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In Wales 

 Marketing Campaign



              Social marketing campaign to change  			behaviour associated with hunger in Wales.

Wales is one of the wealthiest countries in the world, however one in five of us face hunger due to simply not having enough money (Emma Revie 2023), she insists this is just the tip of the iceberg with these families having to go without food or reduce portion sizes to simply survive.
According to Trusselltrust.org, 20% of all adults in Wales have experienced food poverty/insecurity in the year 2022, which is an estimated 753,000 people and they report an 85% increase of food parcel distribution in the last year, these figures are based on the population as a whole, not specific groups, many individuals are in employment but plainly cannot afford the cost of living currently.
Childcomwales.org.uk interviewed a group of children aged 7-11 and the findings were shocking, two thirds of these children displayed worry concerning their parents/carer's ability to afford food on a regular basis, compared to 52% of a group of children aged 12-18, children are going hungry, numbers have doubled since November last year, understandably food poverty has an effect on the metal health of all involved with numbers affected increasing alongside poverty, increase (Nation Cymru). 
Bevanfoundation.com documented 45% of Welsh households barely have enough money for anything other than basics, food, and housing, despite coming from a household of 2 working adults and reported 39% of households have had to cut back on food spending to stay out of debt.
Welsh government have acknowledged there is a massive problem and, in a bid to resolve the issue pledged 1 billion pounds in 2022 (Gov.Wales), but poverty continues to increase not helped by the current cost of living crisis, increases in petrol, heating, food and interest rates, families are at their wits end.
The university of Cardiff published an article and states ‘Rules around food banks are driving some people away from asking for help because of the "sense of shame"’, many are only using food banks when they are absolutely desperate due to this stigma!, Dr Andrew Willams states “ I have spoken to people who have walked 12 miles to a different town in fear of being recognised locally.

Marketing campaign for food bank within carmarthen 					town centre

Carmarthen's current population is 14.636 thousand, spans 20.87 km and has a reported 32.9% of households living in poverty, (Gov.uk), that is almost 4700 people, the marketing campaign would be aimed predominantly at these individuals inclusive of age, income and lifestyle.

There are currently 4 food banks in Carmarthen, Christ Church, Hwb Excel, Carmarthen and Fredo and with the correct marketing would enable those in need the knowledge and understanding to access it, a place for donations to be accepted and an opportunity to bring the community together and spread awareness in one place.

With 91% of Carmarthen town having access to the internet (gov.uk) using social media to spread the message would be the channel used to meet the target audience, face book has a variety of pages related to Carmarthen town with some having thousands of members.

 Carmarthen Facebook pages.

	Carmarthen Town Market 
	2.7k members

	Carmarthen Marketplace 
	4.5k members 

	Carmarthen Swap Shop
	8.5k members

	Carmarthen Football Club
	388 members

	Carmarthen leisure centre
	1.3k members 




By using this channel to advertise Carmarthen's food banks, we could reach a large proportion of the target audience through one portal, Facebook users consist of individuals with the age range of 13 to 65+, Gareth jones from gov.uk reports 94 % of people access the internet once a day and 74% multiple times throughout the day, Facebook also gives you an insight to when the majority of your target audience are online and you can elect to post items at this time, and access information in regard to responses of the campaign, again reaching as many individuals as possible with one advertisement.

It is equally important to ask for donations to these hubs through drop ins, links on adverts, gift aid and regular or one off donations, Excel food bank states it helped 2401 people last year with food parcels costing £35 per parcel, the amount of people needing help with food has risen 42% within the last year, (Trussel Trust), the need for community understanding of these issues so many people are facing is vitally important to the longevity of food hubs, many are not aware of the vastly increasing number of people who rely on this resource despite of age, race, gender, lifestyle and employment status.

With more understanding comes the change of behaviour as a community, within the Facebook posts would be local statistics and data, individual stories, how food banks change people's lives and how it makes them feel, the stigma surrounding food banks needs to change as at present they are a life saver for many, those who are in the position to donate may feel more obliged once they have more of an understanding into how much of a necessity they are for so many people and how much their donation has an impact on individuals within their town.

Food hubs are an important part of our community at present and will continue to be for the near future according to statistics from Trusseltrust.org, creating awareness is the best way to invest in the future of food banks and by marketing the importance of food banks, the opportunity for growth is accomplishable.


 		   		Market Research


There are many methods available to reach a your target audience some examples are, social media (Facebook, Instagram and Twitter), television, leaflets, posters and flyers,  keeping my target audience in mind the age, race gender, lifestyle, are inclusive therefore any of these platforms would work in a pragmatic way working as a platform to spread the word, advocate social change an influence behavioural change.

According to ststica.com 84.4 % of the population use social media, 79% watch the tv regularly, and 86% listen to the radio, and posters were received in positive way and were considered a reliable method to convey the message reaching the minority who do not have access to the internet

Trissell Trust is a national food bank and works in partnership with other campaigners to maximise their potential in getting the word out and change behaviour, they meet regularly with MPs and ministers and organise politicians to visit their food banks and offer statistics and relevant information on their webpage, having researched them I feel my method of campaign is relevant and up to date.



I believe motivation has an important part in behavioural change, if you feel you are valued and can make a difference you are more likely to give back to your community, knowledge is part of this motivation, if you are aware of how many people need help or how many individuals are in the same situation as you may feel more willing to access community food banks without stigma and advocate on the behalf of others.

By using Facebook to advertise Carmarthen food banks as an accessible and fair way to assist you and your family in a time of need and remove the stigma attached by offering knowledge and information through campaigns, we stand a chance of changing the vision of the future.

Trussel Trust currently use this marketing strategy and are the number one food bank within the Uk, sending out over three million food parcels a year, (Trussel Trust 2023), by following a strategic marketing plan, setting achievable goals and an objective plan, analysing the current situation and mapping out their message they can deliver a viable service.

However, there is always room for improvement, Trussell Trust may be number one within the Uk and widely accessible, but I feel they need to reach out to individuals who are not in need currently, I was not aware of Trussell Trust until recently and feel by sending out an eye-catching poster either on Facebook or in the post  would improve  general knowledge and transpire into more awareness leading to a rise in donations and volunteers.
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