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BRAND MESSAGING 
AND STYLE GUIDE

Welcome to the Hope For The 
Warriors (HOPE) Brand Messaging 
and Style Guide. This document 
provides robust and comprehensive 
usage guidelines for brand 
messaging language, style guide 
(logo, typography and colors) and 
social media policies. 

The following pages provide general 
rules for applying these branding 
elements and social media best 
practices across a variety of 
communication channels to raise 
awareness of HOPE programs 
and drive digital and traditional 
marketing messaging campaigns.

Hope For The Warriors 
Brand Guidelines
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BRAND 
MESSAGING
OVERVIEW

Communicating to potential clients and supporters about why we 
do what we do facilitates a personal connection to our audiences. 
For both our team and the warrior community, we need to clearly 
articulate who we are, what we do and how we do it in succinct, 
memorable language. Using consistent brand language allows us to 
speak with one cohesive voice to spread HOPE’s message.

The value of a brand starts with understanding its core mission. 
This guide contains brand messaging components which draw from 
this core to include brand vision, brand promise, brand positioning, 
brand personality, brand narrative, taglines and elevator pitches. 
Some of these elements are meant to be used internally, while 
others are outward facing. The external elements should be used 
throughout marketing collateral, shared at events and displayed on 
the HOPE website.

A brand builds relationships,
is unique, has personality, 
and is timeless.
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Positioning, messaging and tone are not the only elements that make up 
a brand, but they help significantly in forming a complete picture of what 
the brand will be. 

Together these elements provide clarity and consistency — not only 
to people outside the company (recipients, prospects, analysts, media, 
partners, etc.), but internally as well. Brand messaging elements provide 
clarity and consistency, highlight key differentiators and evoke emotion. 
Good brands know how to make people feel something and propel them to 
take action. 

This chart shows which branding elements are fixed, which are variable 
whether the messaging is meant to be used internally or externally. 

Elevator Pitch 
How do we describe who we are and what 
we do?

Brand Identity 
What elements make our brand 
recognizable?

INTERNAL EXTERNAL
Brand Vision 
What do we want our brand to become?

Brand Personality 
How do we interact and behave?

Brand Promise 
What is our commitment to the warrior 
community, our employees, and the world?

FI
XE

D
VA

R
IA

B
LE

Business Goals 
What are our short-term and long-term 
goals?

Brand Positioning 
How do we want to be perceived and 
what are our competitive advantages?

WHEN SPEAKING ABOUT: REFER TO AS:
Customers or Clients

Donors

Corporate Sponsors

Warrior Community or Recipients

Donor Community or Supporters

Partners or Strategic Partners

Partner or Referral Nonprofits Strategic Alliances or Partners in Mission

AUDIENCES
When addressing our audiences, the words we use to refer to them 
matter. We are a supportive community, so we should always use positive, 
supportive and inclusive language. To maintain consistency and tone, follow 
HOPE’s preferred language guidelines provided in the chart below.
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BRAND MISSION 
VS. BRAND VISION

BRAND MISSION

A mission statement is intended to define the who, what and why of 
an organization. By comparison, a vision statement is aspirational 
and describes where the organization wants its audiences to be in the 
future. The two relate in that a mission statement is the roadmap for 
the organization’s vision statement. 

A mission statement focuses on the present state and defines an
organization’s culture, values, ethics and goals for both internal and 
external audiences. 

We believe those touched by military service can succeed at home 
by restoring their sense of self, family and hope. Nationally, Hope 
For The Warriors provides comprehensive support programs for 
service members, veterans and military families that are focused on 
transition, health and wellness, peer engagement and connections to 
community resources.
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Brand vision is a future-oriented statement. It describes the world as you 
want it to be. It connects to an organization’s mission – which is about the 
here and now – with its aspirations as an organization. In other words, if 
an organization is 100% successful at accomplishing its mission, the vision 
describes the impact the organization will have.

We envision a world where HOPE helps to shape a life of passion, 
purpose and value to society by providing resources that promote 
well-being, financial stability and community connection.

BRAND VISION 
(INTERNAL)
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BRAND PROMISE
(EXTERNAL)

A brand promise assures all who interact with a brand that it will 
provide a specific experience, create value, or yield certain results. A 
brand promise is about the audience experience – what an audience 
should expect to get from a brand. It is meant to inspire both current 
and potential audiences.  

