Assignment 1 
Marketing in practice (tactical communication)
Crisis (homelessness charity)

Group members 
Omrakha Hassan 2500918
Beth Woolley 2517506
Salma Shnnib 2332494
Karla Flores Feltrin 2503091
Evelyn Jeannette 2520056
https://www.instagram.com/crisis.studentwork?igsh=MXcxczBqeXhzbDBuag%3D%3D&utm_source=qr



This report describes the strategic decisions behind the development of my blog and Instagram content for crisis, using audience behaviour analytics, digital marketing theory, and best practice examples from the nonprofit sector. By analysing how digital users connect with visually and emotionally driven content, I chose Instagram as the main channel to enhance reach, storytelling impact, and interaction rates. The posts were strategically planned and designed to align with audience motivations, ensuring that both the wellness-focused yoga content and the winter fundraising supported Crisis’s broader communication objectives. This report describes how these decisions improved supporter connection, visibility, and engagement.

Post 1 
Finding calm through connection: yoga sessions with Crisis 
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At Crisis, we believe that helping those who are homeless means taking care of their physical and mental health needs. To help our members relax, rebuild their connections, and enhance their wellbeing in a secure and friendly setting, we have been holding weekly yoga classes. In the face of the difficulties of everyday life, the sessions give much more than just physical exercises; they offer a time of peace, meditation, and friendship. A lot of people have reported how these lessons have improved their ability to sleep, handle stress, and regain balance. James, one of our members, has consistently shown up since the sessions started. He stated that ‘’when I first joined, I was anxious and could not switch off.  Even if it's only for an hour, yoga has helped me achieve peace. I now have the strength to approach every day with clarity thanks to it. Through programmes like this, Crisis keeps demonstrating how little acts of kindness and connection may have a significant impact on the process of overcoming homelessness. 

Post 2
Warm hearts, Open hands- Join Crisis Winter Fundraising Drive
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As the winter months approach, thousands of people in our community will be spending the night without a secure place to call home. We at Crisis believe that everyone should have warmth, safety, and dignity, and we can achieve that with your support. We are starting our ‘‘Warm hearts, open hands’’ fundraising campaign this winter, which consists of several creative, neighbourhood-based activities aimed at raising essential money for those who are homeless. Every pound you raise contributes to the provision of hot meals, emergency housing and long-term assistance that transform lives.
Here are a few easy, practical ways to participate: 
Organise a ‘'night out for Crisis’’ to get your loved ones together for a comfortable evening at home rather than going out. Donate what you would have spent on a night out, watch a movie, and eat together. 
The great crisis Coffee morning: bake, brew, and unite people. Organise a coffee morning in your place of employment, school, or community centre. Every shared cup of coffee and piece of cake contributes to the creation of a better future (Hello Munchies, 2023). 
Walk a mile every day for a month as part of the walk crisis challenge, which represents the hard journeys that many people without shelter must endure. Get friends to sponsor you every mile and use the hashtag #WALKHOMECHALLENGE to post updates about your progress on social media (Time outdoors, 2022).
Tell us about your plans for donating this season, and don't forget to hashtag #WarmHeartsOpenHanda and tag us at @Crisischarity. When we work together, we can transform tiny actions into moments that change people’s lives.  


