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Blog posts
One Coffee, One Child: The Force of Small Monthly Donations
When you are a student or recently graduated, "charity donor" might not be how you see yourself! But save the Children UK relies on small monthly donations to fund long-term projects. 
Save the Children UK Donate page:  https://www.savethechildren.org.uk/donate  
What are we communicating?
The basic message is pretty easy to understand, the equivalent of one takeaway coffee per month could support a child to be healthier, educated and safe.
Who is this aimed at?
We are looking at students and young adults, who feel they "are not earning enough" to be relevant, this involves, in marketing terms, encouraging people with low disposable income, but with lots of empathy to become regular donors.
How are we communicating it?
Instead of sharing high statistics, we are using everyday comparisons, coffees, subscriptions and our monthly habits. We are linking directly to the page above to allow people to respond directly and immediately while their motivation is strong.
For those that are concerned specifically about children in the UK, there is also a dedicated page for child poverty work here: UK child poverty: https://www.savethechildren.org.uk/what-we-do/child-poverty/uk-child-poverty   
Save the Children UK
When is this relevant?
Now. Emergencies or cost of the living pressures do not take breaks. Regular donations are effective for Save the Children to plan ahead rather than treat everything as a crisis.
We would very much love your honest thoughts so we can design better charity communication to children.
Comment below:
What puts you off setting up a monthly donation?
Would giving impact updates (emails, stories, videos) make you more likely to become a regular donor?
Your comments will help us to know how to design messages that acknowledge people's financial position, but allow them to support children.

Reasons Why Our University is Supporting Save The Children UK
As students at a university, our days are often spent thinking about deadlines, lectures, and group assignments. But for millions of children, the daily question isn't, "What's my course timetable?" it's, "Will I be safe, do I have food, and will I go to school?"
That is why our group has decided to support Save The Children UK, a charity that works with children in the UK and globally to ensure children are safe, healthy, and learning.
Main website: https://www.savethechildren.org.uk   
What are we trying to communicate?
We want the university community to learn who Save The Children UK are, what they do, and that students and staff can help by taking even small actions.
Who are we speaking to?
This message is pitched at students and university staff - people who do not have money but may have time, ideas, and social networks.
How & where are we sharing this?
We are sharing through our course blog, society pages, and social media. You can follow Save The Children UK here: 
Instagram: https://www.instagram.com/savechildrenuk/ 
Twitter: https://x.com/savechildrenuk 
Facebook: (https://www.facebook.com/savethechildrenuk/  
When are we engaging?
We are starting to campaign now and gather momentum around points in the year, for example, around Christmas Jumper Day!
We don't want to just inform you, we want a two-way communication.
Comment below:
Have you supported a charity before? 
What types of fundraising events would you even support on campus? 
Your ideas will be helpful in designing events and content that fit with the university audience which has a bigger impact for children who need it the most.




Blogs evaluation
The blog created to support Save the Children UK is based on fundamental principles of marketing theory that adapts for profit methods to meet the needs of a charity. The blog serves as a digital channel to connect with a university audience, by developing awareness, inspiring empathy and encouraging meaningful participation. Marketing is about more than selling a product. It's about developing relationships and communication value, which is crucial when dealing with non-profits that rely on an emotional bond and trust to motivate support. The blog supports this strategy by providing informed messages affirming why the charity is important and how individuals can contribute by small actions such as monthly donations. The blog illustrates the two primary marketing roles of identifying audiences and communicating appropriately with those audiences (Kotler, 1993).
The intended audience for the blog is students and the young adult demographic, who may not have significant disposable income, but may be motivated to support a good cause. The blog sets a foundation for trust and empathy by confirming the readers financial problem. Trust and empathy are particularly important when approaching a new donor. This relates to the marketing relationships of targeting, or segmentation, which allows marketers to plan communication designed for a specific audience or demographic (Kotler and Armstrong, 2008). 
The blog has a clear marketing objective for each post. One blog post seeks to develop awareness of Save the Children's UK's work; the blog seeks to introduce this organisation to the university community. This corresponds with the "awareness" stage of the AIDA model, where marketing communication must first grab attention before persuading the audience to act (AIDA Model for Social Media Marketing, 2025). The second blog invites audiences to donate regularly while demonstrating how someone can get meaningful outcomes from relatively small amounts of money, asking the audience to take another step into the "action" stage of the model. All these posts are designed to guide readers from awareness to engagement, which will create long-term support for a charity.
The blog also contributes to engagement by including questions, inviting comments and asking readers to post about their experience. This element of back-and-forth relationship building is sustained public relations practice is important as part of effective marketing communication. Integrated marketing theory emphasises the synergy of all communication to occur through a platform such a blog and across social media and consistency to create strong messages directed at similar target audiences (Kitchen and Burgmann, 2015). Linking directly to social media channels and donation pages therefore applies this theory. Reading stories about relatable experiences and including asks for feedback also humanises the marketing message and makes the audience feels like they can be a part of this cause.
Digital marketing also plays an important role in how the blog works. It uses direct links to ask the audience to act, and relatable storytelling to create an experience where the audience may have barriers, however, they jump to take immediate action whenever they can. This framework supports best practice in respect to digital marketing, which encourages good transitions from content to action, or considers effective digital experiences to be user-driven, easy to digest and user-friendly (Chaffey and Smith, 2022). For example, style is employed by making comparisons to paying for coffee as a donation. This makes it easier for readers apply the concept of making donation mean something different.
The blogs can measure the success of the stories and marketing-based on existing marketing metrics that measure engagement as well as conversion rates, which considers mechanics of behaviours like page views or clicks through to donation links as well as time spent and revisiting them in order to understand efficacy of messaging. Comments and responses by readers also help assess if audiences are emotionally engaged in the topic and cause. These mechanisms are part of existing accepted marketing metrics for marketing growth but offer organisations the ability to track their approach to real user behaviour (AMA Boston, 2015). In a non-profit environment, emotional engagement and willingness to share the message can be even more important than a donation as it still adds to awareness and trust which is also an important part of the overall charity experience.
Trust matter, for any charity, and the blog works to achieve that principle by being transparent and uses emotional and informative components (Beger, 2018). The content acknowledges to readers about their role in connecting with the cause, and while recognising their own limitations, it still affords readers a way to participate, forging more confident connections to the reader believing small actions can make the biggest difference.
Interacting with audiences shows additional guidance on how more organisations and charities should engage utilising social media and digital spaces of connective opportunities for audience engagement as well as authenticity. In allowing readers to participate it is adding use and there is also a presenter audience experience while meeting audiences by building a community along the participation of the cause.
In summary, the blog utilises theoretical marketing to guide the writing to target audience in structure, tone, and goals; draws on some concepts of segmentation of principle, the AIDA model, and integrated communication elements, to create more relatable, engaging and call to action. The blog does this pervasive emotional storytelling, with component after component of the digital marketing experience, many of which are interactive, inform makes impression to promote participation among students and other young adults. 
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