping with our brand recognition.
We will share success stories, promote upcoming events and drive
traffic to our website.

2. Email Marketing:

Through email marketing, we will provide our audience with updates on
our activities, usharing success stories and informing people about
upcoming events and fundraising opportunities. We would also send
emails to express thanks for support.



Multichannel Outreach Strategy (2 of 2)

3. Community Forums & Online Groups: By joining community forums and online
groups we can make connections with South Bronx residents. For example, we
can join local Facebook groups where people discuss their struggles related to
economic insecurity. Our main goal is to show that Hope for Tomorrow is
trustworthy. We aim to make friendly connections with our audience members,
listen to their concerns, and get direct feedback from them.

4. Local Influencers & Advocates: We can connect with popular local figures,
leaders, and supporters in the South Bronx. They can spread the word about our
organization through their networks. By teaming up with them, we can get more
attention to our brand, help people trust us more, and get more support for our
project.

5. Website: Our website, which will include blog posts, will provide information,
resources, and news about our activities to different people involved with our
organization: residents, donors, volunteers, and institutional partners.



Customer Journey Funnel
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Business Goal

Conversion
Funnel Stage

Marketing Goal

Channels

KPIs

Our primary business goal is
to establish strong brand
recognition and attract
clients, donors, and
volunteers to support our
mission of fighting poverty
in the South Bronx.

Awareness

Increase brand awareness
and facilitate brand
discovery by 25% among
the target audience by end
of Q4.

e Organic Social
(FB, IG, X, LinkedIn)

e Website

Website Traffic Growth
Unique Pageviews
Engagement Rate
Search Engine Visibility
Avg. Time on Screen

Our goal for this year is to
support at least 500
individuals addressing
housing challenges, food
insecurity, and promoting
long-term stability.

Consideration

Drive audience engagement
via different social channels
(FB, IG, X, LinkedIn, etc.) to
the company's website to
increase client and donors
list by 25% by end of Q4.

e Personalized Emails

e Organic social

Email Subscriptions

Email Open and Click-
through

Bounce Rate
Avg. Session Duration

We aim to achieve
financial sustainability
within a year through
grants, donations, and
fundraising events.

Conversion

Maximize conversion rate
and customer acquisition
for the company's
donations by achieving a
15% increase in new
donations by the end of Q4.

e Paid Social

e Sign-up forms

CTR
Goal Conversion Rate
Total Abandonment Ratg

Impressions




Conversion Funnel for the Hope for Tomorrow Website (1 of 2)

Awareness:

During the awareness stage visitors arrive at our website through different channels such as search engines,
social media, or community referrals.Our website will provide clear and compelling information about the
organization’s mission, the services it offers and how they benefit the South Bronx community. We will provide
engaging content such as success stories and visually appealing imagery that will capture the attention of
visitors.

Interest:

We will entice our visitors to further explore the website and browse through pages related to the
organization’s programs. Our website will highlight the organization's efforts to combat poverty in the South
Bronx, featuring programs like food assistance, affordable housing, and career development. Using engaging
multimedia, such as videos and testimonials, can keep visitors interested and offer insights into the
organization's work.

Consideration (for clients):
At this stage visitors explore specific programs and services offered by the organization to learn about
eligibility, how to apply, and success stories. Clear calls-to-action (CTAs) will guide visitors to engage.



Conversion Funnel for the Hope for Tomorrow Website (2 of 2)

Consideration (for donors):

At this stage visitors demonstrate a clear intent to support the organization’s mission by engaging with donation
forms and volunteer sign-up pages.The website will make it easy for visitors to donate, sign up as volunteers,
and register for events. Simple instructions, fewer form fields, structured vertically, and secure payment options
will make the process smoother and encourage visitors to get involved.

Conversion:

At this stage visitors successfully completed the desired action, such as making a donation, signing up to
volunteer, or registering for an event. After taking action on the website, visitors should receive immediate
confirmation and appreciation for their support. This can be done through a dedicated thank you page or email
confirmation, which also offers additional information or next steps.