DONOR PROMISE:

When you partner with Hope For The Warriors (HOPE), you know that 
90% of every dollar raised goes directly to aid service members, 
veterans and their families through our virtual and community 
services. That’s more than any other military charity. HOPE has also 
earned a 4-star rating from Charity Navigator for the last 11 years, 
which puts us in top 3% of rated nonprofits.

RECIPIENT PROMISE:

When the need arises, HOPE IS THERE for you. We will respond 
to your request within 48 hours and offer you individualized care. 
Together, we will build a holistic understanding of your needs and 
develop an action plan for empowerment and personal growth.

For our wounded service members and veterans who bravely served 
our country in post-9/11 operations, HOPE IS THERE. 

For the military families and caregivers among us who have provided 
unflinching support to those service members, HOPE IS THERE. 

For the families of those who made the ultimate sacrifice, 
HOPE IS THERE.
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BRAND POSITIONING
(INTERNAL/EXTERNAL)

BRAND PERSONALITY
(INTERNAL)

Brand positioning reflects how audiences perceive an organization. This
perception can change based on who is doing the perceiving – and how 
they interact with a brand. Brand position evolves with the organization, 
but it must be first defined to understand a brand’s valu

[Your brand] provides [your offering/benefit that makes you better 
than competitors] for [your audience] who [audience needs] because 
[the reason why your audience should believe you are better than 
competitors].

[Hope For The Warriors] provides [financial assistance and health
and wellness support and connection to community resources] for 
[wounded service members, their families and the families of the 
fallen] who [need help in their road to recovery or time of need] 
because [we understand first-hand the sacrifice that our service 
members have made and we will be there for them through their 
recovery with integrated services focused on their individual and 
collective well-being].

Humanizing a brand makes an organization more relatable and 
understandable to the people who use your service. It evokes desired 
associations and it is reinforced by the audience experience. A brand’s 
personality is unique and enduring.

Honest
Family-oriented
Respected
Positive

Caring
Future-oriented (holistic) 
Responsible
Hopeful

Dedicated
Established (Proven)
Resourceful
Transparent
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BRAND NARRATIVE
(EXTERNAL)

The brand narrative is the story of an organization. While an organization 
must start the conversation, its audiences will evolve it. The narrative 
includes what audiences say about an organization and includes the 
concepts and emotions the brand evokes.

WE ARE HOPE. A definitive phrase. A bold statement. No better way to 
describe how we serve.

Hope For The Warriors (HOPE) was founded by military families 
aboard Marine Corps Base Camp Lejeune, North Carolina, in 2006, as 
they witnessed, firsthand, the effects war imparts on service members 
and their families. As post-9/11 warriors, they joined the military 
knowing they would likely face deployment and a majority did. 

At HOPE, we understand the unique challenges our post-9/11 service 
men and women confront every day and our goal is to be there for 
them on their healing journey. We don’t define the warriors we serve 
by their challenges; our goal is to help redefine each life and chart a 
course for continued growth.

At HOPE, we remain grounded in family values and uphold the 
beliefs, attitudes and ideals that families hold dear. We are an 
extension of the family and will always be there for our brothers and 
sisters in need. The gratitude we feel or the bravery and sacrifice 
these warriors have made in service to our country cannot be 
understated and is never taken for granted.

10

Hope For The Warriors Brand Messaging and Style Guide



WE BELIEVE warriors can thrive with access to 

integrated services focused on their individual and 

collective well-being.

WE RECOGNIZE every service member, veteran 

and military family has their own goals and needs 

and ideal resources do not always exist in their 

communities.

WE RESTORE SELF, FAMILY and HOPE through our 

national services, virtual capabilities and partners 

in mission.

WE PROVIDE services that promote health and 

wellness in the mind, soul and body. We connect 

communities, whether it’s bringing military families 

together at events or bridging better understanding 

between military and civilians. We promote resiliency 

in military families, not just today but for the long haul.

WE ARE HOPE
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ELEVATOR PITCH
(EXTERNAL)
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A brief, persuasive speech used to spark interest in an organization. It 
should be roughly 15-30 seconds in length. The elevator pitch should also 
communicate an organization’s unique selling proposition.

