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Blog 
Volunteering with the BHF - Giving Time, Not Just Money
Not everyone can donate, and that is ok - because the British Heart Foundation needs time and energy to help raise funds. Volunteering is one of the most beneficial ways to make an impact.
BHF volunteers help in charity shops, support fundraising events, or simply raise awareness online. I spoke with volunteer in my local BHF shop in one weekend, and it was so positive. Meeting new people, learning to speak of the cause, and knowing each sale can help save lives, was very inspiring.
Volunteering does not only help others, it helps you too. You build skills, confidence, and a sense of purpose - and you can meet others who care about impact.

The BHF has volunteering opportunities for the UK, so regardless of your schedule or experience, there will be something you can do.
Would you ever volunteer for a cause? What type of work would be enjoyable for you?
See volunteering roles in your area: https://www.bhf.org.uk/how-you-can-help/volunteer 

“The Reason I Support the British Heart Foundation”
I decided to support the British Heart Foundation because of my grandfather. He had a heart condition for most of his life and I witnessed, first-hand, the impact medical research and support can have on a person’s story.
When he was first diagnosed, it didn’t look great. But, thanks to treatments developed through research - the same types of treatments that the BHF funds - he lived for many more years and was able to be surrounded by family. I will always be benefitting for that time.
So, it makes me very happy that the BHF’s message “Beat Heartbreak Forever” means something to me. It’s not just a message - it’s a promise, and one-day fewer families will have to go through what my family went through.

Supporting the BHF is personal. The donation is about more than just money; it’s about hope, science, and community. Any time someone donates or participates in a BHF fundraising event they are helping to fund another breakthrough.
What inspires you to support a cause? These personal stories can sometimes be what inspires us the most, so let us know below - you never know who you might inspire.
To learn about how you can help: https://www.bhf.org.uk/how-you-can-help 

Evaluation of marketing theory 
The blogs implement effective digital marketing strategies to help share the message of the charity. The blog is aimed at inspiring people to volunteer, especially those unable to donate money. The blog seeks to do this by sharing personal stories and emotional messages that employees, volunteers, as well as potential volunteers, can relate to and connect with the BHF. 
Purpose of Blog
The blog has two main objectives. The first is to raise awareness regarding the work of the BHF. The second is to encourage interested parties to get involved through donated time, as BHF believes giving time is like donating money. This belief matches the new-age digital marketing strategies that uses content marketing to inspire people to act (Chaffey & Ellis-Chadwick, 2019).
The story about the grandfather encourages a more emotional and personal theme, capturing a notion as to why the BHF would be an important charity. This is a modified example of emotional marketing, and marketing for donations and good causes usually works better than if you were just providing information (Egede, 2013; Abrorovich, 2023). People connect more easily with a charity they relate to, rather than reading about a charity needing assistance.
Target Audience and Marketing Strategy
This blog is intended for people who care about other people, but do not have extra money to donate. This could be college students, those with young professionals just starting out, or someone just looking to help and support a good cause. The organisation involved in the blog is using the STP method of marketing, or a more modern approach (segmentation, targeting, and positioning) (Romppanen, 2021; Santoso et al., 2024). Segmentation refers to grouping people according to shared qualities such as their age or lifestyle.Targeting is a step that involves picking the segment most likely to respond. In this case, we are targeting caring individuals who are socially aware and want to make a difference. Positioning is crafting the message to provide meaning or sense of accomplishment to a volunteering experience. The blog states "you do not have to give money to make a difference", which reduces barriers for those who want to do something, but do not know how.
Marketing Framework and Communication Choices
The blog is consistent with the analytics of AISAS: Attention, Interest, Search, Action, Share (Pelawi & Aprilia, 2019). It gains Attention with an intriguing heading, draws Interest with storytelling, giving links people can use to search for an actual role or volunteer position, and motivates Action with texting concluding with a Share story component (Bagus, 2023).
Content Marketing and the Value of Emotion in Storytelling 
The blog uses content marketing, instead of the paid advertising of the promotion element of the shared value model we have been using. Content marketing focuses more on storytelling and engaging with the reader more. It builds trust, making people feel like they are part of BHF, and have a vested interest in volunteering because of reading a personal story (Abrorovich, 2023).
The individual story, especially about the grandfather, is a strong piece of evidence for the power of storytelling. It promotes the notion of their work mattering in the real world. This facilitates what is known as H2H (Human-to-Human) Marketing, where consumers connect with the human aspect of a brand (Kotler et al., 2021). With charity marketing, presenting real people in real life is generally more impactful than simply using numbers and statistics.
Online Engagement and Interaction
The blog is more than a means of providing information as it proactively engages the reader to participate in the dialogue. For example, it asks participating readers "What motivates you to provide support for a cause?" This gives the blog an element of interactivity that is important in online marketing, or as Rachmad (2024) notes, engagement.
The blog likewise includes direct hyperlinks to the BHF volunteer page, creating ease and immediacy for action, which increases the chance that a prospective participant will sign up. When using emotional and interactive content, the likelihood content will be passed on multiplies significantly, thereby maximising the reach of the message; this strategises a greater impact on the prospective audience (Kingsnorth, 2025).
Supporting Social Change
The blog also provided elements of social marketing, an emphasis on engaging behaviour change for the betterment of society (Kotler & Lee, 2008). In this case, the behaviour change is to gain engagement from prospective volunteers. It is achieved by giving evidence that giving time can really make a difference and there is behaviour change in terms of thinking about charitable donations. The message itself is clear and encouraging. It doesn't suggest there is a need for cash, therefore making the opportunity that anyone can help, regardless of financial benefit. This builds self-efficacy for engaging participation and volunteering and empowers someone to be part of something important. This is an important concept in contemporary charity marketing.
Conclusion
Overall, the BHF's blog is more than just a personal story about someone connected with the Foundation; it is an important marketing strategy's digital marketing toolkit. It aligns nicely to clearly good practice utilising stories to create meaningful emotional impact, using clear interactive messaging, how and where to target using strong digital marketing notions, and finally providing what is important information on measuring success. Additionally, it is a great example of crafting a story engaging to drive action that combines the many elements of STP, AISAS, promotion mix, societal marketing and measurement of success. 
Leveraging people's lives and stories, the blog creates a deeper engagement between the audience and BHF as a charity, which increases the likelihood of engagement or advocacy relating to the cause.
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