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Blog Post 1:
 A Hidden Crisis: How One Simple Food Can Save a Child’s Life

What we’re communicating: The urgent need to support child nutrition programmes, particularly the use of Ready-to-Use Therapeutic Food (RUTF)
When: Timed around World Children’s Day (20 November) and linked to global hunger awareness campaigns
How: Through personal stories, emotive language, and a clear call to action
For whom: University students, staff, and young adults interested in global issues
When we picture global hunger, we tend to think of empty plates or food shortages. But for millions of children, hunger is not just uncomfortable—it is deadly. Severe acute malnutrition strips the body of its strength and immunity, leaving children dangerously vulnerable to illnesses that should be easily treatable.
The encouraging news is that this crisis has a practical and proven solution.
Ready-to-Use Therapeutic Food (RUTF) is a peanut-based paste enriched with essential nutrients. It is energy-dense, long-lasting, and requires no preparation at all—no clean water, heating, or refrigeration. This makes it ideal for families living in remote areas or regions affected by conflict and disaster. Organisations such as Save the Children use RUTF as part of wider nutrition programmes to help severely malnourished children recover safely at home.
Marketing perspective:
This type of communication relies on storytelling to build an emotional connection. By showing how a child’s health can be transformed with something as simple as a sachet of therapeutic food, the message becomes relatable and powerful. It places emphasis on the direct impact that support and donations can make.
A full treatment course costs roughly £25, yet many children still miss out due to funding gaps and limited awareness. This is where student communities can make a meaningful difference. By sharing information, running small fundraising activities, or simply spreading the message, we help ensure more children get the care they urgently need.
Do you think such a simple product can truly change lives? Share your thoughts below.
Call to Action:
· Donate Now – Provide lifesaving RUTF to children in urgent need
· Learn More – Explore how global nutrition programmes work
· Share this post – Help raise awareness of this preventable crisis


Blog Post 2
More Than Water: How WASH Programmes Secure Children’s Futures

What we’re communicating: The importance of integrated approaches to water, sanitation, and hygiene (WASH)
When: During Global Handwashing Day (15 October) and in line with UN water and sanitation campaigns
How: By using comparisons, accessible explanations, and community-focused messaging
For whom: Young adults, student volunteers, and those interested in international development
Clean water is something most of us barely think about—turn on a tap, and it appears instantly. For many children around the world, however, accessing water means long walks to unsafe or contaminated sources. Waterborne diseases and poor sanitation remain major causes of childhood illness and death.
To address this, charities such as Save the Children support WASH programmes, which combine improvements in water access, sanitation facilities, and hygiene practices.
Water:
Projects such as drilling boreholes or repairing community water systems bring clean water closer to homes. With less time spent collecting water, children—especially girls—have more time for school and study.
Sanitation:
Providing safe, private toilets in schools and communities gives children dignity and protection. For adolescent girls, proper sanitation facilities can make the difference between attending school regularly or missing lessons.
Hygiene:
Through creative and engaging sessions, children learn simple habits like washing hands with soap. These small actions dramatically reduce the spread of diseases such as diarrhoea.
Marketing perspective:
This post uses contrast—comparing everyday student experiences with the reality faced by children globally—to prompt reflection and empathy. Breaking WASH into three clear pillars also helps communicate a complex issue in a way that feels structured and easy to understand.
Ultimately, WASH programmes are about more than installing taps or toilets. They help communities build healthier, more stable futures.
Take a moment to think: how many times today have you used clean water without even noticing? Comment and share your thoughts.
Call to Action:
· Donate Now – Support clean water and hygiene protection
· Sign Up – Join our student network and get involved
· Share this post – Help raise awareness and bring others into the 




