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Instagram Post 1 — “Mark’s First Step Back”
Meet Mark (name changed), smiling proudly as he holds a wooden train he crafted with his own hands. In the banner he lifts, you can read the words: “My First Kind of Job in Years! Thanks to Crisis.”
[bookmark: _Hlk214268095]This single moment captures exactly what Crisis stands for. We are not only here to give someone a roof over their head — we exist to help rebuild lives with skills, confidence, and genuine hope.
At Crisis, we believe every person deserves a second chance. In our workshops, David — one of our most dedicated team members — guides individuals through practical skills that can open real doors to opportunity. People like Mark learn how to make, mend and build. But more importantly, they rediscover belief in themselves.
Our team walks beside every participant, offering emotional support, career guidance, and structured training. Step by step, confidence grows. Step by step, independence becomes possible again.
Mark’s story reminds us that progress begins with one opportunity and a caring community. His wooden train may be small, but the pride behind his smile represents strength, resilience, and a future full of possibility.

Instagram Post 2 —💫💫💫The Power of Opportunity💫💫💫”
Every piece created in our workshops, every new skill learned, every smile shared — each is a symbol of courage and transformation. And behind every success story at Crisis stands a group of people who believe in second chances.
Mark’s journey, like so many others, was made possible because individuals chose to support our mission. When someone learns a skill, they gain more than a craft — they gain dignity. When someone is supported emotionally, they gain more than comfort — they gain hope.
Your kindness is what keeps this cycle of empowerment alive. Every donation, every volunteer hour, every word of encouragement helps someone stand taller and feel seen again.
At Crisis, we’ve witnessed how lives change when a community chooses compassion over judgment. We’ve seen stories of hardship become stories of progress, strength, and renewal.
With your support, we can continue offering training, guidance, and a safe place for people to rebuild. We can help more people, like Mark, rediscover their talents, regain confidence, and move toward a life filled with purpose.
Together, we can transform stories — one person, one opportunity, one act of kindness at a time.

Instagram Post 3 —🎄🎄🎄Be the Light That Ends Homelessness🎄🎄🎄’’
The Christmas season reminds us of the beauty of 🎄🎄hope, unity, and kindness. It is a time when small acts of love shine the brightest. The image above captures the warmth that Crisis strives to bring into the lives of people who have faced hardship. It represents our belief in a connected community — one where no one feels forgotten, even in their lowest moments.
This Christmas, our message is simple but powerful:
✨ “Be the Light That Ends Homelessness.” ✨
These five words reflect the heart of our mission. Through this holiday campaign, Crisis hopes to raise essential funds to provide warm meals, emotional support, skills training, and long-term guidance for those experiencing homelessness.
We are not here to offer temporary relief. We are here to create lasting change — to help individuals rebuild confidence, restore stability, and move toward independence.
A warm meal can make a freezing night bearable.
A training session can spark the beginning of a new career.
A kind word can revive a heart that feels broken.
Every gesture matters. Every light counts. And together, we can brighten someone’s winter.

Instagram Post 4 — “A Christmas of Lasting Change”
This holiday season, we invite you to join our mission of love, compassion, and unity. Our Christmas campaign is not just about fundraising — it is about standing with people who need warmth, support, and encouragement.
When you give to Crisis, you are offering more than a donation. You are offering dignity. You are offering hope. You are offering someone the chance to step out of darkness and into a future where they can stand tall again.
Your generosity can:
⭐ Provide a warm meal for someone facing a cold night
⭐ Support training that leads to real employment
⭐ Offer emotional support for those rebuilding their confidence
⭐ Create the foundation for a new life
Every contribution, whether it’s volunteering, donating, or sharing our message, becomes a spark of light guiding someone toward a better tomorrow.This Christmas, be the reason someone believes in hope again.Scan the QR code, support Crisis, and help us create lasting change — one act of kindness at a time.

Evaluation of marketing theory that underpins your blog: e.g. how your blog helps to market your charity,  the target audience, the objective of each blog post, how you engage the target audience, the marketing metrics to evaluate each blog / social media post.
Who is the target audience?
What was the objective of each post?
How did you appeal to the target audience?
How did you engage the audience?
Did you use a ‘call to action’?
How will you measure the effectiveness of each post?                  


