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Blog Post 1:
Support Ty Olwen: Your Donations Make a Difference
Ty Olwen Trust is dedicated to caring for cancer patients along with their families and loved ones, in the Swansea area. We are raising funds that go directly towards helping people fight cancer!
Sarah, 25, a young mother with severe cancer, takes care of herself. Generous donations allowed Ty Olwen to give Sarah advanced pain medication and mental assistance so her children could make memories. Your donations give Sarah a chance amid her worst times. Visit Stories from Ty Olwen | Ty Olwen/ for additional stories.

Target Audience: Swansea and beyond residents, families and businesses who care about cancer patients and their relatives. We want to develop a strong community of supporters by reaching out to cancer survivors and their loved ones. 

Bio-Behaviour: Ty Olwen Trust supporters want to help cancer patients and their families cope with the emotional and physical pain. They actively support charities by attending fundraising events, donating and promoting awareness.
How You Can Help
Support online: every little helps! Donate once or subscribe to give via our website.
Organise a Fundraiser: Use your creativity, bake, run, or host a community event for fundraising.
Business Partnership: Create a lasting difference to Ty Olwen by becoming an official corporate partner
Spread the word: Talk about what we are doing and how they can help on social media.
Join us, together we as a community can give cancer patients the care and comfort they need. When you give, you provide more than just a donation, you provide hope! Thanks for being part of the Ty Olwen community and always making a difference.
Take a look at our donation page today: Ty Olwen
Shine as a light for those in darkness.

Blog Post 2:
Ty Olwen Trust: Bringing Hope and Comfort to Families in Need 
Consider a family that is challenging with the brutal fact of a loved one diagnosed with cancer. It is heartbreaking and exhausting. Ty Olwen Trust work tirelessly to support these families through the toughest of lives, caring for them with a comfort and compassion that we pride ourselves on.
Attention: Mission is to provide a wonderful source of comfort for cancer patients and their families in Swansea and further. At the same time, they receive not only medical care, but also emotional and practical support. We strive to make certain that every patient has the best quality of life that is possible for him or her.
Interest: With sophisticated pain management, psychological support and holistic treatments we aim to address each individual. Further, we provide comprehensive bereavement support, guiding loved ones through loss with grace and empathy. The approach that Ty Olwen Trust has taken to providing both physical and emotional care in connection with cancer makes sure no one is going through this journey by themselves.
Desire: Whatever your contribution, it can change lives. The money we raise changes the lives of our patients, supporting their vital care and innovative treatments. We need your help to carry on bringing these important services to families in need and at scale.
Action: Take part by getting involved:
 -  Donate: Act now by creating an online one-time or recurring gift by visiting: Ty Olwen 
 - Fundraising: Host a community meet-up or fundraising activity
 - Volunteer: Volunteering your time and skills can bring about meaningful, long-lasting change.
 - Spread the Word: Help get the word out about all of our mission work in social media. Facebook: Ty Olwen Hospice Trust | Facebook
Together we can make it work. Donating to Ty Olwen Trust is a gift of hope, comfort and care. Thank you for shedding light during some of the darkest moments.

Evaluation of marketing theory that underpins your blog:
The blogs explain what Ty Olwen Trust does and includes a call to action to donate, fundraise or get involved directly in the local community. To inspire action, Blog 1, ‘Support Ty Olwen: Your Donations Make a Difference’ sought to build an emotional connection through identity appeal sharing Sarah's real-life story. In Blog 2, ‘Ty Olwen Trust: Bringing Hope and Comfort to Families in Need’, the wraparound support provided by the charity was presented as a lifeline for families navigating challenging times. The two blogs served similar purposes: promoting awareness of the overall purpose of the charity, getting people to donate and creating a community. Clear, cohesive messaging that is reminiscent of integrated marketing communication (IMC) principles enabled the blogs to identify and engage with its target audience.
Blogs targeted residents, groups impacted by cancer and organisations with social purpose interest. This consists of sensitive adults, or at least middle-aged charitable people. All these people care about community and social responsibility and they donate to meaningful causes. To align with these values, the tone of the blogs was empathetic and humanised. Blog 1 created an emotional bond based off Sarah’s story, Blog 2 inspired action by giving clear actionable steps to donate and fundraise.
To engage readers, the blogs were written around an AIDA (Attention, Interest, Desire and Action) framework. Headlines like ‘Your Contributions Matter’ were attention-grabbers while going into details on what Ty Olwen does kept the reader engaged. Blog 1 used emotional storytelling to instil a desire to help and clear calls to action (CTAs) for donations, volunteering and sharing on social media.
In Blog 1, Sarahs compelling story illustrated the difference donations make in cancer patients lives and formed an effective use of storytelling. This is in line with the results of Kaczorowska, Conduit and Goodman (2024) who demonstrate that emotional appeals in charitable marketing create empathy and catalyse behaviours to act on that empathy. The blog facilitated a deep emotional connection with the readers by improving the charity and prompted readers to donate. Linking to Ty Olwen donation page, other relevant websites and social media interaction activity are also part of the IMC, which is evident in these blogs. I felt that this type of integration gave a continuous experience for the reader and encouraged increased engagement.
Furthermore, the blogs were multi-tiered in terms of human motivation as demonstrated by Maslow’s Hierarchy of Needs (Gullen, 2020). One blog discussed physiological needs, emphasising the charity centre's modern medical care; the second addressed emotional needs by discussing psychological and bereavement support; and the third addressed self-actualisation in encouraging readers to give or volunteer for the charity as a way of fulfilling their need for meaning. By doing this, the strategy was able to provide for the core motivations of readers and reiterate the idea that Ty Olwen is committed to taking care of everything.
KPIs (Key Performance Indicator) were used to measure how successful had been the blogs. Determining how well audiences interacted with the page came down to these engagement metrics including likes, shares and comments along with CTR (click through rates) to the donation page. It tracked awareness metrics like more website visitors and growth in social media presence to measure how well it promoted the blog. Physical outputs, such as the increase in donations, volunteer sign-ups and corporate partnerships were key conversion metrics in measuring the blogs' measurement impact. These metrics had the availability of data from a few tools like Google analytics as well as social media insights so it was easy to modify future campaigns around it.
Emotional appeal versus Professionalism, one of the challenges faced during the building of these blogs was a combination of emotion and professionalism. I wanted emotionally stimulating content but I also needed to not compromise their professional image as a charity. Another challenge was encouraging online audiences to act right away instead of all the distraction around them. Finally, consistency of tone between and within posts developed critical to clarity and focus.
There is much to be improved upon going forward. Firstly, photography and infographics would make the post better, more engaging, less overwhelming than a depths of words can be. Secondly, having audience feedback via surveys or comments may help with the improvement of future campaigns. Further expanding social media reach through this method has potential to go beyond just using relevant hashtags, as well as reaching out to other local businesses could increase participation and neighbourhood involvement even more.
Therefore, the blogs worked towards fulfilling Ty Olwen’s marketing objectives by raising awareness of the charity services, generating emotional appeals and motivating direct action. By covering the emotional and practical elements of cancer care, it offered Ty Olwen as a trusted community resource. The blogs highlighted how thread in the form of strategic marketing through integrated marketing communication and effective storytelling can be deployed to collect support for charitable causes and grow impact.
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