


Housekeeping

▪ Strategy

▪ Community Captain handbooks mailed to stores the week of Feb 3rd

▪ Additional resources available on Team Depot Toolbox –

THD.co/TeamDepot

Regional Huddles 
Train and align Regional, District and 

select Store Captains. ASDS invited to 

serve as district’s SME for Homer Fund

District Huddles 
District Captains train Store 

Captains on best practices, 

operations, goals and strategy



Agenda

▪ Welcome & Kickoff

▪ Homer Fund

▪ 15-Minute Break

▪ Team Depot SOPs

▪ Lunch

▪ Foundation Comms/PR

▪ 2019 Performance & 2020 Goal Setting

▪ Disaster Response & Foundation Programs

▪ Wrap-Up & Recognition



Your Captainship Role

▪ Drive the annual 

fundraising campaign 

Feb. 15 – April 15

▪ Serve as a point of 

contact for the Homer 

Fund throughout the year

▪ Ensure education of 

associates on the Homer 

Fund’s grant programs 

and application process

▪ Monitor participation and 

encourage associate 

participation through 

donations

▪ Emphasize the importance of Team Depot and 

Homer Fund to the company’s culture

▪ Provide Team Depot volunteer opportunities and 

drive Homer Fund participation and awareness

Regional Captains District Captains Store Captains

▪ Create strategy 

and drive 

progress to Team 

Depot and Homer 

Fund participation 

goals

▪ Review reporting, 

update RVPs, and 

encourage region 

leadership 

participation in 

Team Depot 

projects

▪ Partner with 

Store 

Community 

Captains to plan 

district-wide 

projects 

▪ Ensure Store 

Community 

Captains are 

trained and 

working towards 

Team Depot 

volunteer goals

▪ Attend all District 

meetings and 

planning calls

▪ Report store 

activities and 

accomplishments

▪ Plan Team Depot 

projects for your 

store in 

partnership with 

District Captains



Associate Commitment Index (ACI)



Team Depot Participation and ACI
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85

79

76 77 78 79 80 81 82 83 84 85 86

Team Depot Participants

Team Depot Non-Participants

Overall Team Depot Result on ACI

ACI % Favorable

July 2019 - Number of Responses

Non-participants 19,041

Participants 8,620



Team Depot Participation and ACI
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July 2019 - Number of Responses

Non-participants 19,041

Participants 8,620

77%

85%

80%

85%

81%

86%

72% 74% 76% 78% 80% 82% 84% 86% 88%

Team Depot Non-Participants

Team Depot Participants

Team Depot Result on ACI by Division

ND SD WD
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1%

12%

84%

0% 50% 100%

Unfavorable

Neutral

Favorable

THD’s commitment to improving the homes and 
lives of U.S. military veterans and their families 

through Team Depot is important to me.

5%

21%

72%

0% 50% 100%

Unfavorable

Neutral

Favorable

I am interested in giving back to my 
community by volunteering with Team Depot.

5%

24%

69%

0% 50% 100%

Unfavorable

Neutral

Favorable

The Team Depot volunteer program enhances my 
commitment to working for The Home Depot.

Additional Questions



I Know About Team Depot Events

87%
87%

85%
85%
85%
87%
88%

13%
13%

15%
15%
15%
14%
12%

July 2016
Jan 2017
July 2017
Jan 2018
July 2018
Jan 2019
July 2019

ALL RESPONSES

Yes No

87%

90%

87%

73%

13%

10%

14%

28%

Male

Female

Prefer not to
say

Prefer to
self-describe

GENDER

Yes No

97%

87%

3%

13%

Salaried

Hourly

PAY TYPE

Yes No

Percentage reflects those in each 

position that said “yes” they know 

about Team Depot events

Responses are from 28,765 retail associates surveyed in July 2019

99%
100%

97%

86%

80%
81%

75%

80%

85%

90%

95%

100%

SM ASM DS Sales Cashier Operations

POSITION

Jul-19 Jan-19 July 2018

9



Team Depot Awareness & Participation
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2%

1%

1%

1%

1%

2%

2%

5%

7%

11%

69%

10 or More

9

8

7

6

5

4

3

2

1

None

How many Team Depot events have you participated in 
within the last 3 years?

483

550

899

1,728

2,432

3,479

6,039

9,067

12,341

12,782

Local Media

The Warehouse

Social Media

HDTV

Have Not Heard

DHRM

myApron

Co-workers

Store Leadership

Breakroom Signage

Which source(s) do you get your information from about Team 
Depot?

