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Metropolitan Ministries’ mission 
is to care for the homeless and 
those at risk of becoming homeless 
in our community through services 
that alleviate suffering, promote 
dignity and instill self-sufficiency...
as an expression of the ongoing 

ministry of Jesus Christ.
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EXECUTIVE SUMMARY

The reason for this campaign is to showcase how 
Metropolitan Ministries is unique among other nonprofits 
like it. We will do this by providing new opportunities for 
Metropolitan Ministries to inform volunteers and donors 
on what and who they are giving back to. 

Many of the most memorable brands are personified 
in some way so that there is a face to the name. Our 
first concept that we present to you is exactly that. 
Personifying Hope is a way to make a personal connect 
ion with something that Metropolitan Ministries is 
already branded with. The idea of Hope’s Story came to 
our team as a way to show present a story of a person 
who got the help needed to turn their life around from 
Metropolitan Ministries. 

We then came up with some creative ways to 
showcase all Metropolitan Ministries does. We learned 
in our research that if people knew of all of the things 
Metropolitan Ministries has to offer the would be more 
inclined to donate or volunteer. Along with this concept 
we came up with the idea of getting the community 
involved by showcasing all of these things through chalk 
drawings. 
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RESEARCH

Metropolitan Ministries offers a variety of different services to the homeless 
families of Tampa Bay. However, this information is not widely known. While 
many people know that Metropolitan Ministries offers housing and food 
arrangements for their clients, they also offer a variety of other services. 
These services include financial counseling, childcare, life skills, therapy, 
and job training. They even offer a culinary program on their campus, 
and provide jobs to clients at Doughnation and Outside the Box Cafe and 
Catering. 

Tampa, like many cities in the United States, has a noticeable population 
of poverty. According to the United States Census Source: Vintage 2016 
Population Estimates: Population Estimates, Tampa has 21.8% of persons 
in poverty and 13.4% of persons that have not graduated high school or a 
higher education. Both of these factors coincide with one another. 

In a society of high poverty levels and low education rates it is important 
to have organizations such as Metropolitan Ministries to better the 
communities around the United States. There is a need for public relations 
to bring awareness to these social problems and help have a two way 
conversation with the public and nonprofit organizations trying to help 
solve these social issues together.

The average unemployment rate in the Tampa Bay area was 4.4% in July 
of 2017, that number has decreased from 5.2% in July of 2016. In most 
major job fields Tampa Bay residents make anywhere from $2-$5 less than 
the national average which shows that Tampa Bay is not as economically 
sufficient (B LS Summary Tampa , 2017). Economic contributions like 
the Tourism Development Tax and Export activity have decreased which 
could be major influencing factors for the low economic development in 
the Tampa Bay Area ( Economic Indicators, 2017). 

The Tampa-St. Petersburg area is ranked #8 on Forbes’ list of fastest 
growing cities 2017. Nine Florida cities were ranked on this list. With a 
growing population more volunteers and donors will be in the Tampa Bay 
area that can be reached out to by Metropolitan Ministries (Forbes, 2017). 
With 3,767,999 people already in the area that gives us plenty of people 
to reach out to (point2homes).

The guiding research questions for this study were: What are students’ 
reasons for participation in community service in high school? What are 
students’ reasons for participation in community service (or not) in college? 
How do students explain and understand the relationship between high-
school and college involvement? To what do students attribute differences/
changes in their motivations as well as experiences?” 

A study by Susan R. Jones and Kathleen E. Hill in 2003 revealed that 
81% of first year students were involved in community service. When 
asked why they were involved, 80% of students said it was due to 
personal satisfaction, 56% said it was due to a class or organizational 
requirement, and 54% indicated a sense of responsibility to correct social 
and community problems. 

What became important to students in college was finding meaning in 
what they were doing. Students tended to mindlessly volunteer when it 
was required and move on to the next project once requirements were 
fulfilled. 

