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Individual’s Blog 
1. Transforming Scroll Time into Tangible Change
Picture if just a fraction of your daily scroll time potentially changed a child’s life.
Save the Children UK uses social media to share updates from emergencies, campaigns, and long-term projects. Each time you interact with their posts, you are helping amplify the reach of these stories and the organisation.
Save the Children UK
👉 Instagram: https://www.instagram.com/savechildrenuk/  
👉 X (Twitter): https://x.com/savechildrenuk   
👉 Facebook: https://www.facebook.com/savethechildrenuk/    
What’s this blog blogging about?
Digital activism matters. The likes, comments, and shares of public-facing organisations are not meaningless if they raise awareness and route followers of the organisation toward trustworthy organisations that take measurable action on their campaign such as donating, fundraising, or campaigning.
Who are we targeting?
Mainly students and young adults online who will be more likely the longer the time goes not be able to donate money yet. We are also looking to convert awareness onto social media to the reach of Save the Children's UK campaigns.
How are we doing it?
This post has a low-barrier- call-to-action.
Follow the official accounts above
Like and share posts that resonate/ move you.
Save a post and show others (friends, societies, colleagues, etc.)
In marketing theory, we've just tracked engagement to the top of the funnel in the hopes that will convert into the donors, volunteers, or campaigners down the line in the back end.
When should you act?
Whenever you see something that resonates with you: a story, a video, a campaign. It takes seconds to like or share it but when it does it's audience definitely will multiply.
Comment below:
Which type of charity content captures your attention longer? (short videos, infographics, or personal stories)
Do you share charity posts? (yes or no and why/why not?) 
Your answers will help formulate social media content better for our project as well as Save the Children UK.
2. Children in the UK Also Need Support
When you hear the phrase “Save the Children,” you might think of far-off conflicts or disaster areas. However, child poverty is also an issue in the UK.
Save the Children UK
Child poverty in the UK: https://www.savethechildren.org.uk/what-we-do/child-poverty/uk-child-poverty   
What are we saying?
We want readers to understand that Save the Children UK works for children both globally, and locally, such as those impacted by cost-of-living crises, food insecurity, and issues around education.
Who is this intended for?
This post is for local community members - parents, students, and staff who might not know that their support helps families in the UK, as well as families living in poverty overseas.
How are we sharing the message?
We are using real examples, families who choose between having the heating on, or eating food; children who miss out on school trips - with factual messaging about what Save the Children does in schools, communities, and in homes, all across the UK.
You can see an overview of where we work here:
Where We Work:  https://www.savethechildren.org.uk/where-we-work
Save the Children UK
When is this most relevant?
Particularly in winter, back to school times, and exam times where financial pressures are heightened, so putting out posts around these times can be the most impactful and relevant.
Now we want to hear from you.
In the comments, tell us:
What issues are children facing in our local community?
What kinds of support (food, school help, activities, mental health) do you think is most urgently needed?
Your input will help grounded our fundraising and awareness raising efforts in real needs, not assumptions.

Evaluation of marketing theory 
The blog assists the charity in meeting its marketing objectives, given that the messages are based on sound marketing theory. The posts aim to raise awareness of Save the Children UK, whilst also steering the reader through a coherent communication pathway that will build engagement, participation, and ultimately changes in behaviour. This supports the proposition that marketing starts from an understanding of the audience and communicating messages to influence some attitudes and behaviour (Kotler and Armstrong, 2008). The blog manifests this principle into simple calls to action, accessible language, and relevant topics which align to the online behaviours of students, young adults, and community members.
The blog is constructed around the charity's key target audiences, being students, young adults in social media, and members of the local community who may not understand Save the Children’s UK-based work. It is therefore important to pinpoint key audience groups before content creation, as messages must resonate with the target audience's motivation, needs, and digital behaviours (Henley, 2001). The blog also understands that younger audiences may not have the ability to donate and therefore focuses instead on creating awareness and low commitment engagement, such as likes, shares, and saving posts on social media. This fits in with the social marketing principle that behaviour changes are formed in small steps over time, and small actions in the early stages build up over developed commitment over time (Kotler and Lee, 2008).
Each blog post also has a definite strategic function, as charities need to manage their message in a structure way that is clear and consistent (Aaker and Moorman, 2023).The first post seeks to change users trying to scroll through social media into engaging with Save the Children UK’s. By asking for likes, shares, and comments, the post tries to widen the campaign footprint, which is important to mobilising any campaign reach, since social networks will amplify charity messages to their user base when users engage with them willingly (Quinton and Fennemore, 2013). The second post seeks to improve the understanding of child poverty in the UK and raise awareness that Save the Children operates locally as well as globally. This recognises a general awareness gap and exemplifies how tailored messaging can impact perceptions of a charitable organisation (AFP, 2025).
The blog also demonstrates the use of simple engagement techniques representative of digital marketing practice. Both posts end with a question to encourage comment, which enables two-way communication and relationship development. Charitable organisations can benefit from these types of prompts for discussion as interactive content is more likely to reinforce feelings of emotional connection and commitment (CIM, 2025). Both posts also rely on genuine stories and cultural comparable scenarios, e.g. families deciding between heating and eating. This matches the advice in the literature, which states that emotional narrative leads to greater resonance and retention of the message (Bagus, 2023). Highlighting relatable social issues through comments echoes research that demonstrates that content on social media related to personal relevance maintains more consistent engagement with the user (Fagundes et al., 2023).
The blog is structured in a manner that reflects integrated marketing communication (IMC) theory, which claims that messages should be congruent across channels and should support the overall mission of the organisation (Henley, 2001). Both posts connect directly to Save the Children UK’s website and their social media accounts, thus making it simple for users to transition between platforms. This congruence also enhances brand recognition, which is important due to the competitive digital environment in which users regularly encounter multiple messages (Chaffey and Smith, 2022). In addition, the more accessible layout and conversational style of the blog complement the charity’s current digital presence whilst supporting the idea that online communication can be tailored to meet the expectations of social audiences (Hanlon, 2021).
Marketing theory also acknowledges the importance of clarity in the call-to-action. In both blog posts, the incentive to act stemmed from low-barrier actions including “follow the official accounts,” “like and share,” and “leave a comment below,” which supports the idea that less cumbersome tasks lower psychological resistance and drive participation (Kotler and Lee, 2008). These types of micro-engagements may be especially appropriate for younger audiences who want to be able to quickly, and for little or no cost, support efforts that are important to them (Harshitha et al., 2021).
With respect to evaluation of success, the blog can be assessed through standard digital marketing metrics for nonprofits based on common recommendations. This includes reach, impressions, click-throughs to the official charity links, engagement rate on comments, and the associated growth rate of followers on social media. These metrics provide information to the organisation about whether  their content was observed, shared, and acted upon (AMA, 2021). For post one, relevant and meaningful indication could be the number of unique users who followed Save the Children UK thereafter (due to the blog), how many likes or shares resulted from reader engagement, and how many individuals left comments relative to the engagement questions posed. These metrics are useful, as they correlate to the top of the marketing funnel, where awareness and interaction are often most relevant (Kotler and Armstrong, 2008).
For post two, relevant indicators would include time spent on the page, clicks to information or links about child poverty in the UK asked or emphasised in the blog, and comments from users remarking about local issues or need in their community. From reading these comments, an indicator of whether the content was able to shift their perception of information about the charity’s work in the UK could be assessed. Understanding audience behaviour and interaction through these types of metrics will be helpful for informing about how to adjust future campaigns, while providing a way to mitigate and bridge the digital skills gap typically seen in the nonprofit sector and for social issues related to online marketing strategies (Royle and Laing, 2014).
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