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Words included in Individual’s Blog 
From Google Search to Real Change: Discovering Save the Children UK

While I was researching for information to use in an assignment on a charity, I found myself on the Save the Children UK website. I clicked on a link and stumbled upon a page full of stories and pictures of children who should be worried about homework and games on the playground; not war, hunger, or whether they’d even be able to go to school. I kept scrolling and reading, page after page, learning about the work Save the Children UK does to keep children safe, healthy, and learning in the UK and beyond, and somewhere in all of that scrolling, it stopped feeling like "research" and started to feel very personal to me. 
In my head, one year started. Start by sharing who Save the Children UK are with other students, then on to a silly Christmas Jumper Day on campus, then on to a spring event that felt more like a fun celebration than a task, and finally on to sharing long-term options;
Something to direct people towards so it didn't all just stop at the end of the term. If we can plan parties and socials, we can plan this too.
You can find them at https://www.savethechildren.org.uk ,explore fundraising ideas at https://www.savethechildren.org.uk/how-you-can-help/events-and-fundraisin ,read about Christmas Jumper Day at https://www.savethechildren.org.uk/christmas-jumper-day  ,and look into volunteering at https://www.savethechildren.org.uk/how-you-can-help/volunteer 
My call to action is simple: take a look at one of these links, share just one page, or set up a small fundraiser. One simple act of kindness you decide today could simply change a child's tomorrow.




Stories over Statistics: Engaging with Save the Children UK
Statistics can sometimes get lost in the background. What is much less easy to forget is a child's story.
Save the Children UK shares real stories about children who've experienced life-changing differences through access to healthcare, education and protection. Read something the organisation wrote that resonated with me recently,
Check out what we do & impact stories: https://www.savethechildren.org.uk/what-we-do  
What are we trying to convey?
That storytelling is a powerful way to prompt us to care and take action, and that it is naturally a part of Save the Children's communication strategy.
Who is this post intended for?
For anyone that feels overwhelmed by stats, but responds to a human story: students, parents, colleagues and community members.
How does this apply to our project?
In marketing sense, we would use emotional appeal and narrative framing, we may write,
A day in the life of a child before receiving support;
Hunger, no school, fear...
A day in the life of a child after receiving support;
Access to lessons, safe spaces and healthcare...
We are not looking to make anyone feel guilty for what they may or may not do, we are wanting to show that change is possible and that donations or campaigning matter.
When would this be most useful?
When we are "numb" to the constant bad news. One story that someone can relate to can cut through and inspire action.
We would love to know your thoughts,
Do stories engage you more in supporting a charity than statistics?
What balance of facts vs stories would you prefer in charities communications with you or about the organisation?
Comment below! Your feedback will help our team design future posts that have an emotional connection but also maintain respectfulness and informative content.

Evaluation of marketing theory that underpins your blog
Marketing theory underpins my blog, which aims to promote Save the Children UK and convert casual readers to supporters. I write mainly for students and young adults, as well as community members, that feel burdened by numbers but relate to humanised, actionable stories (Kotler and Armstrong, 2008). My blog posts would value to the reader such as seeing how sharing a link or holding a fundraiser can impact children's lives for the better (Kapoor, 2021).
I chose a storytelling approach because emotions play a powerful role in charity marketing. People often forget numbers, but they remember a child's story and the change in his or her life (AMA Baltimore, 2020). I contrast the 'day before support' and 'day after support' in a manner that demonstrates to my audience what donations and campaigning does (Beger, 2018). This aligns with the belief that honest stories can inspire a person to act while simultaneously preserving the dignity of the child being helped (Varey, 2002).  
The blog posts are also framed with the AIDA model of attention, interest, desire and action. I aim to attract attention at the introduction, which is often emotional, such as when I describe a child that should be contemplating homework as opposed to conflict or hunger (Yadav et al., 2025). I elevate interest with a brief overview of Save the Children UK program areas, such as education, protection and health (Aaker and Moorman, 2023). I then cultivate interest by informing them that change is possible and that fundraising, sharing content, or volunteering can make a difference (Bagus, 2023). Finally, I incorporate very basic requests, like adding a visit to the website or creating a mini event on campus, as simple calls to action (Ryan, 2016).
Because the blog is on the internet, digital marketing theories are relevant in this design of each blog post. I include links to Save the Children UK pages so they can quickly navigate from my story to organisational information and ways to help (Charlesworth, 2014). This notion is consistent with ideas about integrated marketing communications, an approach in marketing where channels work in an integrated manner to convey a unified message to create trust (Bruhn and Zimmermann, 2022). By keeping tone and the key messages aligned against the mission of the charity, I provide and support a clear imagistic representation of the charity (Perkins et al., 2009).
I also conceptualise the blog as a form of content marketing. The goal is not about 'asking' for donations, it is also about providing content that people would normally read and share (Koob, 2021).To facilitate this, at the end of segments I include questions, for example asking readers if they would prefer a story or statistics, in order to solicit a comment from someone, to start a conversation (Quinton and Fennemore, 2013).This bidirectional interaction can assist in establishing a feeling of community around the cause and can assist in transforming readers into allies as opposed to passive observers (Beger, 2018). 
Social media and digital skills are another element of my blogs theoretical basis. A significant number of students and young adults, experience causes first hand through social media channels, and there is also an identified gap for increased digital marketing skills in the charity sector (Royle and Laing, 2014), and through composing blog posts, using links, thinking of 'search and share', I am slowly trying to address that (Chartered Institute of Marketing (CIM), 2025). 
Every blog post has clear aimed and potential measurement. The “Stories over Statistics” post aims to shift thinking about charity communication, from being numbed to bad news to becoming more individually involved. I could measure page views, time on page and number of comments or shares to measure this post (Koob, 2021). The “From Google Search to Real Change” post had a clear aim to articulate my shift from an assignment to care about the cause, through a call to action to visit the links and initiate an initial small fundraising activity. Useful measurements from this post might be the number of click throughs to Save the Children UK pages, or how many readers share the blog (Ryan, 2016). 
I am also thinking of long-term relationships, as not just short-term responses. Marketing theory states that strong brands, build trust, consistency and ongoing engagement and not just one-off campaigns (Aaker and Moorman, 2023). By writing in a friendly first-person voice, I am attempting to create the blog as a conversation of a fellow student and not an advertisement. This portrays findings that, nonprofit communication should feel authentic and transparent that may assist and impact on loyalty and ongoing engagement (AMA Baltimore, 2020). 
Overall, my blog is based upon and guided by key concepts in nonprofit and digital marketing. I consider the storytelling and AIDA models to guide readers from awareness to action; in the context to align the blog to broader digital channels for Save the Children UK; and measures to understand effectiveness and socialisation over time (Yadav et al., 2025). By contextualising this theory into practice within my study, I am attempting to create blog posts that achieve the goals of my assignment and support a charity that works to keep children safe, healthy and learning around the world (Kapoor, 2021).
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