A few of our team members took a survey to Doughnation, and found that 
60% of the people interviewed new what Metropolitan Ministries was. They 
also learned that 80% of the people interviewed would be more likely to 
work with Metropolitan Ministries if they knew about all of the opportunities 
they have to offer.
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Have you heard of the following before? If you knew about all the services 
that Metro offers, would you be more 
inclined to help?
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COMMUNICATION REVIEW

Organizational 
Highlights

Word of 
mouth 

advertising

Image 
quality

Fox 13 
relationship

Social media 
consistency

Our 
Suggestions

Unified 
theme

Social 
media 

Use real 
photos

Connect 
Facebook to 

Volunteer hub

Add share button 
to events
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S.W.O.T. ANALYSIS

STRENGTHS WEAKNESSES
Diversity of Services.

Donors and volunteer base

Marketing focus on “Hope”

Strong Emotional pull

Wide reach

Lack of volunteers during the off 
season

Lack of awareness

OPPORTUNITIES THREATS
Work with local businesses 

Bloggers and social media

Local news stations

Competition is seeking volunteers 
and donors

Possible Economic downturn

SITUATION ANALYSIS

The current situation with Metropolitan Ministries is that the services and 
opportunities they have to offer are not widely known by volunteers 
and donors. This campaign gives us the opportunity to showcase these 
things to the surrounding community. 

Many people only think to donate and volunteer their time during the 
holidays, but Metropolitan Ministries is serving their clients year round. 
This means that volunteers and donors are needed to support Metropolitan 
Ministries and their services year round as well.

“Lunch with 
marketing was great!”

“Perception of goals is 
important”

“Each person is an 
individual”

Situational or 
generational?

   “Sweet tart exercise          
was informative”
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TAKE
ACTION

CAMPAIGN GOAL

To establish Metropolitan Ministries 
as unique among other nonprofits 
who work in the same field. 
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CREATIVE CONCEPT 1
Personifying Hope

For this campaign we decided to come up with this idea of personifying 
Hope. We wanted to expand upon something that is already established 
by your organization so that there would be no major re-branding for 
Metropolitan Ministries. We want Hope to be personified as a feeling 
and as a person. Many of the most memorable brands put a face to their 
concepts such as Gieco and Progressive. 

One of the ideas we came up with to personify Hope was to use her name 
as a sign off. Using “ Love, Hope” is a unique concept to Metropolitan 
Ministries’ identity, and it creates a personal connection to clients, 
volunteers, and donors. The sign off can be utilized on thank you letters, 
website, social media posts, flyers, donation checkouts, emails, etc.

Another great way to establish Hope as a person is to write her a story. 
We created a year long campaign that will be posted on all social media 
platforms every other Wednesday. Each post will showcase a glimpse of 
Hope’s story on how Metropolitan Ministries helped her while she turned 
her life around. On the next page are ten samples of Hope’s Story posts.  

Using a child’s voice to personify Hope is another way to create feeling. We 
created scripts that can be used in radio of T.V. advertisements that could 
be created by the University of Tampa Film Society for free. H.O.P.E. could 
also be used as an acronym that states “Helping Other People Excel.”

To be posted every other Wednesday, a total of 26 posts in the year.

It’s the start of the new year, and yet I still feel as though I’m not going to 
reach my resolution. My job laid me off right before the holidays, and now I 
struggle every day to make sure I can do what is best for me and my child. 
Metropolitan Ministries has a grocery store on campus that I am able to 
go to when I can’t afford the actually grocery shop. I was also able to get a 
winter jacket for my child, but will I ever be able to afford something new? 
Love, Hope

Unable to pay my electric bill this month, Metropolitan Ministries was there 
to help me. They covered the bill so that I could afford to get food for my 
child. While I watched my child eat I began to rethink the direction that my 
life is going in. What would be the next struggle we face?
Love, Hope

My child and I have been kicked out of our apartment. We are seeking 
help from Metropolitan Ministries, and hope that we are able to get a spot 
on their campus. It’s a scary feeling knowing that you can’t provide the 
basic necessities for your child to live a comfortable life. 
Love, Hope