Retention and Advocacy:
Post-conversion, visitors may continue to engage with the organization by accessing resources, signing up for
newsletters, or sharing their experience on social media.



KPI Measurement Plan for Hope for Tomorrow’s Website

Objectives

KPI's

Data sources

Increase brand awareness and facilitate
brand discovery by 10% among the
target audience by end of Q4.

e Unique Pageviews
e Engagement Rate
e Time on Page

Google Analytics 4: Acquisition >
Traffic acquisition report

Google Analytics 4: Engagement
> Overview Report

Drive audience engagement with
different channels (FB, IG, X, LinkedIn,
etc.) to the company's website to
increase client list by 25% by end of
Q4.

e Revenue
e Transactions
e Revenue per User

Google Analytics 4: Acquisition >
User acquisition cohorts

Google Analytics 4: Monetization
> Checkout journey

Maximize conversion rate and customer
acquisition for the company's donations
by achieving a 15% increase in new
donations by the end of Q4.

Email Subscriptions

Goal Conversion Rate

e Email Open
Click-through Rates
Total Abandonment Rate

Google Analytics 4: Monetization >
Checkout journey

Increase video views on the
website by 20% by the end of Q4
to enhance user engagement with
video content.

e Users

e Avg. Time on Screen

e Avg. Session Duration

e Avg. Page Download Tim(sec)

Google Analytics 4: Acquisition >
Pages and screens




Off-Page SEO Strategy (1 of 3)

To accompany our on-page search engine optimization (SEQO) efforts, we will be pursuing various off-page
SEO tactics to drive and realize our overall marketing efforts. For example, in order to achieve our goals of
having other organizations link to different pages of our website to boost traffic and authority, we will be
contacting them via email.

Two of the services our non-profit organization BB oSRiTy SV
offers are food pantry resources and shelter

support. We identified as a potential partner Bronx

Community College (BCC), which features on its

website a number of events related to food and ongratulatic
housing,.

We wrote an email to a department chair to inquire if BCC could feature on their “Upcoming Events” page a
link to the list of Hope for Tomorrow’s services, thereby increasing awareness of our brand and engagement
with our website. Because Bronx Community College is a reputable institution with a respected website, this
backlink would be valuable for our website.


https://www.bcc.cuny.edu/
https://www.bcc.cuny.edu/

To: Hisseine Faradj — hisseine.fardaj@bcc.cuny.edu

Dear Mr. Faradj,

| hope this email finds you well. My name is Alexis Hunterdon and | am reaching out on behalf of Hope for Tomorrow, a nonprofit organization dedicated to
fighting poverty in the South Bronx community.

| am writing to explore potential collaboration opportunities with the CUNY Bronx Community College. At Hope for Tomorrow, we aim to provide education and
resources to individuals and families in the South Bronx to help break the cycle of poverty and create a brighter future for our community.

We are interested in discussing potential partnerships or programs that could benefit residents of the South Bronx by providing access to educational
opportunities, skill-building workshops, or other forms of academic support.

In addition to discussing potential partnerships or programs, | would like to kindly request your assistance in linking to the services web page of Hope for
Tomorrow as part of your excellent list of online resources available via CUNY. This would greatly help us reach members of the CUNY Bronx Community
College community who may benefit from our services.

We would appreciate the opportunity to discuss this further at your earliest convenience. Please let us know if you would be available for a meeting or a phone
call to explore potential collaboration opportunities.

Thank you for considering this partnership opportunity. We look forward to the possibility of working together to make a positive difference in the lives of
individuals and families in the South Bronx community.

Best regards,

Alexis Hunterdon

Hope for Tomorrow, Executive Director
917-202-8111

ah@hft.com


https://hopefortomorrow5.wordpress.com/
https://hopefortomorrow5.wordpress.com/
https://hopefortomorrow5.wordpress.com/services/
https://hopefortomorrow5.wordpress.com/services/
https://www.bcc.cuny.edu/campus-resources/access-resource-center/upcoming-events/

Off-Page SEO Strategy (2 of 3)

Another critical service Hope for Tomorrow provides is
career counseling.

