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Blog post 1
Poverty and inequality are deeply intertwined with issues of power, especially concerning gender. Women, girls, and individuals from diverse gender identities often encounter obstacles in areas such as education, income generation, personal safety, and leadership opportunities. Oxfam collaborates with local organisations to combat gender-based violence, enhance economic empowerment for women, and advocate for equitable laws and policies.
Learn more about Oxfam’s commitment to gender justice by exploring:
Global strategy: https://www.oxfam.org/en/what-we-do/issues/gender-rights-and-justice 
Work on women’s equality in Oxfam GB:  https://www.oxfam.org.uk/oxfam-in-action/women-equality/ 
These programs aim for sustainable change driven by local communities, ranging from women workers uniting for fair wages to providing flexible funding for women's rights groups.
Join the conversation:
What does achieving gender equality mean in your daily life, whether at school, work, or home? Have you participated in any campaigns or events focused on gender justice? We invite you to share your stories or inquiries in the comments section; we'll provide relevant resources from Oxfam.
You can also connect with Oxfam on LinkedIn to stay updated on our policy initiatives and impact success stories: https://www.linkedin.com/company/oxfam
Blog post 2
Climate change goes beyond just emissions; it also involves issues of justice. Those who are most affected, particularly individuals living in poverty, have contributed the least to this crisis but face the brunt of its consequences through droughts, floods, and storms. Oxfam is actively advocating for climate justice by urging both governments and major polluters to accept their responsibilities and provide support to those most impacted.
Discover more about Oxfam’s efforts toward climate justice:
UK campaigns and initiatives:  https://www.oxfam.org.uk/get-involved/campaign-with-oxfam/climate-action/ 
https://www.oxfam.org.uk/get-involved/campaign-with-oxfam/add-your-voice-for-climate-justice/ 
As students, we can take action by signing petitions, contacting Members of Parliament (MPs), and sharing campaign materials to encourage public awareness.
Engage in the discussion:
What climate actions do you find most pressing, investing in solutions for climate loss and damage, transitioning away from fossil fuels, or aiding climate migrants? Share your thoughts and tag someone who should be included in this conversation.
Stay updated with @oxfamgb for campaign news that you can easily share!
















Evaluation of marketing theory that underpins my blog
The blog serves as an essential digital marketing strategy for the charity Oxfam to raise awareness about climate justice and gender inequality. Digital marketing theory suggests that online content should be integrated with an organisation’s strategy, convey a value proposition, and lead to a meaningful engagement. The blog pursues all these aspects by supplying valuable information simply, while providing an opportunity for social action in line with the recommendations on digital strategies and management online (Olson et al., 2021). The blog builds Oxfam's visibility and communicates understanding by presenting global issues in straightforward terms and referring readers into Oxfam's campaigns.
Marketing for non-profit agencies has a distinct position compared to commercial businesses where the goal is not profit but to gain support and trust from the public and generate social behaviours characterised as positive. The statement is in line with the notion that marketing systems create awareness and behaviours that benefit society (Kotler, 1993; AMA Baltimore, 2020). The blog acts to meet this goal by breakdown complex topics and making it easy for readers to act. For example, the climate justice post describes how vulnerable communities are often hardest hit by climate change and accompanying petitions, links for advocacy actions. This supports the ideas associated with effective communications use in non-profit marketing theory that communications would help the audience feel better informed and empowered to act (Kotler et al., 2015). 
Studies in digital marketing have recognised the role of blogs in content marketing as facilitating trust for an organisation and clear representation of their mission (Chaffey & Ellis-Chadwick, 2019). The blog introduced here plays off this idea by including factually correct information, discussion prompts, and direct communication of Oxfam's commitments to social justice.
The target audience can be perceived to include young people, students, activists, and those with some current knowledge or interest in the environment and social issues. Marketing theory explains that it is essential to understand the audience, as it informs how content should be presented (Kotler, 1994). The blog is written in accessible language, accompanied by conversation provoking questions, and calls to action illustrating that this content is developed for those who are adept of online platforms.
This type of audience frequently interacts with content that serves its purpose to elicit engagement and sharing. Research in social media marketing summaries that online communication is effective when the audience views the content and it's intended engagement as relevant enough to help amplify the message to his or her peers (Castronovo & Huang, 2012), and that Oxfam's directs action appeals to the target audience by asking them to comment and tag friends and clearly instructing them to follow Oxfam's LinkedIn and Instagram channels for more informative content. 
The Chartered Institute of Marketing also states that current audiences expect content to be relevant to their values and engaging (CIM, 2025) and the blog meets these with its design and tone. 
Each blog post serves a purpose. Heuristic for digital marketing recommends that online content clarity is fundamentally important, so each message resonates with and supports a strategic intent (Chaffey & Smith, 2022). 
The climate justice post seeks to educate the reader about unequal impacts of climate change and call readers to action. The post provides links to campaigns, offers reflective questions around climate priorities, and provides encouragement for commentary and sharing. This method is consistent with recommendations for result-focused communication, where content must have some behaviour, we want to find ourselves doing, such as clicks to links, sign-ups, or conversations (Heinze et al., 2016). 
The gender justice post has a goal of raising awareness around global gender inequalities and promoting Oxfam's role in supporting women and gender-marginalised groups. Like the climate justice post, the gender post encourages the reader to reflect on their own experiences and contributes to this personal connection in part through encouragement to share stories or questions. This tone goes well with research indicating that relatable anecdotes and emotional engagement make for more compelling marketing communications (Eagle et al., 2020).
The blog demonstrates multiple approaches for engaging with the target audience. Integrated marketing communication theory states that effective non-profit communication entices the target audience to engage by providing an amalgamation of information-filled, emotional, and action-inviting messages (Henley, 2001). The blog contains these all-important elements:
· It is informative content about climate and gender-related issues.
· It is emotionally engaging by describing the real-life experiences of those impacted.
· It invites catalytic action by inviting readers to sign petitions, learn more, and join related discussions. 
Raising the level of engagement through these communication strategies is supported by research linking increased digital engagement to audiences being informed and extended an invitation to participate (Castronovo & Huang, 2012). Additionally, creating an opportunity and capacity for comments, questions, and sharing generates more chatter, which can improve visibility. Visibility is critical for charities that rely on public awareness to persuade policymakers about a specific issue or to develop supporters (i.e. funding or fundraising).


Marketing Metrics to Evaluate Blog Posts
There are many ways to evaluate blog performance when considering marketing metrics. Digital marketing research clearly defines performance measurement as essential to improve content in the future (Chaffey & Smith, 2022). Suitable metrics include:
· Traffic metrics (e.g. page views, number of visitors): measures how many just read the blog.
· Engagement metrics (e.g. time on page, comments, link clicks): measure how interesting the audience found the information. 
· Conversion metrics (e.g. number of users who signed the petition or explored Oxfam campaigns after reading).
· Sentiment metrics (e.g. tone) can help the understanding collect understanding of the public. 
Conclusion 
Overall, the blog performs on the premise of established marketing theory. The clear breakdown of organising the blog, communicating simply, and fully engaging the audience established support Oxfam's mission(s) and outlines meaningful in public action. In successfully using digital marketing burdened practices, the blog is a suitable tool for acquiring awareness, inviting discussion, and promoting social justice campaigns.
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