I have been going to job couseling that Metropolitan Ministries provides. 
I’ve been learning how to present myself to an employer, what to wear, 
how to talk, and many other things. I’ve never applied for a job that re-
quired me to dress up for an interview. Since I never got a degree, I never 
thought I would be able to apply for that kind of job. Was I wrong?
Love, Hope

I was able to secure a job at a well-rounded business with health and 
retirement benefits. This was the first time in my life that I had a job that 
was going to make sure my child and I are taken care of even after I retire. 
Metropolitan Ministries’ career counseling really helped me learn how to 
present myself to the employer to tell them that I am their best option no 
matter what kind of background I have. 
Love, Hope

SOCIAL MEDIA
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The financial counseling, I have been getting from Metropolitan Ministries 
has helped me open my eyes on how to properly control where my income 
goes. I never thought there was so much information on how to properly 
manage money. I also, never thought that I would ever have an excess 
amount over my budget. Life was really starting to go in the right direction.
Love, Hope

Today, I got the keys to my new apartment, and was able to move in what 
little things we own. It’s not the most beautiful place in the world, but it is in 
my world. This is the largest place that my child and I have ever had, and 
we were able to live here without worrying if we were going to be able to 
pay our next bill or not. Was this what God had planned all along?
Love, Hope

My child will finally be able to go out trick-or-treating in a brand new cos-
tume this year rather than one I got from family or Goodwill. I have never 
seen so much excitement on a child’s face to know that they got some-
thing new to show off to the other kids. 
Love, Hope

Rather than being on the receiving side of the Metropolitan Ministries Hol-
iday Tent, I was able to provide on the giving side. My child and I spent 
every day this week volunteering to help those whose shoes we were 
once in. The joy on their faces to know that they will be able to provide 
a Christmas for their children this year is the same joy that Metropolitan 
Ministries volunteers and donors gave to me. 
Love, Hope

Today, I was able to give back financially to Metropolitan Ministries. I can’t 
believe such a wonderful community could get me back on my feet, and 
making money that I never thought I could achieve. I want to make sure 
everyone who seeks their help is able to come out as successful as my 
story, and to be able to give back to the others who seek hope as well.
Love, Hope

FACEBOOK

INSTAGRAM

TWITTER
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1st Script: 
 
Hey Stranger!
Last night I slept on a bed.
And this morning I had breakfast! 
 
My mom started crying. 
Don’t worry.
It was From Happiness.
Because my Dad left for something called “work” this 
afternoon.
What’s Work? 
I guess we all have a job. 
 
And that Job is to help each other. 
Can’t wait to see you. 
I hope you want to see me too. 
We’re at Metropolitan Ministries. 
A place of love. 
A place for Hope. 

VIDEO/RADIO SCRIPTS

2nd Script:
 
Hi my name is Hope. 
What’s yours?
At school I know a Ben, Tyler, Sarah and Daniel!
But they all seem to be going by Hope?
I’m okay with other kids making hope their name. 
Cause Metropolitan Ministries is too.
Hope is all around me.
And it’s every day.

This is true.
Hope isn’t just my name.
It’s Helping Other People Excel.
For people like me.
And for people like you.  
(Different Voice: Help us Help Hope at Metropolitan 
Ministries located at: address.)
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CREATIVE CONCEPT 2
Inspiring others with services

Since all the services that Metropolitan Ministries has to offer are not widely 
known by individuals, we thought to showcase these things more publicly. 
We developed these flyers that can be used on any platform, whether 
for traditional media or web media, to showcase the many opportunities 
Metropolitan Ministries offers their clients. We learned in our research that 
many people were more likely to volunteer or donate if they knew about all 
the services that are offered. 
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CREATIVE CONCEPT 3
Chalk Drawings

