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Individual’s Blog 
Blog post 1
Small Steps, Big Change 
"Things You Can Do to Help Beat Heartbreak Forever”
Many of us have been touched by heart disease - maybe our parents, grandparents, friends or those we are the same age as. The British Heart Foundation (BHF) exists for a very simple reason-to help save families from losing people to heart and circulatory diseases. Every day their research teams work to find new treatments and to prevent heart attacks, strokes and other heart diseases.
But did you know that the BHF does almost all its life-saving work via donations and the public? Every pound raised, every event, and every t-shirt bought in their shops gets us one step closer to a world free from heart disease.
That is why I wanted to take some time in this blog to spread their message. You don’t have to be a doctor or scientist to help - small steps make a difference or you can say “every little help”. You could donate your unused clothes to a BHF shop, sign up for one of their charity runs, or perhaps organise a bake sale or community walk - every little bit helps support real research that saves real lives.
The BHF does great work educating people about heart health. Their website has many free resources with some amazing information related to staying healthy, looking after ourselves, and eating well - often the best way to prevent heart disease is to focus on the choices we make every day.
If you are reading this, perhaps take just a minute today to think about your heart health. Do you get enough exercise? Do you take time out for yourself to unwind? Have you looked at your blood pressure recently? Just those few questions are good steps forward. I would love to hear your ideas - how do you look after your heart health? Feel free to leave a comment and share your experience below. We can all help each other and support the British Heart Foundation to beat heartbreak for everyone. For more information and to get involved: https://www.bhf.org.uk/how-you-can-help   
#BritishHeartFoundation #HeartHealth #BeatHeartbreakForever #HealthyLiving #CharitySupport
Blog post 2
February is Heart Month - "Let's Make it Last!"
February is considered the month of love, with shops decorated and stocked full of Valentine's Day cards, chocolates and flowers. However, February is also Heart Month, a chance to show love in another important way, to look after your heart and help others affected by heart disease.
The British Heart Foundation uses February to promote awareness about the impact heart and circulatory diseases have on people's lives. One in four deaths in the UK are caused by these illnesses, and many of them are preventable. One of the main aims of the charity is to fund life-saving medical research, support families being affected by heart conditions as well as encourage people to choose the healthier option.
This year, the BHF are encouraging everyone to get involved, however big or small, from fundraising, volunteering or even just raising awareness online! That could be as simple as wearing red for a day, doing a sponsored walk or posting about heart health on your social media platforms. Just something small could get someone talking and remind them of the importance of heart health.
One of the most inspiring things about the BHF is that it links people together, with education and awareness on heart health. When you participate in a local BHF event, or donate to a BHF fundraiser, you are not only helping to raise money for research, but you are also joining a community, with a cause you care about. As a result of participation and donations, you are also assisting in providing funding towards the next medical research paradigm shift that will help save thousands of lives.
Instead of celebrating Heart Month by sending Valentine's cards and flowers, let’s try to think of other ways to celebrate, ways that matter. Go for a walk with a friend, make a healthy meal, check your blood pressure and, as above, it only takes one share about heart health on social media to encourage and motivate others to support the British Heart Foundation charity!
Let’s keep this going, what will you do this Heart Month to protect your heart and help others?
Leave your thoughts below and let’s motivate each other to live longer, healthy lives!
Together, we can beat heartbreak forever.
Find out how to take part or donate here: https://www.bhf.org.uk/how-you-can-help 
#HeartMonth #BHF #BeatHeartbreakForever #HealthyHeart #FundraisingForGood #HeartAwareness
Evaluation
When I first took the step to write blogs for the British Heart Foundation (BHF), my aspiration was to raise awareness about heart disease and encourage individuals to become involved in small but meaningful ways. As I developed the post's content, it soon became clear to me that my writing was not simply raising awareness of heart disease, my writing was also contributing to supporting the charity's marketing objectives. My posts are developed from the charity's core marketing principles and fit well with key proven theories such as the AIDA model, digital content marketing, integrated marketing communications, and socially responsible marketing. All of which serve to enhance the charity's efforts in engaging with the public and helping achieve their mission (Kotler, 2001).
