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Post One
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Last Year, our community of food banks distributed 2.9 million emergency food parcels.
Too many people are suffering and facing impossible choices between heating and eating, and every day our community helps those who cannot afford the essentials by providing support throughout a network of food banks in the UK.
Our mission is to end the need for emergency food. For us that means not only supporting people in crisis today but campaigning for long-term change; it's not a food problem, it's an income problem.
We are more than a charity; we are a community of people pushing for movement in change. Every food bank, emergency parcel or help we provide represents our compassion within our community that nobody should need a food bank to survive.

We matter because together we can push for change to restore hope.
Click here to read more on what we do to support those in need.

Post Two
The Power of Small Actions
The smallest gesture could be the biggest miracle on reminding someone they aren't alone.
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AI-generated content may be incorrect.]It's easy to believe that big actions require a grand gesture, huge donations or a life-changing decision. At The Trussell Trust, every day within our community of food banks we often see the smallest actions make the biggest difference to those in need. 
From a single tin donation, a volunteer and a short conversation shared, are moments that build our community to provide significant support to those who are worried about money and food and feeling overwhelmed.
 What if the small act of kindness today, can change someone else's day tomorrow?
Our mission and values are not only about ending the need for food banks, but it’s also about creating a community that is kinder. This may sound big, but it starts small with us, from our everyday commitment and willingness to care.
Remember this:
Every moment counts from conversations, acts of kindness and donations. They all provide a light for those in the dark. When your small actions come together, not only do they feed people, but it provides them with hope in the fight to end hunger.
How to Donate?
Just £5 or simply an extra item on your food shop at Tesco can impact someone else's day.
Donate Now on our website or alternatively find your nearest food bank 
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What is Marketing?
The marketing process is managed through identifying the customer’s needs, anticipating changes within the market and satisfying the customer requirements to sustain profitability (CIM, 2023).
Why Blogging?
While the marketing process is crucial, blogging is one of today’s trends in digital marketing, increasing a business’ outreach (.J and Varma, 2020). Most importantly it has a wide outreach for charities to provide information on events and other support systems, by actively involving techniques such as SEO (Search Engine Optimization) by using keywords in an effective way to raise awareness through further web visibility (Umam, 2024).
Importance of Marketing for Charities
Marketing a non-profit organisation, such as The Trussell Trust, is crucial to encourage donations and attract volunteers, working towards raising awareness of their cause and goals (Southgate, 2023). Thus, by effectively segmenting their targeted audience to meet the demands of their cause whilst engaging with their audience by forming emotional connections (Kolhede and Gomez-Arias, 2022).
Introduction to The Trussell Trust
The Trusell Trust is an anti-poverty charity, working together within their community of food banks supporting those throughout the UK, by providing emergency food parcels alongside supporting those struggling without sufficient income. 
Marketing the Trussell Trust Through Blogging
Whilst the use of the marketing mix is important for the objectives as stated below. The AIDA model (see Appendix 1 – AIDA model) was used throughout capturing the reader’s attention with a strong hook, building interest by educating individuals on issues affecting people every day generated through tone of voice, creating a desire of need to individuals by supporting and forming emotional connection, encouraging them to act by donating money or small items such a tin.
Blog objectives
The objectives of both blog posts are supported through elements of the marketing mix (see Appendix 2 – Marketing Mix), helping the Trussell Trust communicate its value, encouraging engagement and to achieve its goals (Prynko and Chudzian, 2017).
Each post clarifies elements within the marketing mix on how the message of the blog is communicated. It shows the product, which is providing emergency support, linking the people and physical environment of a community driven food bank seeking volunteers, reduces the price by stating the power of small actions, direct promotion of the place (where to find food banks) and actively explaining the process on the Trussell Trusts mission.
Call to action
Both blogs include clear call to actions, such as “donate now”, “find your nearest food bank” and “click here” actively directing the audience to engage and support the charity.
Target Audience Analysis 
Who’s the targeted audience and why?
Through examining marketing theories on segmentation, using demographic segmentation identifies the market and divides them into groups to understand the targeted audience based on variables such as, income and low social class (McDonald and Dunbar, 2010; Kotler et al., 2016) which are most relevant to the Trusell Trust. These variables are more likely to experience insecurities and require use of a food bank (Garratt and Armstrong, 2024).
Income variables are based on those with low or unsustainable income such as single parents and individuals facing unemployment or financial concern, as these groups are statistically more vulnerable to financial strain (Bull et al., 2023; The Food Foundation, 2024) as well as the low social class variable based on family income agreeing with Bull et al., (2023) on the impact of financial strain within a household. By identifying the targeted audience through demographic segmentation, both blogs target these variables.
