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Blog 1
As you step into the student union on a Thursday evening, there's an unmistakable vibe in the air. At the entrance, someone passes you a flyer that reads: “Oxfam Charity Night/Turning Fun into Change.” Inside, a quizmaster adjusts their microphone while friends push tables together. Nearby, a rack filled with vibrant second-hand clothes awaits those looking to swap during intermission. On one side of the room, freshmen dispute potential team names, while on the opposite end, instructors engage in quiet discussions about their knowledge of various topics. Once settled in your seat, you can’t help but notice the posters adorning the walls. They tell inspiring tales of families gaining access to clean water, women launching businesses, and communities coming together after devastating floods. The host shares that each ticket purchased tonight, along with any donated clothing or raffle tickets sold will aid Oxfam’s mission to combat poverty and inequality. By night’s end, although your team doesn’t secure victory in the quiz, it hardly matters. You’ve shared laughs and gained insights while discovering how this single event ties our campus to global communities making real changes.
Call to action & links:
Get event ideas & fundraise for Oxfam: https://www.oxfam.org.uk/get-involved/fundraise-with-oxfam/  
Learn more about Oxfam: https://www.oxfam.org  
Blog 2
It begins with one simple scroll. You're mindlessly scrolling between classes on your phone, when an Oxfam post shows up in your feed: a short video of a community putting in new water pumps because of severe flooding. You watch until the end and decide to go into the caption. There’s a link to a petition related to calling for stronger climate action and fair funding for the countries that were hit hardest in the climate crisis. Usually, you would scroll away, but today you pause. Two minutes later, your name is signed and you have shared the post to your story with one line that says, “These matters.” 
Later that same night, you begin to follow Oxfam on social media, Instagram and X. Your feed slowly starts to shift, more stories of solutions and ways to get involved over negative repetitive headlines. A friend even messages you and says, “I signed because I saw it on your story.” Through all of this, you realise that digital activism has nothing to do with how many followers you have on social media. Digital activism can be about using the voice you already have, regularly, and using it for something bigger than yourself. 
Call to action & links: 
Follow Oxfam GB on social media: 
Instagram: https://www.instagram.com/oxfamgb 
X (Twitter): https://x.com/oxfamgb 
Facebook: https://www.facebook.com/oxfamGB 
Get involved & campaign online: https://www.oxfam.org.uk/get-involved/campaign-with-oxfam/ 
Explore more ways to help: https://www.oxfam.org.uk/get-involved 
















Evaluation of marketing theory that underpins your blog
When I created my blog to support Oxfam’s mission, I approached it more as a strategy to market the charity, not simply as a story-telling element of engagement. I recognised a need to ensure the blog functioned as part of the charity’s wider marketing strategy, raising awareness, engaging and encouraging students and young people to act. In doing so, I drew upon core marketing concepts which support the notion of creating value, communicating purpose and developing meaningful relationships. I attempted to convey the emotional essence of Oxfam’s work within relatable student experiences, which fit with the notion that effective marketing begins with understanding and serving audience needs (Kotler, 2012; Kotler & Armstrong, 2008; Kotler & Keller, 2009).
To ensure each post could speak market-oriented to the correct people, I based my planning on Segmentation, Targeting and Positioning (STP). The target audience was defined as university students who care about global issues but may not be involved in activism. By using everyday situational stories based on being in a university e.g. completing a fundraising quiz or scrolling through social media, I positioned Oxfam as accessible and relevant to them personally. This aligns with Hakim’s (2023) view of STP as important to develop consumer decision-making by aligning brand and messages with specific audience characteristics. This also applies to Schlegelmilch’s (2022) notion that global marketing strategies must include local adaptations to be effective, which for my blog meant I needed to translate Oxfam’s international impact into student perspectives. Each post on my blog has a particular aim, which I designed based around various aspects of the AIDA model: attention, interest, desire, and action. The Oxfam event story is designed to prompt attention and interest by placing readers in the atmosphere of a students' charity night, and the post related to digital activism was designed to prompt desire and action by demonstrating that action can take place online and to an extent that is comfortable for the reader. The AIDA model is a common framework for getting readers familiar with some point of awareness to a behaviour eventually (AIDA Model for Social Media Marketing, 2025; Rahmawati & Rino, 2025; Mumtaz, 2019). Ultimately, I used direct calls to action, e.g., to follow Oxfam, sign petitions, etc., to try and convert emotional engagement into some level of action. 
Consequently, my posts also draw heavily on principles of service marketing, especially the idea of building trust, credibility, and social value. Oxfam’s ‘service’ is not a product, but a social impact service offering, so the emotional and ethical dimensions must also be communicated clearly and with authenticity. Service marketing is more dependent on being able to build a sense of relational connections, and I fostered this throughout the assignment by embedding real-life examples into the posts, using student voices, and sharing stories from communities impacted by global poverty (Lupiyoadi and Hamdani, 2009). By also providing links to donate, volunteer and run a campaign digitally, I created several service touchpoints that align with the 7P marketing mix model that has been documented in research into consumer decision-making (Permatasari & Ashriana, 2019).
As my blog is part of a broader communication ecosystem, I also followed integrated marketing communication (IMC) principles. This supports Oxfam's social media presence, and creates supportive messaging in a tone that resonates with students. IMC is focused on synergies across channels and the value of creating a single voice, which sits at the core of modern marketing communication (Holm, 2006; Rehman, Gulzar & Aslam, 2022). I endeavoured to create coherence across my blogs call to action and Oxfam's official platforms, and by applying storytelling styles, that are consistent with existing humanitarian campaigns (Juska, 2021). 
Digital marketing theory also influenced my style and structure of the posts. I was influenced to think about emotional storytelling, rich visuals and routines, since these are fundamental to 'grabbing' the attention of the digital generation. Ryan (2016) describes how audiences on digital platforms look for relevance, authenticity, and convenience, so I was mindful to develop narratives that were consumable in shorter timeframes, promoting engagement and sharing. In addition, by including links to social platforms such as Instagram (formerly Instagram, founded by Systrom and Krieger in 2010), X and Facebook I were located my blog within social media and micro social media ecosystems that is central to the relationship of modern digital communication and brand building. Placing importance on shareability also supports the findings of Theodora (2021) that IMC explicitly has a role in strengthening brand equity within messaging that is consistently value based.
To understand the marketing effectiveness of each post, I will collect a combination of both quantitative and qualitative measures. Quantitative measures include; when the blog is opened, how long it is read, how many people click on the call to action, and how much referral traffic is used to visit Oxfam's official pages. This quantitative data provides me a redemptive understanding of how well the time spent on the blog is held and how attention is sustained, for measurement at two key stages of the AIDA model. Qualitatively, I appraise comments left by users, as well as considering whether the blog was shared on social media or mentioned in conversations with peers. This is a measure of emotional resonance and potential relevance. This approach is consistent with Kotler's (2012; Kotler & Keller, 2009) note that analysing consumer response can influence marking decisions and market improvements. It is also in line with Ryan (2016) to emphasise that engagement is a measurable outcome of digital consumer behaviour that must be evaluated, as well as actions such as sharing or engagement and purchases.
Ultimately, the blog acts a conduit allowing students to engage with their everyday experience and Oxfam's global mission. I have grounded my strategy in STP, AIDA, service marketing, IMC and digital engagement theory. This helped me know that I had a post that has a specific purpose, audience and demonstrable impact. My storytelling approach connects Oxfam's work back to human beings, and creates agency through young people's engagement, by informing that it only takes simple digital interaction, like signing a petition or sharing a post, and not particularly difficult to have an impact on social change in the world.
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