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1. Clear Communication of Mission and Impact 

Importance: A nonprofit website must clearly convey its mission, services, and tangible impact 
to build trust and inspire action from visitors (e.g., donors, volunteers, or clients seeking help).


Evaluation: The homepage highlights specific programs (HOME Share, Serve Some Hope 
tournament) and mentions serving over 30,000 individuals monthly, but it lacks a concise, 
prominent mission statement or comprehensive overview of services (e.g., food pantries, thrift 
shops, empowerment programs).  Subpages include news about grants and partnerships (e.g., 
Children’s Services Council), but these are not easily accessible from the homepage due to 
limited navigation.  Impact metrics are mentioned sporadically but not emphasized visually or 
consistently.


Grade: C 

Reason: The site conveys some aspects of its mission through program highlights but fails to 
provide a cohesive, prominent summary or impact metrics, reducing its ability to quickly 
engage visitors.


2. User-Friendly Navigation and Accessibility 

Importance: Intuitive navigation and accessibility (e.g., mobile responsiveness, screen reader 
compatibility) ensure all users, including clients in need and potential supporters, can easily 
find information and take action.


Evaluation: The website lacks a clear navigation menu, footer, or search functionality, making it 
difficult to locate key information like donation options, volunteer opportunities, or service 
enrollment details beyond the featured HOME and tournament pages.  No evidence confirms 
mobile optimization or accessibility features (e.g., alt text, screen reader support), which is 
critical for a nonprofit serving vulnerable populations. The reliance on “Learn More” links for 
specific programs limits broader exploration.


Grade: D 

Reason: Poor navigation and unconfirmed accessibility features hinder user experience, 
especially for diverse audiences seeking varied services or engagement opportunities.


3. Engagement Through Storytelling and Visuals 

Importance: Compelling visuals, client stories, and multimedia engage visitors emotionally, 
encouraging support through donations, volunteering, or participation.


Evaluation: The site relies heavily on text for program descriptions (e.g., HOME Share, 
tournament details) with no mention of photos, videos, or testimonials from past events or 
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clients.  The festive tone of the tournament (costumes, community spirit) suggests potential for 
engaging content, but without visuals or stories, it feels flat. Subpages mention events like the 
Hope Awards or Cirque du Soirée, but there’s no evidence of rich media to bring these to life.


Grade: D 

Reason: The absence of multimedia or storytelling elements misses opportunities to connect 
emotionally with visitors, limiting engagement.


4. Call-to-Action (CTA) Effectiveness 

Importance: Clear, accessible CTAs (e.g., “Donate,” “Volunteer,” “Join Program”) drive 
conversions, turning visitors into supporters or participants.


Evaluation: The homepage includes “Learn More” CTAs for the HOME Share program and 
charity tournament, which are clear but narrow in scope.  There’s no prominent CTA for 
donating, volunteering, or enrolling in services like food or financial aid, though walk-in options 
are noted on subpages.  External links to Charity Navigator and partners exist, but they’re not 
integrated as actionable steps.  The lack of a donation or volunteer form is a significant gap.


Grade: C- 

Reason: While some CTAs exist, their limited scope and the absence of key actions like 
donating or volunteering reduce effectiveness.


5. Credibility and Trust-Building 

Importance: Nonprofits must establish trust through transparency, impact metrics, and 
endorsements (e.g., ratings, partner logos) to reassure visitors of legitimacy.


Evaluation: The site references a strong Charity Navigator score (100%) and partnerships (e.g., 
United Way, Children’s Services Council), which bolster credibility.  Its 40-year history and 
mentions of awards (e.g., Hope Awards) add legitimacy.  However, these elements are not 
prominently displayed or integrated into a cohesive narrative, and the lack of client stories or 
detailed impact reports weakens trust-building.


Grade: B- 

Reason: Strong external validations exist, but their placement and lack of supporting stories or 
data limit their impact.


Summary of Grades 

Clear Communication of Mission and Impact: C

User-Friendly Navigation and Accessibility: D

Engagement Through Storytelling and Visuals: D

Call-to-Action Effectiveness: C-

Credibility and Trust-Building: B-
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Overall Assessment: The website functions at a basic level, effectively promoting specific 
programs and leveraging some credibility markers, but it falls short in navigation, accessibility, 
engagement, and robust CTAs. A redesign focusing on intuitive structure, multimedia 
storytelling, and clear action paths would significantly improve its impact.1.4sFast
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