Participants could select 

as many sources as they 

wanted.

The majority of participants indicated they 

have not participated in a Team Depot event. 



Team Depot Toolbox
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The Team Depot Toolbox

12

The Toolbox is the one-stop shop for all things Team Depot!

THD.CO/TeamDepot



Community Captain Directory

▪ Consolidated list of all store, district, region, DC, and SSC captain names 

and contact information

▪ Foundation Field team will directly communicate operational updates, 

conference call updates, etc. to all levels of captains

▪ Field can update directly as captains change



Community Captain Directory

▪ Access directory at THD.co/TeamDepot

▪ Use “Add New Captain” button when captains change. Knowledge Depot 

training will be added to associate’s learning plan

http://thd.co/TeamDepot


Training Update

15



Team Depot: Knowledge Depot Training

New Captain Sign-Up

▪ Sign-Up on New 

Captains Tab on the 

Toolbox

▪ New Captain, District 

Captain and ASDS will 

receive email 

notification

▪ Email will include KD 

courses numbers for 

ASDS and vital 

resources for captains

Integrated Learning

▪ New Team Depot 

Captains are encouraged 

to attend scheduled 

Learning Calls

▪ The Team Depot Toolbox 

is a source of available 

information and tools, 

anytime you need them

▪ Mandatory Q calls are 

also a great point of 

integrated learning

Knowledge Depot

▪ ASDS will assign 

learning courses to 

new TD Captain

▪ Team Depot training 

will consist of three 

course plan:

▪ The Basics

▪ Building 

Relationships

▪ Project 

Management



New Captain Registration and Updates

▪ Associates who have recently taken new 

Team Depot Captainship

▪ Info will be added to Captain Directory

▪ Captains will receive welcome email and 

instruction for Knowledge Depot Team 

Depot Training (required)

▪ Chose option for existing captains only

▪ There has been a change to either their 

contact info or store position

▪ Info will be added to Captain Directory



Q1 Q2 Q3 Q4
JanuaryFebruary March April May June July August September October November December

Team Depot Projects: Supporting Our Veterans and Engaging Associates 

Homer Fund Awareness and Education Efforts: Living Our Values and Taking Care of Our People 

TD

HF

Spring Into Service
April 1  – May 31 

Celebration of Service
Dates: Coming Soon 

Homer Fund Campaign
Feb. 15 – April 15

Orange Scholars
Nov. – Jan. 2020

District Huddles
Feb. 3 – April 15

Quarterly Planning and Learning  Calls

National Volunteer Week
April 19 – April 25

Q1 Planning and Learning 

Call

March 20

Q2 Planning and Learning 

Call

June 19

Q3 Planning and Learning  

Call

August 21

Q4 Planning and Learning 

Call

November 13



The Homer Fund



Seasons of Service

54
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Spring into The Team Depot Games

▪ What: Spring campaign that allows 
more associates to connect to Team 
Depot

▪ Who: All associates with special focus 
on first-time volunteers

▪ Where: Break rooms, parking lots and 
in local communities

▪ When: April 1-May 31

▪ Why: Springtime is the busiest! The 
Team Depot Games gives Captains 
scalable options

▪ How: Visit thd.co/teamdepot and 
“Choose an Event”
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The Team Depot Games: Types of “Events”

▪ Break Room (Kitting 

Projects)

▪ Choose between 

disaster kits and home 

care essentials 

SMALL MEDIUM LARGE

▪ Parking Lot Builds

▪ Project playbook has 
examples of different 
projects with 
instructions, materials 
needed, etc.  

▪ Regular Team Depot 

Projects

▪ Community based 

Highest ImpactEasy to Participate Parking Lot Excitement
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2019 Celebration of Service Review 

20,500

760 

123,000

Associates 

Projects  

Hours 
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2020 Celebration of Service 

▪ Typically campaign lasts for 6-7 Weeks

▪ Can be challenging to sustain external media excitement

▪ However, time period yields high project volume

▪ Discussion: What do you think? 

O
p

ti
o
n

 1
: 

6
 w

e
e
k
s • Traditional time 

period

• Gives stores 
opportunity to do 
multiple projects 
during times that 
fit their schedules

• Room for 
rescheduling due 
to weather, etc.