15 SECONDS

Hope For The Warriors supports military members and their families. 
We are a top-rated nonprofit serving the post-9/11 community with 
financial, physical, educational and mental health support. We 
provide integrated services to America’s military families to help them 
live well and thrive.  

30 SECONDS

The majority of our staff are veterans or military spouses and we 
understand the triumphs and tragedies associated with service. 90% 
of every dollar we raise goes directly to programs and services for the 
warrior community. We meet our warriors where they are by 
providing individualized care. 

We are HOPE.
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TAGLINES
(EXTERNAL)

Restoring 
self, family 

and hope.
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A well-crafted tagline can leave a strong impression on a potential audience. 
The tagline must try to convey what the organization believes in and does in 
a few, succinct words. 

Hope For The Warriors – Restoring self, family and hope.

Alternate tagline:

Hope For The Warriors – Building a Resilient Nation



WRITTEN REFERENCES TO HOPE FOR THE WARRIORS®

Hope For The Warriors® is fully capitalized always and should be 
written as it precedes. 

RULES
Hope For The Warriors® should be used in first reference; HOPE 
(not HFTW or H4W) upon second reference only if deemed necessary 
for spacing requirements thereafter and if placed after full name in 
parenthesis.

Ex. Hope For The Warriors® (HOPE)

It is appropriate to use H4W for convenient internal use. However, to 
increase public brand awareness, it is recommended that H4W is not 
used externally.

TRADEMARKS
Hope For The Warriors® owns valuable marks, both registered and 
unregistered. The first time Hope For The Warriors is mentioned in a 
document, include the registered mark.

Follow the list below for proper usage of registered and unregistered 
trademarked names. Trademarks are not to be altered in any way 
and should read:

LOGO + BRAND

Registered Trademarks 
Drive For Hope©

Got Heart Give Hope®

Hope For The Warriors®

Run For The Warriors®

Team Hope For The Warriors®

Warrior House®

A Warrior’s Wish®

Unregistered Trademarks
Warrior Hope and Care Center™
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Logo Placement

The Hope For The Warriors® Logo is to be centered using the boxed element – disregarding the star.

Hope For The Warriors®

Branding and Logo Usage

Color Standards
Pantone® PmS Color Palette
Pantone® PmS colors are solid coated: 2768C (blue) and Pantone PmS 186C (red). 

PMS: 2768Cv 
CMyK: 100-83-0-56
RGB: 0-28-88
HEx:  #001C58

PMS: 186C
CMyK: 0-100-81-4
RGB: 227-24-55
HEx: #E31837

LOGO PLACEMENT

The Hope For The Warriors® Logo is to be centered using the boxed 
element – disregarding the star.

The logo is the key building block of the identity, the primary visual 
element that identifies.  The signature is a combination of the symbol 
itself and the initiative’s name – they have a fixed relationship. 

LOGO
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TYPOGRAPHY

HOPE FOR THE WARRIORS 
FONTS AND TYPOGRAPHY

Typography plays an important role in 
communicating an overall tone and quality. 
Careful use of typography reinforces 
personality and ensures clarity and 
harmony in all Hope For The Warriors 
communications. 

We have selected Neue Aachen Pro for the 
logo and headlines and Open Sans for the 
rest of the brand.
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PRIMARY FONT  :  
NEUE AACHEN PRO

DESIGNER  :  
JIM WASCO, MONOTYPE STUDIO, 
ALAN MEEKS, COLIN BRIGNALL 

HOPE FOR THE WARRIORS LOGO TYPEFACE 
NEUE AACHEN PRO

A B C D E F G H I J K L M

N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m

n o p q r s t u v w x y z

BOLD
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PRIMARY FONT  :  
OPEN SANS

SECONDARY FONT  : 
BORN READY 
SLANTED

DESIGNER  :  
STEVE MATTESON

DESIGNER  :  
NICKY LAATZ

HOPE FOR THE WARRIORS BRAND FONT 
OPEN SANS

A B C D E F G H I J K L M

N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m

n o p q r s t u v w x y z

A B C D E F G H I J K L M

N O P Q R S T U V W X Y Z

a b c d e f g h i j k l m

n o p q r s t u v w x y z

0 1 2 3 4 5 6 7 8 9 0FIGURES
OPEN SANS
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TYPOGRAPHY AND TEXT HIERARCHY

HEADLINEHEADLINE 1

HEADLINEHEADLINE 2

HEADLINEHEADLINE 3

SECTION HEADLINEHEADLINE 4

HEADLINE OR SUBLINEHEADLINE 5

Body TextBODY TEXT

Body Text for small captionsSMALL TEXT

HIERARCHY 
DESCRIPTION
Typographic hierarchy is another 
form of visual hierarchy, a sub-
hierarchy per se in an overall 
design project. Typographic 
hierarchy presents lettering so 
that the most important words are 
displayed with the most impact 
so users can scan text for key 
information. 

