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Blogs

How Your Future Employer Can Make a Difference for Save the Children

You may think of yourself as just a student right now, but you are also a future employee, this will give you more influence than you realise.
Many businesses want to be able to show that they value social impact and you can assist them in making Save the Children UK a charity of choice.
Corporate partnerships:  https://www.savethechildren.org.uk/about-us/who-we-work-with/corporate-partners/work-with-us 
What are we getting across?
Workplace giving and corporate partnerships can significantly increase the funds and awareness enjoyed by a charity and younger professionals can initiate those choices.
Who are we targeting?
Students who are about to graduate, graduates who have recently graduated and young professionals working either part-time or full time.
How can you act?
Here are some small actions:
Suggesting Save the Children UK as “charity of the year”
Nominate staff as 'charity champions' and get a workplace to participate in Christmas Jumper Day or similar campaigns
Organise a team fundraising initiative and use signposting materials produced by Save the Children UK
You can find out more about what Save the Children UK do here: https://www.savethechildren.org.uk/what-we-do 
When is this likely to be more effective?
We are most effective when your workplace is reviewing CSR (corporate social responsibility) decisions, conducting their annual charity campaign or consulting staff on charitable nominations.
In comments:
Does your current or past workplace support a charity?
What would help you convince colleagues or managers to back Save the Children UK?
Your thoughts will assist us to think more strategically about B2B marketing and how to communicate with businesses, not just individuals.


Fundraising at the University: Fun, Food and Real Impact

Fundraising doesn't have to be embarrassing or boring! All it takes is a little imagination and we can raise money for Save the Children UK and have some fun along the way! 
👉Some fundraising proposals:  https://www.savethechildren.org.uk/how-you-can-help/events-and-fundraising 
What are we communicating?
That anyone can host a simple event, a quiz night, bake sale, charity footy match or gaming tournament and to raise money for children!
Who's this blog for?
We're talking to student societies, sports clubs, course reps and SU officers, these are all individuals who already host events, all we would like to see is a charitable element there.
How we are going to make this happen? 
Our group is planning a mini "Year of Fundraising" on campus, including:
A themed quiz night with the entry fee from the quiz donated to charity 
A "Red Day" where you wear something red and donate £1-2 
A piece with a local cafe where they donate a tiny percentage of their sales 
We are going to promote all of this through this blog, posters, email lists and social media. 
You can even get involved locally! 
👉Community Fundraising:  https://www.savethechildren.org.uk/how-you-can-help/community-fundraising 
When? 
We want to schedule events during the quieter weeks of term so that you have time to participate, as well as work in at least one large event for Christmas Jumper Day! 
👉  https://www.savethechildren.org.uk/how-you-can-help/community-fundraising  
We need your ideas! 
What type of fundraiser would you actually attend? 
What days/times would work best for you for events? 
Please comment below and help us plan events that people enjoy AND that raise money for children.