 
Digital Storytelling for Social Impact: A Tactical         Communication Campaign for Crisis (an organization that works to support those in need and combat homelessness) Charity
 
Introduction
The report outlines the design, implementation, and evaluation of a tactical communication campaign of Crisis (an organization that works to support those in need and combat homelessness), a charity that aims to end homelessness by assisting people to rebuild their lives by providing skills, confidence, and employment opportunities. The key objective of this project was to apply the digital storytelling, i.e., a series of blog posts, to advertise the Crisis charity shop and raise funds to support its Christmas campaign (Tsepkova, 2024).
The campaign content was shared on Social Media Platform and was aimed at the locally based socially conscious people aged 25-55 who appreciate sustainability and community giving. All the posts were planned to be strategic to emphasise the mission of, appeal to emotions, and take meaningful action by making donations, volunteering, and visiting the shop (Chyrak et al., 2024). The assessment describes the process of choosing content, calls-to-action and engagement tactics based on the marketing theory and ends with the reflection of the performance and the future improvement.
1. How does your social media posts contribute to the marketing of your charity?
[bookmark: _Hlk214269100]The social media blog is important in marketing Crisis as it will be the primary online communication tool. It informs about the mission of the charity, helps to raise funds with the help of a convenient QR code system, and advertises the charity shop and volunteering. This is a content marketing theory that is concerned with telling valuable storeys to reach audiences instead of depending solely on search engine ranking. The blog assists in building a recognisable and credible brand that motivates individuals to become part of the cause of Crisis (Anthony, 2024).
 
2. Who is the target audience?
The blog of Crisis is targeted at three audiences: donors, volunteers, and beneficiaries. Donors are those who like straightforward digital giving such as QR codes; volunteers would like to assist directly and beneficiaries would like to know about empowerment programmes. The campaign is psychographically and behaviourally segmented to target individuals who are interested in social issues and interact with charity-related information online (Mahmoud, 2024).
 3. What was the objective of the Social Media Posts and your individual posts?
The general aim of the blog is to establish a robust online presence and gain long-term support. The purpose of each post is different, as it is either the promotion of the charity shop, the success storeys, or the motivation to donate with the help of the QR code. These objectives are based on the SMART model to make the results specific, measurable, and attainable (Pereira, Casais and Mendes, 2024).
 4. How did you appeal to the target audience?
The team reached out to audiences through emotional narratives, uplifting messages, and actual images of empowerment. The time around Christmas was not accidental, and the spirit of the festivities was used to encourage generosity and compassion (Mirvaisi and Fazi, 2025).
 
5. How did you engage the audience with your Social Media posts?
The blog employed catchy headlines, interesting pictures and short emotional captions. Every post also featured a Call to action (CTA), like to donate, share, or comment, which transformed the viewers into active followers (Mitchell and Hyde, 2024).



 6. Did you use a clear ‘call to action’?
Yes. The CTAs prompted the readers to Donate Now, Share the Post, or Sign Up to Volunteer. These were easily noticeable and trackable, which assisted in transforming emotion into action (Bubphapant and Brandao, 2024).
 7. How will you measure the effectiveness of the social media and individual posts?
The success will be determined based on social media analytics, i.e. reach, engagement rate, click-through rate, and, most importantly, donations made using the QR code (Farkas and Geier, 2024).
 8. Why did you make certain marketing decisions?
Communication theory was applied to the use of social media, emotional storytelling, and QR codes, as it emphasises the need to make user response less effortful. The time of posting was selected when the followers are most active, which corresponds to the relationship marketing theory (Isaac and Calder, 2025; Kim and Kim, 2024).
 9. If you did it again, what would you do differently?
Short videos, live question and answer, and A/B testing would be used in the future to enhance performance and engagement (Liu, Chen and Arshad, 2024).
 10. How does this campaign reflect marketing theory in practice?
The campaign uses the AIDA model by creating attention, interest, desire, and action by making donations. It is also based on the segmentation and relationship marketing theory to create a long-term trust between Crisis and its supporters (Sulong et al., 2024; Salonen et al., 2024).




 Conclusion
This campaign made the mission of Crisis a meaningful digital message that resonated with people. The preparation and production of the blog demonstrated that no storytelling (especially visual) and timing are so good that they cannot grow into something real. It emphasised the need to be consistent in tone, imagery, and authenticity in order to create trust. Important lessons were gained regarding the behaviour of the audience, platform algorithms, and timing. This was experienced as reaffirmation of the fact that relevancy and empathy are all important as strategy when communicating in a non-profit making organisation. Going forward, it will focus on the interactive content and adaptive strategies to maintain the engagement of supporters and produce a long-lasting and purpose-driven impact on the community.
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