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Blog posts
Healthy Living is a journey, not a Quick Fix
When I first thought about “heart health.” I thought it would mean hours at the gym and eliminating every indulgence! But one of the best things I learned from the British Heart Foundation, was, heart health is about balance, making small, consistent changes really makes the biggest impact.
You do not have to become a vegan or run a marathon to be healthy! It's about what you do, daily, such as: prepare and cook meals at home more often, take the stairs, walk outside to get fresh air, manage your stress or even take 1-5 minutes to take a deep breath each day and pause.
The BHF has lots of free resources regarding heart health, including recipes on heart healthy meals, home workouts and mental wellbeing resources. The BHF's message was also simple! It is never too soon to start taking care of your heart health, or too late!
What is one small step you want to take this week to improve your health? Drink more water? Eat less processed foods? Take a 10-minute walk after dinner? Let's encourage each other's personal goals in the comments below.
Look at healthy living information: https://www.bhf.org.uk/informationsupport/support/healthy-living 




Fundraising Can Be Fun: 3 Easy Ways to Support the BHF
When we think about supporting a charity, we often envision a large financial gift or simply running a marathon. But sometimes, charitable work is about using our creativity and to simply have fun doing good. Fortunately, the British Heart Foundation (BHF) offers plenty of opportunities for anyone who is interested to join in and having an impact. Here are three SIMPLE ways you can support their mission this month.
Have a Wear Red Day: Get friends, classmates, or co-workers to wear red on a day of your choosing and donate a small amount of money. You can bake some red cupcakes, decorate your space, and even promote awareness while you have fun!
Donate Clothes: The BHF supports over 700 charity shops located throughout the UK. Clearing out your wardrobe to donate clothes is a wonderful way to support life-saving heart research and a way to support eco-friendly habits!
Participate in a Sponsored Walk or Run: No matter what the event is a 5k walk or a marathon, pennies per step, every step counts. And we can support our own heart health at the same time!
The best part? Every single pound you raise will contribute directly to heart research and support to save lives.
What kind of fundraising idea would you entertain? Let’s brainstorm ways to support the BHF and find a fun or personal way to do it!
If you would like to get involved go here: https://www.bhf.org.uk/how-you-can-help 


Evaluation of marketing theory 
The blog serves as a strategic marketing and communications tool for the British Heart Foundation (BHF), based on contemporary marketing ideas such as segmentation, targeting, positioning (STP) and a digital-first approach to engagement. This assessment considers the blog against the backdrop of nonprofit marketing theory, how it aims to reach intended audiences, what it seeks to accomplish, how it engages audiences, and the appropriate marketing measure to consider. 
Charity Marketing and Strategic Intent
The primary purpose of the blog is to publicise the BHF mission: to raise awareness of heart health and to encourage the public to get involved in fundraising. Not like commercial brands, a significant proportion of nonprofit organisations rely on cause-related engagement and value communication (Sargeant and Ewing, 2001). The blog pursues this purpose by utilising storytelling, and a mix of personal account along with educational material, and positioning BHF as a relatable, credible, professional, and responsible organisation. 
The use of storytelling to disseminate health messaging aligns with H2H (human-to-human) marketing (Kotler, Pfoertsch and Sponholz, 2021) as a fundamental principle of an empathetic and honest approach to brand communication. The blogs message moves away from the corporate message and leans into a personal and conversational writing style, reinforcing the human story behind heart health and fundraising. This style of writing engages readers on a personal level, and emotional connection is key to effective charity marketing (Sargeant and Jay, 2002).


Segmentation, Targeting, and Positioning (STP)
An essential aspect of the blog is the clear targeting and positioning. The blog primarily targets adults who want to engage in healthier lifestyle behaviours or charitable engagement, that may feel they are overwhelmed by traditional definitions of health or how to get involved in fundraising. This is consistent with demographic and psychographic segmentation, which focuses on people based on their lifestyle, interests, and values (Sharma, Kaur and Syan, 2021).
The blog establishes BHF as both readily accessible and community-oriented, which ultimately helps frame 'health' and 'charity' as within reach and relatable. This is consistent with contemporary literature that relates to new theories of marketing in the digital era about 'being human' focusing on authenticity and simplicity rather than aspiration and grandiosity (Berlian, 2022). It encourages “small, consistent changes” and “simple ways to support” - which furthers the shifting the burden concept and which in turn, lowers perceived barriers to taking action, a strategic element of health promotion and charitable appeals. 
Moreover, the positioning is bolstered by demonstrating the duality of value, enhancing both personal health and social good. Presenting a duality of value demonstrates a motivational hook to the reader (i.e., self-interest + altruism), a principle of human psychology and marketing strategies for nonprofits (Helmold, 2022). 
Engagement with Target Audience 
Engagement with the target audience is an important aspect of digital charity marketing and is harnessed well within the blog. Each post ends with an open-ended question prompting the reader to engage. For example,” What is one small step you want to take this week to improve your health?” or “What kind of fundraising idea would you entertain?”. These are referred to as calls to action (CTAs) which could help create a sense of community and drive a dialogue, the interaction is known to increase engagement and foster deep human emotional attachments (Putri, Tyas and Anggarani, 2023). In addition, the blog incorporates educational resources  for instance, links to BHF’s healthy living tools which serve to build the CRM value chain by increasing the quality of the customer (or donor) relationship through value-based content (Nemati and Weber, 2022). These links are not only valuable engagement resources but also part of the pathway to the BHF ecosystem, and they provide increased visibility and traffic to the BHF brand.
The blog also incorporates social proof in a soft manner; for example, it refers to the "700+ BHF shops" and "easy options for participation, including "wear red days" (subtle linking to social proof). These structures are constructed as strategies to encourage social inclusion and norm-based behaviour, which is known to elicit a willingness to donate or participate in cause-related activities (Bilgin and Kethuda, 2022).
Aim of Each Blog
Each blog introduces a new mediocre but aligned aim within a larger social media marketing funnel. The aim of "Healthy Living is a journey" is to create awareness and to educate. It introduces the BHF message and resources in an accessible tone and frame, that supports both behaviour modification and knowledge of the BHF. This awareness and interest phase of the marketing funnel could also align with Kotler et al. (2001).  
By contrast, the aim of "Fundraising Can Be Fun" is centred on conversion engaging the reader to act in a tangible sense either through clothing donation or fundraising or physical challenges. This is an enactment of the shift from engagement to action, which is significant to the distinctiveness of charity fundraising campaigns (Sargeant and Ewing, 2001). 
Both blogs use informal or influencer styled language and relatable tone, going back to the notion of relatability and trust as a phenomenon observed in some sites of social media marketing Joshi et al, 2025. The blog, while hosted outside of social media, also represents a similar post structure of Facebook or Instagram adopting shareability and reader identification aspects.
Conclusion 
In summary, the blog is consistently structured digital marketing asset, firmly grounded in nonprofit and digital marketing theory. Through the practical application of STP, affect engagement, value-based positioning and interactive content the blog commenced marketing the British Heart Foundation to their target audience. The outputs from each of the blog posts are all creating awareness and engaging with an intention to act; both on the modification of health behaviour parts calories and support with fundraising participation. 
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