Typographic hierarchy creates 
contrast between elements.
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HOPE FOR THE 
WARRIORS
COLOR SYSTEM

THE PRIMARY COLOR SYSTEM 
AND COLOR CODES

Color plays an important role in 
the Hope For The Warriors identity 
program. The colors below are 
recommendations for various 
media. A palette of primary 
colors has been developed, 

which comprise the “One Voice” 
color scheme. Consistent use of 
these colors will contribute to the 
cohesive and harmonious look of 
the Hope For The Warriors brand 
identity across all relevant media.

PRIMARY COLOR
BLUE

PRIMARY COLOR
RED

PRIMARY COLOR
BLUE
-
COLOR CODES
CMYK : C100  M083  Y000  K056
Pantone : 2768CV
Web : #001C58 
RGB : R000 G028 B088

PRIMARY COLOR
RED
-
COLOR CODES
CMYK : C000  M100  Y081  K004
Pantone : 186C
Web : #E31837 
RGB : R227 G024 B055
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SECONDARY COLOR SYSTEM

The secondary colors are complementary to the official colors, 
but are not recognizable identifiers for Hope For The Warriors. 
Secondary colors should be used sparingly, that is, in less than 25 
percent of the palette.

COLOR CODES
CMYK : C063  M041  Y011  K000
Pantone : N/A
Web : #698ab4 
RGB : R105 G138 B180

COLOR CODES
CMYK : C000  M000  Y000  K083
Pantone : N/A
Web : #515254 
RGB : R083 G083 B083

PRIMARY

BLACK

GRAYSCALE

REVERSE
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Graphic Standards
Use the Logo preferably on a white or contrasting color background or with an added white border on a darker background. 

Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
brand image, it is vital to maintain consistency in logo 
treatments. This page illustrates some incorrect uses of the 
logo.

A Never print in non-approved colors
B Never join to another logo
C Never embed in text
D Never position at an angle
E Never distort
F Never skew
G Never place on a busy background

The organization is...

A

C

B

D

E

F

G

Run WarriorsFOR
THE

Graphic Standards
Use the Logo preferably on a white or contrasting color background or with an added white border on a darker background. 

Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
brand image, it is vital to maintain consistency in logo 
treatments. This page illustrates some incorrect uses of the 
logo.

A Never print in non-approved colors
B Never join to another logo
C Never embed in text
D Never position at an angle
E Never distort
F Never skew
G Never place on a busy background

The organization is...

A

C

B

D

E

F

G

Run WarriorsFOR
THE

Graphic Standards
Use the Logo preferably on a white or contrasting color background or with an added white border on a darker background. 

Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
brand image, it is vital to maintain consistency in logo 
treatments. This page illustrates some incorrect uses of the 
logo.

A Never print in non-approved colors
B Never join to another logo
C Never embed in text
D Never position at an angle
E Never distort
F Never skew
G Never place on a busy background

The organization is...

A

C

B

D

E

F

G

Run WarriorsFOR
THE

GRAPHIC STANDARDS

Use the Logo preferably on a white or contrasting color background or 
with an added white border on a darker background.
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Graphic Standards
Use the Logo preferably on a white or contrasting color background or with an added white border on a darker background. 

Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
brand image, it is vital to maintain consistency in logo 
treatments. This page illustrates some incorrect uses of the 
logo.

A Never print in non-approved colors
B Never join to another logo
C Never embed in text
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E Never distort
F Never skew
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Graphic Standards
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Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
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Hope For The Warriors®

Branding and Logo Usage

Logo Incorrect uses
In order to build and reinforce the Hope For The Warriors® 
brand image, it is vital to maintain consistency in logo 
treatments. This page illustrates some incorrect uses of the 
logo.

