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Blog 1 word count: 391
"Education is the most powerful weapon which you can use to change the world."
                                                                                             Nelson Mandela (1990)
Every child deserves access to education, regardless of their background, ability, gender, or where they live. At UNICEF, our mission is to help every child by making education and learning opportunities more accessible. We truly believe that education is the key to providing a brighter future for children in need.
In 2025, an estimated 272 million children and young people are out of school, according to UNESCO. In low-income countries, around one in three children cannot afford education, and in some African regions, the figure is even higher — more than half of all children do not attend school.
For children with disabilities, accessing education is even more difficult. But together with your support, we can change that. Our goal is to provide innovative digital learning resources that meet the needs of every child and help them grow confident, capable and reach their full potential. Interactive digital text and audio books, online courses and different learning platforms can help these children access education and enjoy learning without barriers.
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 We want to make a difference, so join us at our charity event and help transform the lives of children through education. In partnership with Storyteller, we are raising funds to provide textbooks for children with different needs. These digital textbooks are fully adaptable to meet the individual abilities of each child. Audio description is provided for kids who are visually impaired or blind. For those who are deaf or hard of hearing, sign language support is included. Also, a wide range of activities is available for children with learning disabilities, ensuring that everyone has an equal access to education. The event will take place on Saturday,29th November at 6:00 pm at the Carmarthen Community Hall. There will be a range of activities, including quizzes, a tombola, and guest speakers who will raise awareness. Tickets are just £5 and all donations will go directly towards purchasing these textbooks. 
Scan the QR code to get your tickets today:
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Share with friends, come along, bring the family, and help us make a difference. Because every child deserves the chance to learn — no matter who they are or where they come from.
Join us, spread the word, and be part of the change. Education truly is the most powerful weapon.
[image: ]
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“The nature of humanity, its essence, is to feel another's pain as one's own, and to act to take that pain away.”
                                                                                                               John Connolly
As a result of the ongoing conflict, Sudan is experiencing one of the worst humanitarian crises in its history. The children are the most vulnerable and are suffering the most. Many have been forced to leave their homes, separated from their families, and left without access to food, clean water, healthcare, or education.
More than 14 million children in Sudan urgently need help. Families are struggling to survive, and children are at growing risk of malnutrition, disease, and violence. Every day, countless children go to sleep hungry, scared, and uncertain about their future.
The infrastructure has been destroyed, and the healthcare system has completely collapsed. As a result of extreme poverty and poor living conditions, diseases such as cholera, malaria, fever, and measles are spreading rapidly across the country. Thousands of children in Sudan are in urgent need of vaccines and basic healthcare. Without immediate help, their lives are at risk, and the chance of an outbreak is high. The European Civil Protection and Humanitarian Aid Operations agency report that nearly 4 million children under the age of 5 are suffering from acute malnutrition and are without medical treatment. More than 770,000 children are at immediate risk of dying from starvation. These children deserve a chance to grow up healthy, to play, to learn, and to dream — but without urgent intervention, many will not survive.
Meet Yasin:
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He is only two years old, but Yasin is suffering. He is severely underweight because he does not get enough food every day. He hasn’t received his vaccines, and his life is at serious risk. No child should have to face this. No parent should watch their little one struggle to survive.
And that is why at UNICEF, we are on a mission to provide necessary vaccines and health support to children in Sudan. Your donations can bring hope and life-saving relief to children like Joshua. Give once or set up a direct debit-whatever you choose, it will make a difference. Click on the link below and donate:
This November, choose to stay for children in crisis - every day. | UNICEF Global








Reflective essay
Word count: 795
To stay effective and achieve their objectives, nonprofit organisations have adopted new marketing approaches to target their audience more successfully. Hyde and Mitchell (2024) note that digital engagement with supporters is now the default, not the exception. Social media and blog writing have emerged as powerful tools in modern marketing. They help charity organisations keep up with digital trends, reach wider audiences, and build stronger relationships with supporters (Purbey, 2020). This essay reflects on two blogs created to support UNICEF’s mission. It also explores how marketing strategies were used to encourage donations for different causes.  
[bookmark: _Int_9VNAiVex]Each blog was created with a clear marketing purpose: to raise awareness and encourage donations to UNICEF. Fundraising is an essential part of nonprofit marketing that aims to attract volunteers, but it also involves building a good image and lasting public relationships (Bennett, 2023). The topics in both blogs have been carefully chosen to address critical and sensitive issues, highlighting the urgent need for support. The first blog focused on the importance of access to education for children with disabilities, whereas the second addressed the urgent need for healthcare and vaccines for children in Sudan. These topics align with UNICEF’s mission to protect the rights and improve the quality of life for children and young people in need. When creating the blogs, I applied key principles of nonprofit marketing and digital engagement to inspire empathy and drive action. Unlike commercial marketing, the goal of social marketing is not profit, but to benefit society and improve public well-being (Mayasari, 2012). Therefore, marketing a non-profit organisation is wildly different from marketing a commercial organisation (ADA, ALTIN and PIRNAR, 2022). However, in both types of marketing segmentation and targeting remain essential tools for effectively reaching the intended audience. With this in mind, I considered who would respond to my appeals. I realised that effective segmentation is essential to reach the right audience. As noted by Gatewood (2022), effective segmentation in non-profit marketing increases support, trust, and funding from the organisation's target audience. I have identified that the primary target audience for my blogs would be potential donors, socially conscious individuals, and volunteers who are motivated to support UNICEF’s mission. To achieve the set goals, the blogs relied on clear communication, emotional connection, trust-building, and strong calls to action (Team, 2025). Reflecting on this, I began each post with a powerful statement or hook, followed by a main body that presents factual data from credible sources, real-life stories and photos, motivating readers to take tangible action through donations with a clear call to action at the end. According to Clatici (2025), a hook is the opening line of content that makes someone “lean in or walk away.” It is the most important part of a blog and serves three critical purposes: grabs attention, sets expectations, and creates attention. In both blogs, I used quotations from respected figures to capture attention. The first blog begins with Nelson Mandela’s words on education as a power to change the world. The second opens with a line from John Connolly that prompted readers to reflect on the nature of humanity, directly linking to the theme of compassion and action The main body of each blog presents actual data to sustain reader interest and deliver a message that provokes thinking and reflection on the urgency of the problems. I have also included relevant photos to illustrate key points and increase engagement. The personal story in the second blog connects emotionally with the audience to trigger their empathy and willingness to action. A study reveals that storytelling enhances audience engagement and encourages behaviours such as donating or volunteering, especially when readers perceive that their contributions can make a difference (Kaczorowska, Conduit and Goodman, 2023). To turn the appeal into action, I concluded each blog with a clear call to action. In the first blog, a QR code was used, whereas in the second, a direct donation link was provided. Additionally, in the first blog, readers are encouraged to share the information across social media platforms to increase visibility and engagement. As Martinez-Levy et al. (2021) state, potential donors must clearly understand how to contribute, and therefore, an engaging call to action is essential to capture their interest. To assess the effectiveness of both posts, five key metrics can be used: click through rate, conversion rates, engagement, average donation value, and donor retention (Mansfield, 2020). Tracking these indicators helps identify which strategies best inspire empathy, awareness, and contributions.
In conclusion, the creation of the two blogs demonstrates that when effectively applied, marketing strategies can support charity organisations in achieving their goals. Through strong opening, credible evidence, real-life stories and targeted calls to action, the blogs showcase how digital marketing can raise awareness, strengthen connections, and ultimately encourage donations for humanitarian causes.
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