Reflected essay



Evaluation: How the Blog Posts Demonstrate Effective Marketing for the Charity

This evaluation discusses how the two blog posts function as strategic marketing tools for Save the Children, showing how they raise awareness, build trust, and encourage audience engagement. The posts are designed not only to inform readers about humanitarian issues but also to motivate them to take specific actions such as donating, sharing the content, or finding out more about the charity’s work. By incorporating storytelling and recognised marketing principles, both posts support the charity’s wider communication aims.
A useful starting point is the marketing mix, specifically the 7Ps. In a charity context, the “Product” refers to the social value created by donations rather than a physical item (Kotler and Lee, 2009). Both posts make this clear by illustrating the tangible impact a donation can have. The first blog presents RUTF as a life-saving intervention that brings a severely malnourished child back to health. The second blog frames clean water systems, safe sanitation, and hygiene education as essential components of healthier and more resilient communities.
By presenting these outcomes clearly, the blogs help potential supporters see what their contribution will achieve.
The “Price” element includes both the financial donation and any perceived emotional or psychological cost. Mentioning that a full RUTF treatment costs “around £25” provides a concrete figure, lowering uncertainty and using a behavioural anchoring technique shown to increase donor willingness (Cialdini, 2007; Bennett and Barkensjo, 2005). The “Place” is the digital platform where readers access the posts and follow embedded links straight to donation pages. The posts also act as “Promotion” by combining informative content with subtle persuasion—an approach widely used in charity content marketing to build credibility before asking for support (Higgins and Walker, 2012).
The posts also reflect the principles of Segmentation, Targeting, and Positioning (STP). They are written in a tone suitable for young adults, particularly students who value transparency and practical solutions. This audience often expects charities to show impact and competence, especially when many organisations compete for limited funding (Saxton and Wang, 2014). The posts meet this expectation by explaining how RUTF treatment works and how WASH initiatives are implemented in the field. This positions Save the Children as both knowledgeable and trustworthy.
Audience engagement is a key part of digital communication, and both posts make use of interactive elements. Each one ends with an open question designed to encourage readers to reflect and respond. This aligns with research showing that two-way communication increases trust, deepens connection with the cause, and improves online visibility (Shin, Pang and Kim, 2022). By prompting reflection and inviting comments, the posts move beyond one-directional messaging and help build a sense of community.
Both posts follow the AIDA model—Attention, Interest, Desire, and Action. They begin with relatable contrasts, such as imagining clean tap water versus walking long distances for unsafe water, or the difference between hunger and life-threatening malnutrition. These introductions capture Attention immediately. Interest is built through simple explanations of RUTF and the three WASH pillars. Desire grows through descriptions of positive outcomes for the children and communities involved. Finally, the posts provide clear Calls to Action (CTAs), including donation links, learning resources, and sharing buttons. Including multiple CTAs recognises that readers may be at different stages of readiness, which is consistent with modern donor-journey models (Sargeant and Woodliffe, 2007).
Another important feature is storytelling, which remains one of the most effective methods in non-profit communication. Both blogs use real-world examples without relying on distressing imagery or emotional manipulation. This aligns with ethical guidelines around humanitarian communication and reflects a shift towards hopeful, dignity-based narratives (Vestergaard, 2021). This approach helps build trust and ensures the charity is seen as responsible and respectful in its messaging.
Measuring the Effectiveness of the Posts
To assess how successful each post is, digital marketing metrics would be monitored. These include the number of clicks on donation links, time spent reading the post, engagement levels such as likes, comments, and shares, as well as the volume of traffic redirected to the charity’s website. Tracking conversion rates—such as how many readers move from viewing the blog to visiting the donation page—also helps determine whether the CTAs are effective (Chaffey, 2022). These measures provide a clear indication of how well each piece of content captures attention, encourages interaction, and leads to meaningful action.
Overall, the two blog posts are effective marketing tools because they combine emotional storytelling with clear, accessible information. They translate complex humanitarian challenges into relatable narratives while offering easy, practical ways for readers to contribute. By drawing on the marketing mix, STP, AIDA, and ethical storytelling, the posts support Save the Children’s goals of raising awareness, motivating action, and strengthening long-term engagement. They succeed in engaging the audience, guiding them towards action, and reinforcing the charity’s reputation as a credible and effective organisation.
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