A Never print in non-approved colors
B Never join to another logo
C Never embed in text
D Never position at an angle
E Never distort
F Never skew
G Never place on a busy background

The organization is...

A

C

B

D

E

F

G

Run WarriorsFOR
THE

LOGO INCORRECT USES

In order to build and reinforce the Hope For The Warriors® brand 
image, it is vital to maintain consistency in logo treatments. This page 
illustrates some incorrect uses of the logo.

A Never print in non-approved colors

B Never join to another logo

C Never embed in text

D Never position at an angle

E Never distort

F Never skew

G Never place on a busy background
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OUR PLATFORMS:
 

Facebook: facebook.com/HopeForTheWarriors 

Twitter: @Hope4Warriors

Instagram: @Hope4Warriors

 LinkedIn: linkedin.com/company/Hope-For-The-Warriors-/

 YouTube: youtube.com/user/HopeForTheWarriors

Social media allows us to connect, reach new audiences and engage in 
discussion with audiences and supporters from around the globe.

This social media guide was created to inform our approach to multi-
channel social media content, and to maintain consistency in HOPE’s 
brand voice, tone and messaging across all channels. Social media 
engagement is a great way to promote our services, build awareness 
for new audiences, drive engagement and highlight employees as 
brand advocates. We want to ensure that every employee has the 
tools to create a positive and valuable brand voice for HOPE across 
social media channels.  

SOCIAL MEDIA 
GUIDE

Become a reporter for HOPE!
Are you representing HOPE at an event? Reach out to Kristy Schwartz, kschwartz@hopeforthewarriors.org, 
beforehand and we can discuss how to use Facebook LIVE to highlight and interview sponsors, supporters or 
attendees! 

Hope For The Warriors Quick Social Media Guide

Our Platforms: (Followers as of March 2018) 

Facebook: facebook.com/HopeForTheWarriors (42,614) 

Twitter: @Hope4Warriors (11,500)

 Instagram: @Hope4Warriors (2,013)

LinkedIn: linkedin.com/organization/656518 (1,365)

 YouTube: youtube.com/user/HopeForTheWarriors

Pinterest: pinterest.com/hope4warriors/ (1,700 montly viewers)

Six Ways You Can Help Grow 
HOPE's Social Media 

1. Tag Hope For The Warriors in your posts. 

2. Like, comment, but most importantly share.
Sharing is important because it's the best practice to 
gain exposure to our brand, content and establish 
our a strong presence in the military and veteran 
community, building supporter loyalty.

3. Engage on your personal accounts! Share our 
content, advocate for our organization and invite 
friends to our events. 

4. Send pictures and videos with who, what, when, 
where and why so HOPE can engage. 

5. Invite your friends to like our social media 
accounts and invite them to events in your area. This 
can be done by clicking the share button on our 
page and events.

6. Leverage partnerships by letting us know of 
new supporters, donors and partners that we should 
follow and engage with. 

How to Request Social Media

Be as detailed as possible when �lling out the 
Communications section on the new PEO that can 
be found on Sharepoint. 

Email, text or share on Facebook Workplace 
pictures and videos of events you are attending 
with a brief description including sponsors and 
support information who should be mentioned or 
thanked. 

Note: videos on Facebook Workplace cannot be 
downloaded. Please email or text: 

socialmedia@hopeforthewarriors.org
724-605-5182

Note: The communications team will determine the social 
media channel that best �ts the content submitted. 

Official Hashtags:
#Hope4Warriors
Use this all the time.

#HOPE365 
Use for every day life at HOPE.

#HOPE360 
Use for photos & stories 
directly related to our 
programs and services. 

4.18
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#HOPE4WARRIORS

At HOPE, optimism is an intrinsic sentiment that guides what we do, 
how we speak and what we believe in. 

In our social media messaging, we reflect this optimism and use 
HOPE’s brand personality descriptors below to further inform how 
we communicate online. The tone and emotion we convey should 
inspire and uplift. We aim to always strike a professional tone 
balanced with compassion.

A hashtag, introduced by the number sign, or hash symbol, #, is a type 
of metadata tag used on social networks. It helps others easily find our
messages or content.

For our official hashtag, we‘ve replaced “for the“ with the number 4. 