We identified a president of a philanthropic organization,
Deepak Bhargava — who has over 30 years of expertise in
social justice movements as a leader, campaigner, and
strategist — and wrote an email requesting his assistance with
teaching a course at our location to empower our clients with
employment related sKills.

Mr. Bhargava has a significant social media presence,
particularly on Twitter and LinkedIn, which would greatly
boost our off-page SEO traffic when he shares the content
related to our collaboration on those platforms.

THE \ B FOUNDATION


https://www.jpbfoundation.org/deepak-bhargava/

Off-Page SEO Strategy (3 of 3)

The CUNY Urban Food Policy Institute is yet another organization

we plan to contact. The organization’s mission is to ensure that
urbanites have access to affordable healthy and high quality
foods. The Institute states on its website that it seeks

collaboration with community organizations, among others. §
o g URBAN -

=

A collaboration with the Institute could, for example, involve a roun POI.IGY
comprehensive data collection activity to gauge the health

outcomes of South Bronx residents related to diet. The resulting INSTITUT[
data collection, to be presented via a white paper or report
published on the Institute’s Resources page, could then refer the

audience back to our Services Page.

All along, our Communications Team is working diligently
to ensure that our efforts and activities don't go
unnoticed. They are reaching out with press releases to
hyperlocal news organizations such as Patch.com for an
upcoming job fair that Hope for Tomorrow is hosting. We
will amplify the resulting coverage by sharing the news
story on all our social media channels, thereby increasing
our off-page SEO traffic.



https://cunyurbanfoodpolicy.org/
https://cunyurbanfoodpolicy.org/engage-with-us/
https://cunyurbanfoodpolicy.org/engage-with-us/
https://cunyurbanfoodpolicy.org/resources/
https://hopefortomorrow5.wordpress.com/services/
https://patch.com/

SEO Recommendations for Source Code

Title Tags: Ensure each page has a unique and descriptive title tag, incorporating relevant keywords.
Example (for Homepage): “Hope for Tomorrow: Fighting Poverty in the South Bronx Community”

Meta Description: Write Compelling meta descriptions for each page that include keywords and a call
to action.

Example (meta description + CTA for the Services page):

“The nonprofit Hope for Tomorrow is committed to fighting poverty in the South Bronx. We help
provide food pantry services, find low income apartments for rent, as well as offer career counseling
and resume review. Learn how you can volunteer and support this community in need!”

Header Tags (H1, H2, H3):
Use proper header tags to structure content. Each page should have one H1 tag that includes the main
keyword and multiple H2/H3 tags for subheadings.

Example (on Services page):
H1: Hope for Tomorrow Services
H2: Shelter Support

H2: Food Services

H2: Career Development

Alt Text for Images:

Add descriptive alt text to all images to improve accessibility and SEO.

Example: Alt text (for an image of volunteers with food):

“Hope for Tomorrow volunteers distributing food to feed the poor in the South Bronx.”

Internal Linking:
Implement a strong internal linking structure to guide users and search engines to important pages.




Meta Tags & Meta Descriptions

Homepage

<title> Hope for Tomorrow | How to fight poverty in your community</title>

<meta name="description" content="Hope for Tomorrow is a nonprofit in NYC fighting poverty. Services: career counseling, resume review, job help, low income
apartments, food pantry, and transitional housing. Join us to support and feed the poor.">

About Us Page

<title>About Us | Hope for Tomorrow - Fighting Poverty, Career Counseling, Transitional Housing</title>

<meta name="description" content="Hope for Tomorrow in NYC fights poverty. Services: career counseling, resume review, job help, low income apartments, food
pantry, and housing programs.">

Service Page

<title>Our Services | Hope for Tomorrow - Fight Poverty, Career Counseling, Resume Review, Housing, and More in NYC</title>

<meta name="description" content="Discover Hope for Tomorrow's services in NYC: fight poverty, career counseling, resume review, job help, low income
apartments, food pantry, and housing programs.">

Blog Post Page

<title>Blog | Hope for Tomorrow - Fight Poverty, Find Work, Career Counseling, Housing, and More in NYC</title>