The idea of getting the community involved in creating chalk drawings 
about Metropolitan Ministries is unique and personal to clients, volunteers, 
and donors. We created a list of phrases that could inspire what is written 
around Metropolitan Ministries campus or around other areas of the Tampa 
area. It creates a sense of youth which is a powerful emotional tool. The 
chalk drawings could not only be used as traditional advertising, but could 
also be uploaded as photos to social media to reach a wider audience. 
Examples of these phrases include: 
Through Metropolitan Ministries Eyes:
Not a hand out, but a hand up
We serve families
We customize future plans for each individual
We provide housing
We provide therapy
We offer a culinary program
We opened Doughnation 
We offer after school programs for students

Through Clients Eyes:
MM Fed me a nutritious meal
Tonight I slept on a bed
MM made me feel worthy
MM taught me how to start my own business
I completed the culinary program
I got the job
MM got my dad a job
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OTHER MARKETING

Wristbands, balloons, and marketing tents can be used to showcase 
Metropolitan Ministries to the public as well. People like free stuff, and 
these items are relatively cheap to purchase. A few seasonal opportunities 
that could be implemented are “Be Hope’s Valentine”, a potential joint effort 
with Glazer’s Children’s Museum for an Easter Egg Hunt, Spring Cleaning 
Donation Drives, and Back to School Donation Drives. Park benches 
could also be a smart tool for the flyers that showcase all Metropolitan 
Ministries has to offer. 

MEDIA OPPORTUNITIES

We start off with Traditional media, which focuses on radio and television 
as well as billboards that would be displayed in the Tampa bay area 
including Orlando since many of our Tampa Bay residents fly out of there 
as well. 

The time frame for the television and radio ads would run during the 
same time, on the odd days of the months of January, March, May, July, 
September, and November. We thought popular radio stations like 95.7 
and 94.1 would be a great start, as well as television channels like Fox 13 
would help drive home the message that the creative team came up with. 

The time frame for the billboards would be the months of February, 
April, June, August, October and December also on the odd days of the 
month. We suggest using the Tampa bay area airport baggage claim area 
to display one of the messages creative designed to show the Tampa 
area and their visitors that Metropolitan Ministries loves their surrounding 
communities.

Next we have New Media options and we thought that social media would 
be a great place to start. With Facebook, Instagram and Twitter being great 
promotion and advertising tools we thought that we could jump on the 
train and display a few of the designed ads on these sites.  The ads would 
run for the months of Jan, April, May, august,Sep, Nov and December. 
On the odd days. These time frames correlate with the seasonal media 
opportunities.
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MEDIA OPPORTUNITIES

A few seasonal opportunities that could be implemented are:
• Be Hopes Valentine which would run on Social media sites in the 
month of January and beginning of February.
• Easter Egg Hunt which would also run on social media sites in the 
months of February-April in a potential joint effort with Glazer’s children’s 
museum. 
• Spring Cleaning which would run on social media sites in the months 
of April and May in a potential joint effort with colleges in the Tampa Area 
in an effort to get items students would throw away and instead have a 
dumpster for them to donate the items for reuse.
• The back to school drive which would again run on 
social media sites in the months of Jan, June, July and Aug.  
 
Partnerships would be the next media avenue to travel. We suggest 
getting donation based media from local businesses in the Tampa 
area. Such as The Buccaneers, The Lightning, Glaziers, and Fox 
13. We know you already have a relationship with a few, however we 
thought that using them in a different way would help further your reach.  
 
The time line for the Buccaneers would run through their on season. 
The thought behind this is that we use one of the messages designed 
by creative team to display an ad during half time. Also we thought that 
Metro could sponsor a section at one or two games as a way to give 
back to well deserved volunteers and donors. This would hopefully spread 
word of mouth that Metropolitan Ministries exceeds volunteer and donor 
expectations.
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CONCLUSION

To evaluate the success of the ideas presented 
we suggest monitoring the reach of social media 
posts, traditional advertising, and new media. 
Monitoring the amount of people involved in the 
chalk drawing campaign as well as the amount of 
donations at donation drives. 

Thank you for the opportunity to work with you, 
and we hope that you are able to implement our 
ideas in future advertising opportunities. 
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