One of the important ways in which my posts contribute to the charity's goals is through using the AIDA model. AIDA stands for Attention, Interest, Desire and Action. The AIDA model provides a framework for how we can structure our communication to evoke emotional reaction in readers, even inciting them to action (Baber, 2022). For instance, in my first blog, I started with a message that any person can relate with which was about how heart disease impacts us all whether it be our parents, friends, or even people our own age, that emotional hook grabs the readers' attention immediately (Iwamoto, 2023).
Then I add interest to the message by now highlighting how the BHF is mostly funded by donations from the public to accomplish their work. I illustrate simple examples like donating clothing, or taking part in a charity walk, or a bake sale; all of which mean anyone can get involved no matter their background or personal finances. These relatable small actions generate desire because it now feels as though they can really make a difference (Baber, 2022). At the conclusion of my posts, I provide actionable steps for the audience like visiting the BHF’s website or getting involved in Heart Month. Action taking is the final component of the AIDA model, prompting participation outside the blog (Kapoor, 2021). 
My blog posts also employ the characteristics of content marketing, which is defined as the sharing of helpful, motivating, or emotional content to connect with people, to build loyalty or motivate action, in this instance donating to the charity. I endeavour to write blog posts that not only educate but also empower. For instance, in my blog about Heart Month, I pointed out that February is not just about celebrating Valentine’s Day, but also about taking care of our own hearts, and helping others learn and do the same. I suggested simple and low-pressure ways to act, like wearing red or sharing a post online. This is a form of digital storytelling, which is the cornerstone of content marketing, and builds trust with the charity over time (Lopes & Casais, 2022; Tuten, 2022). 
Another key marketing philosophy I practice is Integrated Marketing Communications (IMC) principles. IMC requires that all the charities messaging (blogging, social media, events and campaigns) is integrated and send the same messaging. In both of my blog posts I kept the tone, message, and hashtags parallel. I also branded the charity throughout, where I continually used the phrase “Beat Heartbreak Forever” and linked directly to BHF’s website and donation pages. These are all small, but effective decisions consistently build the charities identity, and ultimately, brand awareness. When people see that the same clear message appears in different places, it increases memory and trust (Barger & Labrecque, 2013; Valos et al., 2016). 
My content also advances the notion of socially responsible marketing, using marketing for methods beyond transactions (donations or sales), and in this case, use them to create a positive impact in people's lives. In both of blogs, I provide tips for staying healthy like eating well, moving your body, and checking your blood pressure. I describe how important self-care and caring for other people is. Again, these reflect that the BHF is not just about money but also cares for people. This approach also develops deeper trust and long-term engagement (Laczniak & Shultz, 2021). 
I also believe that I write in a way that fosters a sense of community, which is very valuable in marketing today. I attempt to employ personal language; "we" and "let's" and ask that people share their own ideas or stories. When people can identify with your message and feel they are part of something bigger than themselves (especially for cause related charities), they are more likely to act and support the cause (Raciti et al., 2022). 
From a pragmatic point of view, I have also methodologically ensured that the blogs are easy to read and accessible. I use a simple and crisp language format, short paragraphs and direct hyperlinks. Using simple content for this purpose allows my information to reach more people and keep them engaged for longer (Koob, 2021). 
By inviting small, every day behaviours to contribute to a bigger cause, I also support (what marketers would call) behavioural marketing encouraging consumers to change their habits, or do a positive action of any type, without necessarily using pressure. When I encourage readers to donate their old clothes or to join a walk or even to check their blood pressure or family health history, I am supporting bigger behavioural change that do benefit the charity and benefit the individual also (Sudirjo, 2023). 
Ultimately, I have learned that structuring blog posts can be more than words or advise, it can be very valuable and a powerful collective marketing tool. Blog posts increase awareness, encourage action, and lead the British Heart Foundation to build a stronger relationship with the public. By applying the marketing principles of AIDA (attention, interest, desire and action), such as content marketing, integrated marketing communication (IMC), and social responsibility, I am supporting the charity to meet their short-term goals, such as fundraising; and long-term goals, such as increasing heart health across the UK. 
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