<meta name="description" content="Read Hope for Tomorrow's blog for insights on fighting poverty, finding work, career counseling, low income housing, and
community support in NYC.">

Contact Us Page

<title>Contact Us | Hope for Tomorrow - Fight Poverty, Career Counseling, Housing Assistance in NYC</title>

<meta name="description" content="Get in touch with Hope for Tomorrow in NYC for assistance with fighting poverty, career counseling, resume review, housing
help, and community support.">

Help Page

<title>Help | Hope for Tomorrow - Fight Poverty, Career Counseling, Housing Assistance in NYC</title>

<meta name="description" content="Need help? Contact Hope for Tomorrow in NYC for support with fighting poverty, career counseling, resume review, housing
assistance, and community services.">



Keywords Used To Inform Website Architecture & Content
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e Hope for Tomorrow 0

HOPE FOE T e D Rl

= | @hopefortomorrow (lWStﬂ.g’!ﬂm

We're breaking the cycle of poverty in the South Bronx.
Learn about our services here https:/bit.ly/4avNmAe and
join us!

% Hope for Tomorrow

Hope for Tomorrow
@hopefortomorrow

At Hope for Tomorrow, we empower the South
Bronx community by providing essential support,
resources, and opportunities for those facing
adversity. Together, we foster resilience, promote
social equity, and create brighter futures.

#HopeForTomorrow #SouthBronx

Our initiatives include food assistance programs,
affordable housing, and career development
services.

Click our link in bio to learn about our upcoming
clothing drive event on August 15, 2024.

(Note: This link will be posted as part of the link in
bio: https://bit.ly/3wPlbx5 )

#HopeForTomorrow #SouthBronx #CommunitySupport

f#iSocialEquity #Empowerment #PovertyRelief #Resilience

#BrighterFuture #SupportLocal #CommunityLove

#TogetherWeCan #NonProfit #Communitylmpact

' Q ? #UpliftCommunities #PositiveChange #HelpingHands
#GiveBack #Volunteer #MakeaDifference

4,670 views #JoinTheMovement #HopelnAction #SouthBronxHope
Hope for Tomorrow Caption. #hashtag #SupportAndGrow #CommunityFirst #HopeRising

m Q H O

Services page: hitps://bit.ly/4avNmAe Event page: https://bit.ly/3wPlbx5



https://bit.ly/4avNmAe
https://hopefortomorrow5.wordpress.com/2024/05/21/hope-for-tomorrows-clothing-drive-in-the-south-bronx/
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Hope for Tomorrow @hopefortomorrow 15 May

Join us at Hope for Tomorrow to uplift the South Bronx community!
We provide support and opportunities to break the cycle of poverty
and create a brighter future. Learn more about the services we
provide: https:/bit.ly/44VFmXT #HopeForTomorrow
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O 10k 17 8k )10k M

Services page: https://bit.ly/44VEMXT

& Hope for Tomorrow

werrerer | @hopefortomorrow

[T

4+ Follow

Join us in the fight to stop hunger in the South Bronx. Let's make
a difference together! Go to hitp://bit.lv/4avNmAe to learn more.
#EndHunger #HopeForTomorrow #CommunitySupport

¢ Like & comment > Share <7 Send

Services page: https://bit.ly/4avNmAe



https://bit.ly/44VFmXT
https://bit.ly/44VFmXT
https://hopefortomorrow5.wordpress.com/services/

Wireframes for the Hope for Tomorrow Website (1 of 2)
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Sitemap for the Hope for Tomorrow Website
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Robot.txt for the Hope for Tomorrow Website

Robot. TXT

User-agent: *

# Allow search engines to User-agent: *

crawl and index important Disallow: /wp-admin/

pages Disallow: /wp-login.php

Allow: /homepage Disallow: /wp-signup.php
: /about-us/ Disallow: /press-this.php
. /services/ Disallow: /remote-login.php
. /contact/ Disallow: /activate/

Disallow: /cgi-bin/

Disallow: /mshots/v1l/

Disallow: /next/

Disallow: /admin



THANK YOU!




