


EXECUTIVE SUMMARY

GOAL

Increase brand
and sexual
assault program
awareness

TIMING

CAMPAIGN

\
WE(CARE

5/18/2020
12/31/2020

INSIGHT

Personal
connection +

how nonprofits
care

BUDGET

$500



SITUATION ANALYSIS

In the USA there are 1.6million nonprofits.
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SITUATION ANALYSIS

There are
endless tools
nonprofits can
use to reach
their audience
and achieve
their goals.




Local, human services nonprofit that supports
victims of all crimes in the DC area.

"NVRDC empowers victims
of all crimes to achieve

Be the #1 trusted survivor defined justice
source and tool for through a collaborative
crime victims in the continuum of advocacy,

DC area. case management, and

legal services.”




NVRDCG'S
COMPETITIVE
ADVANTAGES

e FREE services (advocacy, case

management, legal)
Partnership with:

o MedStar W. Hospital Center
o DC Forensic Nurse Examiner
o DC's Office of Victim Services
Care Consistency and
Cohesiveness (they hold
survivors' hands in every single
step of their ordeal)






TARGET AUDIENCE

WHY THEM?

Skeptical Enthusiastic
Supporters Supporters
29% 22%

e Donate multiple
times per year
Open-minded ¢ ngh HH income
\ et e Mothers and/or
gl grandmothers
\ e Want to make a
difference in the
community
e Donate only to
organizations

Supported || Supported they have heard
3 ways 4+ ways : :
102 98 . index 110 or higher about

1-3 causes 4-5 causes 6+ causes . ndex 90 or lower
supported supported supported index 100 is average
4 7N "Rl 5?
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GEN

o | am motivated | always donate
v XERS at the end of the

by stories

about victims - year and when |

| like to see see compelling
the impact requests.
[the -D, 53
organization]
has had on
e Mothers their lives.
- C, 49 | usually donate to

e 929% on social media
o 71% on Facebook
e Motivated by people's stories

organizations that do
what | would do if I

. | | could. -J, 50
e Local or national organizations | need to see where

e Allocation of money the money donated is

e Fundraising campaigns/requests allocated. -D, 53

e Organization website




INSIGHTS

PERSONAL CONNECTION IS KEY
They need a story that resonates with them.

Thanks to the story, the audience knows who they would be
able to help and can see the impact their help can make.

THE WAY NVRDC CARES

The care of a parent for a child is continuous and
transcends ordinary effort, and that's what NVRDC strives
to be. That's the best way to care for a victim (and NVRDC has
the tools and willingness to do it).



MARKETING GOAL

\) Raise brand awareness

for the sexual OBJECTIVES
- Increase first-time donors
;\7/ assault support by 10%

- Increase FB followers by T0%
- Increase social media
engagement by 10%

- Be one of top 8 organizations
on Google Search

~
g%_&;\ orogram \»

[by end of 2020]



STRATEGY

INSIGHT  + )
KEY AUDIENCE —” MESSAGES —» "WE

§

e Just like parental love, NVRDC's care for a victim is whole, j
selfless and unconditional

|
(CA RE"

e The care you would give your child if they were in need -
that's how NVRDC looks after survivors

e The way you'd take care of your beloved ones if you had the
expertise - that's how we do it here at NVRDC
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TACTICS "WE(CARE"
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Website
Improvements
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"DONATE™ PAGE - WEBSITE NVRDC spends

93 cents of every
3.1% incoming dollar

8.3%

oh services

9.4% - Board Chair

41.7%

W Legal Services for Survivors

B Advocacy, Outreach, Communications,
B Sexual Violence Prevention

B Special Projects*

B SANE and Transportation Coordination
26% B Fundraising

11.5%

*Special Projects include Victim Legal Network of DC (VLNDC), the District’'s Collaborative Training & Response for Older Victims (TROV),
and the Identity Theft Assistance Project (ITAP).



ZIP CODES % HH with income >$75K

20004 83%
20015 75%
20016 74.1%
20003 73.1% Ahe
4:08 7 = ) 20008 71.3% & Netw_ork__for _Victim Recovery of DC
Network for Victim Recovery of DC 20007 69.7% Ll
a April 7 at 2:31 PM - 20009 65% Meet Daniela. She is one of our bilingual advocates, who has
worked at NVRDC for 2 years. In March, she spent 15 hours
The care you would give your child if they were in need - that's 20001 63.6% outside of work talking over the phone with our clients - because
how NVRDC looks after survivors. Support survivors who needs 20005 61.3% #WeCare.
your help by giving a donation. #WeCare and you? d |
¢ nvrdc
FB ads
target
specific ZIP
codes
Conversation
13 Likes
Post-COVID o5 Like () Comment ~> Share
about

Business at American
N Sponsored - Q

Domestic Abuse

[f) Like (J Comment > Share Accelerate your career in 15 months with the online
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INSTAGRAM STORIES:

e Involve NVRDC's
employees, board
members, attorneys...
and organize IG
story takeover!
Involve your network:
o advocate
o attorney
o board member

e Exploit stories during

your events

Source: www.CNN.com

INSTAGRAM POSTS

nvrdc

298 842 289

Posts Followers Following

Network for Victim Recovery DC

Social Service

Empowering victims of all crimes to achieve survivor-
defined justice through advocacy, case management
& legal service rarTRQre at nvrdc.org
www.nvrdc.ofg/donate/
6856 Eastern P

m Message Contact

%7 Washington D.C.

Valentines... Galentines

“There’s a stigma
attached to it. That,
‘oh, you're a man;
you should be able
to fend him oiff.’”

all & @)
NVRDC
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nhvrdc

We just hosted our 4th annual SHARE YOUR STORY
event for survivors of crime.

To support survivors, many participants generously
donated their artwork to be auctioned at our Annual
Benefit - because #WeCare

If you care about victims and want to help us actively
support them, consider making a donations by
clicking on the link in our bio! Thank you!
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Although | identified NVRDC as a resource
at the very end of my three year federal
court case, they were one of the most j
supportive and helpful services.
They automatically jumped into
whatever situations | needed help with;
it was like they were there the whole
time. THEY TRULY HELD MY HAND
THROUGHOUT ALL OF MY HARDSHIPS.

- Client