• Honest
• Family-oriented
• Respected
• Positive
• Caring

• Future-oriented (holistic)
• Responsible
• Hopeful
• Dedicated
• Youthful (energetic)

BRAND VOICE

OFFICIAL HASHTAG

25

Hope For The Warriors Brand Messaging and Style Guide



This social media policy provides guidance for employees on the use of personal 
social media accounts when engaging with HOPE’s official social media channels. 
By “social media,” we refer to a variety of online communities like blogs, social 
networks and forums, as well as platforms like Facebook or Twitter.

We encourage all employees to use their social media accounts to augment and 
support HOPE’s online presence.

ON PERSONAL SOCIAL MEDIA ACCOUNTS:

SOCIAL MEDIA POLICY

DISCLOSURE AND TRANSPARENCY 

When commenting on organization-
related matters on your personal social 
media, identify yourself as someone who 
works for HOPE.  

When posting about HOPE on your 
personal account, make sure others 
know that your personal opinions do not 
represent those of HOPE. We advise using 
a disclaimer such as “opinions are my 
own” to avoid misunderstandings.

PRIVACY 

Be careful to avoid sharing any 
confidential information. This could 
include things like financial disclosures, 
upcoming products/services or private 
communications between coworkers.  

Avoid any defamatory, offensive or 
derogatory content. Topics such as 
partisan opinions, political views or 
endorsing candidates should be avoided.

INCLUSIVITY 

Live our values. HOPE will not tolerate 
discrimination (including age, sex, race, 
color, creed, religion, ethnicity, sexual 
orientation, gender identity, national 
origin, citizenship, disability, or marital 
status or any other legally recognized 
protected basis under federal, state, or 
local laws, regulations or ordinances).

Treat others with respect. Offensive or 
inappropriate remarks are as out-of-place 
online as they are offline.
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We greatly encourage our employees to become brand advocates 
for HOPE. There are several ways you can engage with HOPE’s official 
social media accounts and help us reach new audiences who need our 
services or want to support HOPE’s mission:

1. Be sure to LIKE, COMMENT and SHARE HOPE’s posts.

SHARE – One of the most effective ways of spreading our message
is to share our posts on your personal social media channels.
Sharing is important because it allows new audiences to gain
exposure to the HOPE brand and establishes a stronger online
presence, thereby building support and loyalty.

LIKE – ‘Liking’ is a way to give positive feedback for a particular
post. The more ‘likes’ a post receives, the higher the chance the
post will be seen by more people in your network.

COMMENT – Providing positive and encouraging words go a long
way on Facebook by providing nuance and personal touch.

2. Use the hashtag #Hope4Warriors in your social media posts.

When engaging with an official HOPE post or when sharing on your
personal channels, use the official hashtag #Hope4Warriors. Using
hashtags is a way to promote an organization and to categorize
content to make it more easily found.

WAYS TO BE A BRAND ADVOCATE FOR HOPE
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3. Engage on your personal social media accounts.

HOPE has official social media accounts on Facebook, Twitter,
Instagram, LinkedIn and YouTube. If you have personal accounts on
these platforms, we encourage you to share our content, advocate
for our organization and invite friends to our events.

4. Send pictures and videos to our communications team.

If you attend a HOPE event or have HOPE-related visual content,
we encourage you to send your photos and videos to our
communications team. Compelling visuals are a very powerful
way to deliver value and pique interest and real images offer
unmatched authenticity.

Your images should be of high-quality, so take care to consider the
lighting and composition of your photos before sending. Be sure to
send accompanying information – the who, what, when, where and
why – so HOPE can engage. If you are taking a photo or video of a
person, don’t forget to get their permission in writing to use the image.

5. Invite, invite, invite.

When you have upcoming events in your area, invite your friends
to like HOPE’s social media accounts and invite them to the events
themselves. (This can be done by clicking the share button on our
page and events).

6. Leverage potential partnerships.

Let us know of any new supporters, donors and partners with
which we should engage. This may lead to creating partnerships
and help to reach new audiences.

WAYS TO BE A BRAND ADVOCATE FOR HOPE
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HOPE
We Are

HOPE FOR THE WARRIORS

8003 Forbes Place
Suite 201, Springfield, VA  22151

hopeforthewarriors.org

http://hopeforthewarriors.org