O
p
ti
o
n
 2

: 
1

 w
e

e
k • Condensed 

campaign

• Week leading up 
to Veterans Day

• Change would 
make it easier to 
sustain 
excitement for 
external 
audiences

O
p
ti
o
n
 3

: 
H

y
b
ri
d • Hybrid option

• Keep the 6-7 
week campaign

• Data shows most 
districts plan 2+ 
projects

• Encourage 
stores to 
complete one of 
those projects on 
the week leading 
up to Veterans 
Day



Team Depot Grants

STRATEGY: 
Create a long-lasting, physical change in the 

community by engaging associates in 

meaningful projects 

Keys to Success:

1. Good Nonprofit Partner

2. Volunteer-friendly Project

3. Grant Request



Nonprofit’s Role

▪ 501c nonprofits and tax-exempt government 
agencies 

▪ Complete grant application 

▪ Owner of all grant funds and terms

▪ Manage all homeowner/recipient relations

▪ Set expectations with recipient once scope 
of work is finalized 

▪ Responsible for licensing, 411 dig calls, 
permitting, etc.

▪ Can delegate to property owner

▪ Supporting the Team Depot experience 

▪ Food, restrooms, etc. 

▪ Ensuring prompt payment of store quote



Nonprofit Resource Guide

▪ Provides a starting point for organizations that have a national presence 

in the “Affiliate Finder” tab (see below screenshot)

▪ Region-specific tabs provide a list of nonprofits in your region that have 

been awarded multiple grants in the last 5 years

▪ Very few American Legions/VFWs are listed unless they completed multiple 

projects. Encourage them to nominate members for critical home repair



Nonprofit Keyword Search List

▪ This list of search terms will help you find partners that can help you find 

and plan projects and find qualified veteran recipients

▪ Google “Nonprofit Home Repair Baltimore” or “Veteran Service Dogs 

Houston” or combine the columns like, “Nonprofit Repair Veteran 

Housing Boston”

PROJECT PARTNER VETERAN PARTNER

Combine the following search terms with the word 

“Nonprofit” to find partners who may be able to help 

you plan and execute a project.

▪ Housing

▪ Critical Home Repair

▪ Volunteer

▪ Volunteerism

▪ Landscaping

Combine the following search terms with the word 

“Veteran” to search for partners who may be able to 

help you identify qualified veterans and project 

recipients.

Housing Related

▪ Housing

▪ Shelters

▪ Permanent Supportive 

Housing

▪ Temporary Housing

▪ Homeless

Non-Housing Related

▪ Equine Therapy

▪ Service Dogs

▪ Memorial Gardens

▪ Parks

▪ Construction

▪ Habitat for Humanity

▪ Rebuilding Together

▪ Points of Light



Team Depot Grants

STRATEGY: 
Create a long-lasting, physical change in the 

community by engaging associates in 

meaningful projects 

Keys to Success:

1. Good Nonprofit Partner

2. Volunteer-friendly Project

3. Grant Request



Safety Practices

Conduct a safety orientation with team 

Clearly identify to associates, nonprofit/homeowner all 

aspects of the project and what you will/won’t work on

Add safety to your store quote – eyes, ears, hands, etc.

Assign a safety captain for the project who is familiar 

with all aspects of the scope of work



Site Safety SOP

▪ Any associate, regardless of age, can participate

▪ No HD associate can participate in a task requiring licensing

▪ Everyone signs the volunteer waiver

• Follow in store procedures if an associate or community 

volunteer is injured on site 

▪ We recommend all non-HD volunteers be 18 or older

▪ Follow in store policies for job/project restrictions 

▪ 1:4 ratio for ladders = 1’ out: 4’ up

IF YOU WOULDN’T DO IT IN THE AISLES, 

DON’T DO IT ON A PROJECT



Projects: The Don’ts

Tasks completed on 

any structure not 

permanently affixed to 

the ground is 

prohibited 

(e.g. manufactured homes, 

mobile homes, trailers)

Roofing, HVAC, major 

electrical or plumbing, 

removal or disposal of 

mold, asbestos or 

other hazardous 

materials should not 

use volunteers

If project tests positive 

for lead paint (pre ‘78), 

asbestos (pre ’81) or 

mold, a certified 

professional must 

remove prior to project



Mold, Asbestos, & Lead Based Paint

▪ Any home built before 1978 should be 
inspected and cleared by a certified renovator 
before any work can begin

▪ Nonprofit/homeowner are responsible for 
testing & remediation, but captains must 
verify testing was completed and review 
results

▪ If you see signs of mold around areas in the 
home/site you should stop work 
immediately