Evaluation of marketing theory

The blog works in support of Save the Children UK using simple nonprofit and digital marketing concepts to reach students and young professionals. The intention is to inspire these demographics to fundraise and see how they could be useful to the charity in the future. This falls in line with the view that nonprofit communication should be people centred, their motivations and the mission of the organisation (Gaggin, 2024). The first post addresses university students directly, particularly in relation to societies, sports clubs and student union groups who already hold events on campus.
This represents audience segmentation, which is a key part of marketing, messages must be tailored to different groups (Kotler et al., 2001). The post makes the process of fundraising simple by associating it to student activities, such as pub quizzes and bake sales that students already enjoy. This act of making behaviour simple and desirable is combined in social marketing theory to support charities in generating positive behaviour (Kotler & Lee, 2008). The language is warm and informal, and this is aligned to new recommendations for nonprofits to adopt a systematic human centred approach to alleviate barriers and make participation feel like a natural extension (Bruhn & Zimmermann, 2022). 
This post also demonstrates integrated communication, as there is mention that events will be advertised through posters, email lists and social media. The use of multiple channels with the same message promotes visibility and builds trust, which is current digital marketing advice about operationalising marketing (CIM, 2025). The blog post concludes by inviting students to share their thoughts and times they prefer for events, creating a minor and non-significant form of two-way communication. Nonprofit messaging guidelines indicate that asking for feedback builds connection and helps the organisation learn more about its audience (AFP, 2025).
The second blog post speaks to a different audience: students nearing graduation, and young professionals who may enter workplaces soon, in which charitable decisions are made. Now the blog moves to a different mode of B2B marketing. In this scenario the blog encourages young employees to advocate for Save the Children UK as one of their workplace charity partners. Using digital content to influence organisations is consistent with research that demonstrates social media and blogs can bolster B2B messaging and reinforce opportunities to highlight their corporate social responsibility (Cartwright et al., 2021). The post shares simple actions like having colleagues suggest charity of the year, nominating charity champions or creating small fundraising events at work. This aligns with the literature on internal organisational influence (Wang et al., 2021).
By activating and endorsing corporate partnerships, the blog also builds and strengthens brand equity. Brand equity is a significant consideration for nonprofit organisations and influences how likely individuals and organisations will support them. When audiences feel a positive connection to the charity, they are more likely to engage and participate (Fagundes et al., 2023). In the second blog post, the author continues to create the connection discussed in the first post by demonstrating how workplaces can make a meaningful difference. This is aligned with strategic market management, which encourages organisations to establish invigorated long-term positions of strength amongst future decision-makers (Aaker & Moorman, 2023). 
Both posts have clear objectives. The first is seeking more student fundraising on campus; the second seeks for young professionals to motivate their workplaces to support Save the Children UK. The purpose of these blogs fits nicely within the guidance given to nonprofits regarding marketing; communication should aim for involvement not awareness (AMA Baltimore, 2020). The posts also do an excellent job of introducing very simple calls-to-action to the audience, which is a good way to demonstrate to readers what the next step is. In nonprofit communication, it is found to be most effective when the ask is clear and simple to follow (Gaggin, 2024).
The writing style the blogs has employed, is quite simple and direct. This method helps to maintain the attention of busy students and young working professionals. Short sentences and the use of friendly dialogue is a useful tactic in nonprofit marketing as it makes the content more accessible (Bruhn & Zimmermann, 2022). Additionally, the blogs include links to actual Save the Children pages which helps to create credibility for the charity, as well as add trust between the reader and the charity.
The comment sections of the posts are serving a function as well. The author asks readers to comment on ideas for future fundraising and their experience at their workplaces. This helps to develop a sense of community in the comment section and helps to entice readers to comment. In audience-centred communication, the target audiences should provide feedback into what they need or want from the organisation (AFP, 2025). The feedback will also inform future campaigns regarding what activities students or young professionals are most interested in.
The charity can measure the success of the blog by employing several marketing metrics. The charity can review some digital metrics such as page reviews, page time, link click-throughs and comments. Each of these are common digital marketing indicators used to compare online content (AMA, 2019). For example, if high numbers of readers clicked on the fundraising link to the Save the Children page, indicates a high level of interest. Additionally, if there is an abundance of comments, it also indicates high levels of engagement. This becomes more useful when page views are high but procured time is low on the blog content, which would indicate that the content needs to be more engaging.
There is also the opportunity to measure the blog postings against social media engagement: the number of shares, likes and reposts for each post is helpful in gauging how far the blog has travelled; this is an essential process for digital marketing trends (CIM, 2025). There is also value in offline metrics. These would include the number of student fundraisers that take place afterwards for the first post, as well as the number of workplaces taking part in Christmas Jumper Day after the second post. Nonprofit organisations are advised to measure both how their posts perform online and offline to gain the fullest understanding of impact (AFP, 2025).
In conclusion, the blogs draw on simple yet effective marketing strategies. The messages are targeted towards different audiences, use friendly and human centred language, supports integrated messaging, engages the audience and offers simple asks. Each of these aspects; supported the blog in gaining traction for fundraising now, and fostered relationship development that would benefit Save the Children UK in the future.
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