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Blog Post 1 - Winter & Christmas: Heat or Eat?
For many of us, Christmas brings to mind warm fires and family meals. However, for thousands of families, it is a season filled with anxiety. Rising heating bills, increased food prices, and winter pressures mean more people than ever are relying on food banks for support.
At The Trussell Trust, this period is the busiest and toughest of the year. Every winter, food banks experience a surge in demand as families face the impossible choice between heating and eating. Yet, with kindness, community spirit, and generosity, we can ensure no one faces this season alone.
Why does support matter now?
Winter nights are long and cold, affecting families already under strain. Many parents choose to skip meals themselves so their children can have a warm evening meal, and some visit food banks for the first time. A small donation could be the difference between having food on the Christmas table and going to bed hungry.
How can you help this festive season?
Donate food and essential items.
The Food Bank is always looking for non-perishable foods and necessities. Think long-life items, UHT milk, tinned foods, and dried pasta.
Small donations go a long way.
Skip the gingerbread latte once a week; that small £4 might not seem much, but it could provide emergency food for a family in need. 
Get the office involved!
Organise a Christmas jumper day or go for casual office wear with a donation to your local Trussell Trust Food Bank. 
Help is a hamper away!
Winter is rough, but with a bit of togetherness, we can brighten even the darkest time in someone's life. Offering a small hamper of festive food to a Food Bank can make the winter not feel too harsh.
No one should have to choose between food and staying warm, not at Christmas, not ever. 
How to donate? 
 A small donation can mean a big difference. 
Donate a small extra essential item at your local supermarket or donate £5, £10 or £15 
HERE

Blog Post 2 - Help Us, Help You: What we do and how to do it.
At the Trussell Trust our mission is simple 'Ending hunger together'. This mission helps us not only fight hunger but to build stronger community bonds. 
The Trussell Trusts work revolves around one major goal, to make sure no one goes without food. Our goal is to ensure no one in the uk needs to rely on food banks to survive.     
Fighting hunger, one meal at a time.
At the heart of The Trussell Trust is our commitment to helping those who need it most. we are a community of food banks and we work with local councils and charities to help people pushed to their limits when they don't have the money and means to live on. We believe this can't go on! we provide practical support that gives people hope and skills to continue when times are hard.  
How do we do it? 
Our Collaborations. 
The Trussell Trust believe the strength of community is crucial. Working with local food banks, schools and other charities we have built an amazing insight into what people need during times of crisis. Together we offer a lifeline when it is needed most.
Our Volunteers.
At the Trussell Trust we couldn't do what we do. whether it is sorting through the food parcels donated or spreading the word about what we do at events, they are the driving force of The Trussell Trust. We are always looking for volunteers, whether it's for an hour a week to an hour a day, we always welcome a help in hand
Register to Become a Volunteer here! 
Our Support for You. 
Our partner food banks are open and available. We provide an open and safe environment of when people are in need. When in need we also support you in how to access and where to get the support you need. If you need help find you nearest food bank below.
Our local food banks   
Small Actions, Big Impact.
At The Trussel Trust, ending hunger together is not just a tag line, it's a way of living. It is working towards a future where no one should have to rely on food banks at all. The future begins with small steps taken by the masses. 
Your small actions have a big impact. If each of us contributes a little together, we can change a lot. Small donations ripple into a great change. Donate a little to do a lot here.

Evaluation of marketing theory that underpins your blog / social media site: 
E.g. How do your blog / social media posts help to market your charity? 
Who is the target audience and why were they selected?  
What is the objective of each post?
How do your posts engage the target audience? 
What call to action did you use?
What marketing metrics would you use to evaluate each post?

Both blog posts target two market demographics that share the goal of raising awareness and driving donations for the Trussell Trust. Each blog highlights the charities mission and tag line ‘Ending Hunger Together’ (Trussell Trust, 2025), and both are written to engage the community and foster support. This evaluation will emphasise the marketing theory that underpins each post. More specifically it will analyse target audience selection, post objectives, engagement techniques, and the potential marketing metrics that could be used to evaluate the posts success. 

Admirand (2025) alludes that targeting two separate groups is necessary because consumers are shifting their values quickly and traditional demographic groups do not necessarily align with these. This is also supported by Clarke et al (2024) who confirms that due to evolving customers it is essential to continue to monitor and adapt different segments to evaluate the effectiveness of reaching customers 

Blog post one ‘Winter & Christmas: Heat or Eat’ targets the wider public audience, particularly socially minded individuals with a diverse age range. The demographic chosen are public who are receptive to charitable appeals in the festive period, this uses the theme of giving and a increased sense of compassion that are heightened particularly in colder months and Christmas period. The blog post uses this to draw the demographics empathic understanding of the struggles faced by others during crisis, according to Yousef et al (2022) advertising appeals can either be rational or emotional, appealing to someone’s cognition or emotion. This demographic was selected due to the time in which the blog is to be posted. The post is suggested to be published during the start of the Christmas period and would convert emotional awareness of the charity to action in the form of smaller, manageable donations such as monetary or food contributions.

In contrast, Blog two ‘help us help you: what we do and how to get involved’ is more appealing towards a specific audience that includes potential volunteers and community partners. This demographic may be already involved or aware of the charity but are looking for more information and engagement from them. Carter (2025) mentions that the emphasis on a longer term commitment is supported by the need for clear communication and meaningful opportunities to ensure a sustainable and motivated volunteer base. By addressing both demographics, each post works in partnership to largely cover most demographic groups. 

Blog 1 has a clear outlined short term objective of generating donations during the Christmas period. This objective is heavily reliant on consumer action, by using the winter struggles to generate donations of both monetary value and physical donations in the form of ambient stable food products. The post uses both educational and persuasive methods to ensure the objective is achieved.

Conversely, blog post two outlines the need for longer term objectives in building a volunteer network with focus being on educating the targeted demographic, assessing how they achieve these goals. The post looks to inspire and expand the readers knowledge of how they can perceive themselves being part of the charities goal pursuit. 

Publishing both blogs on a single platform ‘blogger.com’ would address both the immediate needs and long term goals of the charity. However, if these posts where to be publish on separate digital marketing platforms they would highlight the needs of the charity successfully. 

Both posts have clear and defined call to action, identifying the needs of the demographics the call to action requirement is changed. In blog one the call for action is more directed at consumer friendly actions such as donations and locating where donations can be made. This post encourages the user to make small changes and highlights the fact that small donations from many can create a large impact on the charity’s goals. Blog two uses a more community driven call to action highlighting the need for more than just one off donation but rather a longer term and extended involvement from the reader. 

In both posts the main marketing evaluation would be in the form of click through rates of the hyperlinks attached within the post. However, both click through rates can be used independently focusing on what links were used and how long the user stayed on the page. 

In blog one this use of the donate now link could be used to highlight the amount of donations raised during the festive period. This create a base for a follow up post that is used to inform the demographic type of amounts raised however this would be a key indicator of the post’s success. Gibson (2024) affirms that using click through rates as a key indicator of effectiveness can be used to not only measure but analyse data from a link. Matching blog one, blog two has a clear evaluation matric using click through rates but can benefit from highlighting the number of volunteers signed up during the initial stages of the blogs post.  

In conclusion, the combination of emotional persuasion and the need to long term help both posts include actionable call to action, create an engaging and emotional storytelling and target a wide range marketing demographic. Ensuring both posts have the potential to create a reasonably successful outcome for the charity. 
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