▪ Flakey paint, octagonal tiles, textured, 
crumbly floor tiles, etc. are all indicators but 
not certified tests 

▪ Lead paint & asbestos can be underneath 
multiple layers of paint/flooring/siding



Projects: Services Support

▪ Limited funding available for unfriendly 
associate volunteer tasks

▪ Consult HD Services or local contractor 
when evaluating a home and completing 
complex tasks

Team Depot grant can provide 

up to 30% of the total cost of the 

project for professional services

Services must be completed 

before or after your Team 

Depot project day



Site Visit Checklist

Site visits by your Team 

Depot Captain and WITH 

your Nonprofit partner are 

critical to a good and safe 

project

Ensure that you stick to the 

agreed upon workscope in 

the grant agreement-no 

drastic last minute changes 

on project day

PLANNING SITE VISIT

Leverage your nonprofit 

partner to help you address 

safety needs.

Identify potential work scope 

based on needs vs. wants of 

recipient 

Gauge the realistic scope of 

work of each task and your 

associate’s abilities

UNDER PROMISE AND OVER DELIVER



Project Planning Checklist

8-10 

WEEKS OUT

6-8 

WEEKS OUT

2-5 

WEEKS OUT

PROJECT 

DAY

Define project scope and finalizing details of the site

Assemble materials list and complete online Team 

Depot grant application

Promote project and send reminders to volunteers

Arrive early and stay on schedule

Resources available @ thd.co/TeamDepot



Project Playbook

▪ Dynamic planning tool for common Team Depot projects

▪ Automatically calculates material/tool lists and volunteer counts

▪ Includes links to step-by-step directions



Best Practice Discussion 

with District Captains

73



Team Depot Grants

STRATEGY: 
Create a long-lasting, physical change in the 

community by engaging associates in 

meaningful projects 

Keys to Success:

1. Good Nonprofit Partner

2. Volunteer-friendly Project

3. Grant Request



Team Depot Grant: Giving Guidelines

▪ Average Team Depot Project is $9,000 and engages 30 associates

▪ Projects > $20,000: Your Regional Captain buy-in

▪ Funding for non-veteran projects is limited

Team Depot Veteran Focus Project Budget Guideline

Grant Request $3,000 $7,500 $10,500 $22,500

Store 

Engagement
Single Store

Multi-Store
or District

Multi-Store
or District

District

# of Team Depot 

Volunteers
10 25 35 75



Team Depot Grant: Captain’s Responsibilities

▪ Build store quote  

▪ Complete the Team Depot Project 

Funding Request Form completely 

▪ Email the request form and store 

quote as a PDF to the nonprofit



Team Depot Grant: Partner Responsibilities 

▪ Review the Team Depot Project Funding Request Form and store quote

▪ Gather electronic versions of required documents listed on the request 

form (current liability insurance + IRS letter) 

▪ Apply for a Team Depot grant at 

http://corporate.homedepot.com/team-depot-project-application

▪ Include details 

on the veteran(s) 

and the impact of 

the project in the 

application

http://corporate.homedepot.com/team-depot-project-application


Application Process Walkthrough



Team Depot Grant: Delays & Declinations

Delays

▪ Missing info on paperwork (5 business days)

▪ Expired liability insurance (7 business days)

▪ Project doesn’t align with giving guidelines (7-14 days)

Declined

▪ Missing paperwork

▪ Lack of lasting impact

▪ Lack of details on why project is important

▪ Product donation requests with no real project



Lunch Break



2017 SMM TD and HF Video



The Home Depot Foundation 

Communications
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Who We Are

The Home Depot Foundation works to improve the homes and lives of 

U.S. veterans, train skilled tradespeople to fill the labor gap and 

support communities impacted by natural disasters. 

Since 2011, the Foundation has invested more than $330 million in 

veteran causes and improved more than 46,000 veteran homes and 

facilities in 4,500 cities. The Foundation has pledged to invest half of a 

billion dollars in veteran causes by 2025.



Why Sharing Our Story Matters 

159

71% of millennials want companies take 

the lead on social issues 
Source: Cone Communications CSR Study

40% of consumers seek purposeful 

brands  Source: GlobeScan + BBMG

56% of consumers said they are more 

likely to buy from a brand known for its 

social value Source: Nielsen

53% identify a brand's community 

involvement as a leading purchase 

driver. 
Source: Nielsen



The Impact of Telling our Stories

Each viewer
= a potential 
customer

Sharing the Foundation’s story through public 

relations helps us connect with customers and gives 

them a reason to shop with us.  