How the blog engages with the targeted audience
	Blog One
Firstly, blog one acknowledges’ people’s real-life situation, from rising costs in heating and food stating nobody should choose between the two. As Kotler (1999) states that no company tries to sell its product to an irrelevant target market, so why should blog one engage with those who aren’t positioned within the segment. Engaging correctly through the demographic segmented market allows connection with those reading on a personal level. Whilst Kotler (1999) states connections on products should be relevant to its target market, Decker (2024) argues that it’s also about raising awareness and connecting your brand with people. Furthermore, connecting blog one on the target market and marketing strategies. 
	Blog Two
Secondly, blog two engages with the Trussell Trust demographic audience by connecting emotionally on the value of small actions. Kotler et al., (2016) views marketing should create emotional connection and value to its intended segment. Highlighting low cost and affordable ways to donate to the Trussell Trust, utilising appropriate tone of voice throughout to connect the reader with the community based on their small or large contribution. 
Marketing Metrics on Evaluation
Utilizing an online tool such as Google Analytics, can monitor the click-through rate made through the call to actions provided on the blog, alongside analysing if the content appeals to the targeted audience (Gibson, 2024) through donations or contributions made.
External challenges
PESTLE factors
PESTLE (see Appendix 3 – PESTLE) is an important external environmental factor that cannot be controlled and is essential to understand and analyse, as this will affect your marketing strategy, and factors such as the Economic and Social elements have a big influence to individuals in need of a food bank, as it determines the charities marketing approach (CIPD, 2025).
Economic
The marketing for the Trussell Trust blogs are influenced by increased economic pressure. Based on The House of Commons Library document (Francis-Devine et al., 2025) rising inflation and an increase in energy bills have had significant impact on households throughout the UK leading families rely on food banks. Furthermore, it states high pressure on the cost-of-living crisis faced in the UK. Adding additional demand for food banks, the blog aims to adapt to this factor within the marketing strategy of communicating urgency focusing on income insecurity, ensuring that it’s targeting to the demographic segment that are affected by the economy. 
	Social
Linking alongside the economic factor, the public’s attitude on poverty is rapidly increasing (Geiger et al., 2023). With greater public perception of poverty, increases individuals’ willingness to support through small actions as stated in the blog post. 
Analysis on Research 
Calling for the community support in tackling the income issues has been one of the main focuses on the blogs marketing strategy in targeting the low social class demographic segment.
Throughout both blog posts, extensive marketing theories have been applied to strategically communicate the impact on people today, raising awareness and encouraging engagement to the Trussell Trust. 
Through demographic segmentation, it identifies the needs of consumers most vulnerable to the economic impact on insufficient income. Additionally, linking the elements of the marketing mix and PESTLE factors to effectively market the vision and goals of the Trussell Trust, shifting individuals to the importance and awareness of the charity. Alongside utilising the AIDA model throughout the blog to grab the reader’s attention on the use of colour and a hooking sentence, with clear intention on encouraging readers to act. 
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Appendices 
Appendix One – AIDA Model
	What is the AIDA model
The ADIA model consists of 4 stages, Attention, Interest, Desire and Action (Two Teachers, 2023). It was designed to critically analyse the impact of campaigning, promotions and advertising while monitoring consumer behaviour and understanding their needs and wants (Prathapan, Sahadevan and A. K, 2018),
Why it matters in marketing
The AIDA model assists marketers to clearly structure their message, to motivate the targeted audience and influence their desire to act on a purchase or service (Phumsiri, Bua-In and Silpcharu, 2020). They go on to say that the attention stage is an attraction through eye catching pictures, sound or headlines. Further throughout providing information to serve their needs, clearly indicating solutions to assist the customer and stimulating their interests to become a need to purchase or require the service, resulting in motivation to act, prompting donations or support. 
The ADIA model has widely been adapted through additional stages such as AIDA and AI, additionally adapting to the shift in technology and personalizing offers for the improvement in digital marketing (Chakrabarty and Pandey, 2025).
Appendix Two – The Marketing Mix
	What is the Marketing Mix?
The marketing mix is a framework that guides marketers to decisions on how an organisation appeals to its target market (Borden, 1964), based on the 7Ps of marketing such as product, price, place, promotion, people, process and physical environment. 
Importance of the 7Ps in charity marketing
For non-profit organisations such as the Trussell Trust, the marketing mix framework effectively communicating its mission and values, throughout building trust and encourage engagement without a physical product (Adebayo, 2021) and promotes the social impact created through support, reflecting on the meaning of little pricing to create significant impact. Research further outlines that the main focus throughout the marketing mix such as promotion, people and process don’t relate to physical products or service but acts of kindness through raising awareness and ensuring accessibility to emergency services in a time of need.
Appendix Two – PESTEL
	What is PESTEL and why it’s important?
PEST or PESTEL, stands for political, economic, social, technological, legal and environment and is a tool used to analyse the macro-environment factors and it’s importance is based on these factors that organisations cannot control, and influence the organisations marketing strategy (Majekodunmi and Ahmed, 2024).
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