Evaluation of social media and blog content for crisis charity
I used audience behaviour insights, digital marketing theory, and examples of best practices in the nonprofit sector to inform several strategic choices I made organising and creating my blog and social media posts for crisis (Media Studies, no date), I decided to use Instagram as the main channel because of its strong visual focus and excellent interaction rates. Research in social media marketing shows that Instagram is particularly useful for charities; its captivating imagery and storytelling greatly boost emotional connection, which is essential when encouraging awareness or donations. I chose to share my posts on Friday, November 14, because common engagement statistics show that users are more active towards the end of the week. Posting on Friday is a smart decision to maximise visibility and engagement since it improves the possibility that people will have more time to interact, liking, sharing, or reading related content. 
My content focuses on two main topics: the first post included yoga classes provided by Crisis, with an emphasis on wellness, reducing stress, and emotional support for those who are homeless. The second post ‘Warm hearts, Open hands’, winter fundraising campaign which provided several easily accessible options for people and organisations to participate. These topics were chosen not only because they represent real projects at Crisis, but also because they connect two key elements of nonprofit communication theory: demonstrating impact and offering possibilities for action. While the fundraising content empowers the audience by providing them with worthwhile and doable methods to give, the yoga post demonstrates the direct, human-centred help that Crisis provides.
The blog is crucial to Crisis’s overall marketing plan. It provides opportunities to discuss the practical and emotional significance of Crisis’s work by focusing on the ideas presented in the Instagram posts. Blogs enable storytelling, depth, and nuance-elements that support the development of credibility, trust, and a unified brand voice. This is in line with relationship marketing theory, which emphasises the value of enduring relationships in motivating supporters to continue supporting a charity’s goals. The blog promotes trust, which is crucial for organisations, by providing context, personal experiences, and proof of actual impact.
 The target audience varied between the two posts and was clearly defined to make sure the message aligned with their needs and motivations. In Post 1, the yoga sessions were designed specifically for people who were vulnerable and experiencing homelessness. These readers may benefit from activities that encourage relaxation, social interaction, and emotional wellbeing. To be understood by this audience, the tone must be warm, reassuring, and inclusive. In addition to that, the description of the yoga classes highlighted the physical aspects and emotional benefits, like reducing stress and better sleep. By adding James’s story, the information became more relatable, helping readers see themselves reflected in his experience and reducing any fears about joining. 
On the other hand, Post 2 was created for a broader audience in consideration, including companies, organisations, local associations, and individuals who wish to make a positive impact through fundraising. The emphasis was on group compassion and the necessity of helping individuals get through the difficult winter months. The tone was more optimistic and action oriented. The ideas offered, like holing a movie night or planning a coffee morning, were purposefully straightforward, inexpensive, and community oriented. This increases the possibility of involvement by making participation seem accessible to both individuals and groups.  
The main objectives of the blog and the social media posts were raising money over the winter and promoting wellness programmes that assist those who are homeless. By addressing mental and emotional wellbeing, a crucial but frequently disregarded component of homelessness services, the yoga post aimed to demonstrate how Crisis goes beyond emergency assistance. In the meantime, the fundraising post made it apparent how crucial public participation is in supporting Crisis in providing necessary services by encouraging donations and participation in fundraising events.
I used a variety of strategies supported by the philosophy of digital marketing to engage the audience. Strong headlines have been utilised to instantly grab readers' attention, which is essential on sites like Instagram where users scroll swiftly. Empathy and connection were fostered by emotional storytelling, particularly through James's statement. Visual content was chosen to reflect warmth, calm, and community values that align with Crisis’s mission. Call-to-action components, such as questions, hashtags, and requests that viewers tag the charity, boosted engagement and promoted sharing.
To measure the effectiveness of these posts, I would track engagement metrics such as comments, likes, shares and saves on Instagram, as well as click-through rates to the blog. On the blog itself, success could be measured through page views, time spent on page, and conversation actions such as registering for classes or downloading fundraising materials. furthermore, tracking the quantity of contributions or fundraising sign-ups linked to the campaign would offer tangible evidence of its effectiveness.
If I were to repeat this project, I would utilise more multimedia, maybe including participant interviews or brief movies to increase authenticity. Additionally, I would use Instagram stories for real-time updates and behind-the-scenes content, and I would experiment with different publishing timings. The reach could be increased by collaborating with local organisations or influencers. With everything considered, the posts effectively combined narrative, emotional, and practical advice, significantly improving Crisis’s goals and audience engagement approach.
To conclude, Crisis’s communication objectives were successfully aligned with audience demands, emotional motivators, and digital engagement trends through the smart use of Instagram and blog contents. The blog illustrated both the immediate impact of Crisis and the easily accessible ways supporters can give by combining narrative, useful advice, and straightforward calls to action. Tracking metrics such as engagement, click-through rates, and fundraising outcomes would provide meaningful evidence of effectiveness. Future enhancements might include more variable posting schedules, expanded collaboration, and better multimedia. Overall, this project highlights how thoughtful digital strategy can strengthen awareness, encourage involvement, and support Crisis’s mission to help people experiencing homelessness. 
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