2019

4K 

Local 

Media 

Placemen

ts

370M

Local 

Media 

Impressio

ns
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https://www.fox5atlanta.com/news/organizations-work-to-repair-homes-of-families-veteran
https://news.yahoo.com/organizations-transform-campuses-veterans-part-212017294.html


Telling a Good Story

161

BEFORE

INTERVIEW

• Review the talking 

points

• Memorize key points 

you want to make

• Be prepared to 

answer general 

questions–“What’s 

today’s project 

about?”  

AFTER

INTERVIEW

• Introduce media to 

other interviewees

• Show media around 

the project site 

• Ask reporter when 

the story will air and 

share with THDF PR 

team

DURING

INTERVIEW

• Be natural and 

conversational

• Repeat the question 

in your response for a 

complete statement

• Keep answers 

concise 



Sweating Great Stories

162



Let’s Amplify our Stories Together!

▪1
▪2
▪3
▪4

Think of public relations as part of your team

Fill out grant paperwork completely

Engage with @HomeDepotFoundation on 

Instagram + Facebook and @HomeDepotFound on

Twitter

Let’s chat! TeamDepotPR@homedepot.com 

163



The Home Depot Foundation &

The Homer Fund

Social Media 



165

Foundation Channels 

Hashtag: #TeamDepot
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The Homer Fund

Hashtags: #HomerFund + #OrangeAtHeart
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Follow Us

▪ Take out your phones!

▪ Follow us on each channel

▪ One follow equals on entry

▪ The more you follow, the better 

your chances are

▪ After each huddle, one winner 

will be contacted through social 

media

▪ We will make a donation to a 

nonprofit we work with in your 

name



Tagging

▪ A tag means you’ve @’d our brand handle or identified us in a 

picture

▪ When tagged, we are notified and able to communicate with you

▪ Tags also build brand recognition – when your followers see 

@HomeDepotFound or @HomerFund, they may visit our page & 

follow us

168

Tag Tag

Tag



Photos to Capture & Share

▪ Before & after images of the project

▪ Fellow associates in action

▪ Veteran being helped 

▪ Clear pictures of logo or branded merchandise

▪ Group shots

169



We Want YOU

▪ To be a Communications Ambassador

▪ By taking photos during projects sharing with us & on your 

own social media channels, you’re helping Home Depot 

raise awareness about the work Team Depot is doing

▪ Email teamdepotPR@homedepot.com if interested

170



171

Social Media Engagement
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We Need Your Stories

▪ Have you witnessed a fellow Captain or associate go above and 

beyond to serve others through Team Depot?

▪ We'd like to highlight them on social media!

▪ Email chandler_hinson@homdepot.com with the following 

information:

▪ First and last name of the associate you're nominating

▪ Store number of the associate you're nominating

▪ Explanation of how and when this associate has gone above and 

beyond. Please be as specific as possible.

▪ Attach any pictures or videos of the associate in action

mailto:chandler_hinson@homdepot.com
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Logo Usage Guidelines – THDF

Download at 

bit.ly/CHOOSETOSERVE

▪ Collateral for events

▪ Fundraising events

▪ Vendor communication

▪ Financial commitments

▪ Foundation presentations

▪ NGO Partners 

▪ Media

▪ Social channels

▪ Press releases 

▪ Bios for Foundation staff

http://bit.ly/CHOOSETOSERVE
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Logo Usage Guidelines – Team Depot

Download at 

bit.ly/CHOOSETOSERVE

▪ Advertising at events where we 

are not being recognized for 

dollars given

▪ Signage at events with goal of 

promoting Team Depot, not the 

Foundation

▪ Team Depot projects – signage, 

branded merchandise, misc. 

collateral

▪ Media
▪ Social channels for 

projects, associate stories

▪ Articles – when 

referencing Home Depot 

volunteers

http://bit.ly/CHOOSETOSERVE


Recording Volunteer Activity



Foundation Funded Projects

▪ Credit awarded as soon as grant is approved

▪ Volunteer count based on estimate from application

▪ Email Field Manager for changes to Foundation-funded volunteer count



Store Sponsored Projects 

▪ Captures store activity outside of Foundation-funded projects

▪ Counts towards region’s volunteer goals

▪ Submit at thd.co/TeamDepot

▪ Criteria:

• Not funded by Team Depot or Foundation

• Minimum of 5 associates

• Does not include:

• On-site Kids/DIY Workshops

• Outright product donations



2019 Year in Review
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2019 Stats & 2020 Goals - National

*Excludes store sponsored projects

43,000 121% 47,100

$11,311,060 51,951 1,218

2019 Goal % to Goal 2020 Volunteer Goal

Volunteer Breakouts

2019 Key Stats

Projects Grant $ Volunteers Unique Stores

2,680

1338

1563

1727

29 28

953
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Region Volunteer & Project History

Foundation Funded Store Sponsored

80%

20%

Veteran/Non-Veteran Giving*
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Team Depot Reporting

▪ Produced biweekly; distributed to regional captains by division manager

▪ Shows progress towards goals at the region and district level

▪ Additional store data included in Excel format



Disaster Response



Types of Disasters

Severe  

Flooding

Hurricane

Tornado Wildfires

Extreme 

Heat

Winter

Storms



Disaster Donations

Immediate Relief supplies 

(tarps, gloves, water, 

trash bags, etc.)

Nonprofits and 

government 

agencies

WHEN WHAT WHO



Disaster Donation Funds

▪ Contact Field Manager ASAP for approval

▪ Field Manager can activate on average $1,000 for product donation 

(to nonprofits and government agencies) per district per disaster

▪ Documents needed for reimbursement

• Store quote, 501c or W-9, Donation Form

▪ Payment

• Home Depot gift cards emailed to Store Manager

▪ American Red Cross already has disaster donation funding



Volunteering in Disasters 

Safety is critical; be aware 

of the insurance process

Notify Field Manager

THDF Partners help mobilize 

volunteers in times of disaster

▪ Know disaster zones, prevent 

unsafe environments and help 

with logistics (food, water, 

bathrooms, etc.)

Share your story



Hurricanes, Tornados, and Flooding 

Volunteer Opportunities

Debris removal Relief aid distribution

Rely on partners and professionals for immediate relief

Water rescues                                    Damage assessments



Wildfire Response  

▪ Submit disaster donation requests to Foundation Field Manager for approval

• American Red Cross has a funded ProX account and should not request 

donations. Refer requestor to the logistics coordinator for the disaster

▪ Fires present minimal volunteer opportunities; safety first

• Consider volunteering at local shelters or supply distribution points

• Construct sifters (must include warning sheet with each sifter)

• Associates cannot sift through ash as part of a Team Depot project

• Consider Team Depot projects when focus shifts to long-term recovery



Disaster Response Video



Disaster Response Video



Foundation Programs



Donation Coupons 

▪ Coupons are sent via email to the Store Manager and ASDS

▪ Coupons can only be printed once

▪ Emailed from: thd_store_communication_kit@hwprinting.com

▪ Contact Darlene_Pinkston@homedepot.com with questions

▪ Coupon utilization increased 20% YoY after the increase in value
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Community Impact Grants

▪ Foundation grant program for Community Volunteer projects

▪ Basic Requirements

▪ Nonprofit or government organizations recognized by the IRS for a 

minimum of one year

▪ Awards up to $5,000 in Home Depot gift cards

▪ Project must have a volunteer component, no outright donations

▪ Projects serving veterans, their families, or their communities will receive 

priority.

2019 Community Impact Grants

By the Numbers

▪ # Applications Submitted: 3,573

▪ # Applications Approved: 305

▪ Approval Rate: 9%

▪ Total Grant Amount: $1,002,121



National and Veteran Housing Grant Partners

Foundation Partner Projects

WHAT ARE THEY THE BENEFIT HOW DO I START

▪ THDF grantees

▪ Local and 

National 

▪ Credible national and local 

nonprofits

▪ Have veteran impact 

already established

▪ Skilled in project planning, 

new construction and 

extensive remodels

▪ No proactive move 

necessary

▪ Nonprofit or Field 

Team will contact 

you

Considerations:

100% 

optional

Some funds 

already in 

place

Ideal for 

local 

partnership

If you need additional 

funds, partners can 

request from Team 

Depot



Built for Trades

▪ 10 Military bases

▪ 50 high schools

▪ $50M to train 

20,000 by 2028

Veteran Housing

▪ Homeless Veterans

▪ 37,000

▪ Combat-wounded 

Veterans

▪ 800,000 post-9/11

▪ Aging Veterans

▪ 2MM in 

inadequate housing

Disaster Response



Closing

▪ District Huddles –

Train your Store Captains

• District Huddle action item

• Notebooks – first week of 

February

▪ Best Practice Sharing

▪ Survey


