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Post 1
Help is a right, not a reason for shame.
Life can change quickly, 
and sometimes everything feels like it’s falling apart. 
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Losing a job, facing bills, going through a breakup, welcoming a new child, or dealing with illness — any one of these can make things difficult. No one can be ready for every challenge, and it’s normal to struggle. We're just human beings who don't always cope.  Acknowledging this is the first good step, the next is reaching out for help and showing courage. It's not shameful – it's our right, the right to a meal, the right to life.



It's shameful that in these times, people have to choose
between food and paying the bills.

And that's where our organisation comes in. This is a place where you can receive help. People who came here not long ago had stable lives. Many of these people were afraid to walk through the door, afraid that someone would see them or consider them inferior. These are not anonymous individuals. These are our neighbours, colleagues, coworkers. The stories you're about to see are from people who never thought they'd come here. They're not meant to shame anyone, but to show you that if you're in a similar situation, you have the right to ask for help.
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A couple that worked 
              hard.  

They both lived a stable life together until everything changed. The man lost his job, and in March 2021, his partner lost hers as well.

It was a true disaster.
They were so ashamed that they hid the hopelessness of their situation. A problem with Universal Credit only made things worse, leaving them without any income for two long months.

In desperation, with only two potatoes, beans, and a can of soup left in their home, they picked up the phone and contacted Nantwich Foodbank. The couple said that the volunteers' understanding and lack of judgment helped them feel better about themselves. Within 24 hours, volunteers brought them food, basic necessities, and listened to them with empathy. With the Foundation's help, they didn't lose their home, and now that they are stronger. They both have employment again. 

Anyone might need help.  That's nothing to be ashamed of.
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Click on '' more stories'' to read more
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                                                             Click on ''get help'' to get immediate help

Follow us
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Post 2
Holidays Without Loneliness - Join the Trussell Trust table  
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AI-generated content may be incorrect.]Will you spend some time with us this Christmas?
 

____________________What are we doing___________________


Cooking and Gathering:
We are seeking volunteers to come to our Swansea centre to help deliver a warm, homemade Christmas Eve dinner. After that, we'll sit down with the community members we support every day to celebrate the evening.
Breaking down barriers : The most important thing!
The goal of our event is to bring together "donors" and "recipients." We want to show that those in need are our neighbours, colleagues, and friends, and that coming together is the essence of our work.

When: 24/12/2025 ,  5pm-9pm
Where: 97 High Street, Clydach ,SA6 5LN
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      to become an elf                            to donate money                            to donate food




Donation / Christmas Eve / Charity / Hunger UK / Swansea




















Evaluation of marketing theory that underpins your blog / social media site: 

1.0 Introduction
This evaluation is a written analysis of a tactical social media communication campaign created for the Trussell Trust. The goal of this organisation is to end food poverty in the UK. According to Kotler and Armstrong (2019), marketing emphasises the process by which companies create values for customers and build strong relationships with them to, in turn, obtain value from the customer. For the Trussell Trust the concept of ‘’capturing value’’ is interpreted differently. It is not about financial gain. Instead, marketing success is based on how effectively it helps the Foundation achieve its mission goals and builds relationship that benefit both the Foundation and the groups that benefit from its work. 
2.0 The Role of Marketing and Stakeholder Analysis
2.1 The Context of Charity Marketing
The Trussell Trust's work requires a marketing approach that focuses on balancing value for the multiple groups impacted by its work. From a marketing perspective, the Trussell Trust must simultaneously address the needs of its internal customers, which are volunteers and staff, and external customers which are beneficiaries and donors. The Foundation's success depends on balancing these competing demands (Blythe and Martin, 2019). One in six UK households did not have enough food in 2024, which showed how important it was to act right away (Trussell Trust, Hunger in the UK Report, 2025). 
2.2 Stakeholder Needs and Value Creation
Post 1 is aimed at people who are struggling to afford food but feel ashamed to ask for support. The post uses a personal, empathetic headline and a warm, human image to normalise asking for help rather than portray beneficiaries as passive victims.
3.0 Applying Marketing Mix and Engagement Tactics
In the context of a non-profit organisation, marketing aims to create value for various stakeholder groups, rather than generating financial profit.  Beneficiaries need help with food, but they do not want to feel ashamed about asking for it. On the other hand, donors want clear proof that their money will be used wisely. Volunteers also want to find ways to spend their time in the community that are valuable and fulfilling.
3.1 Engagement Strategy
According to Jobber and Ellis-Chadwick (2020), the effectiveness of a campaign in terms of promotion and placement is associated with the Marketing Mix. My campaign utilises two key elements which is Promotion and Place. The choice of communication strategy is deliberately non-commercial, focusing instead on building trust and brand reputation. Post 1 uses a personal narrative to tackle the shame associated with seeking support, fulfilling the marketing function of empathising with the customer. Post 2 uses the emotional context of Christmas to promote volunteering and donation activities.
The Place element is expertly used by the Call to Action which shows the user the direction to the right action like making donations. The clear distinction between the CTA in Post 1 and the CTA in Post 2 demonstrates effective segmentation of traffic and precise channel management. This ensures that the right product is available to the right customer at the right time.
3.2 Segmentation and Target Audiences
Segmentation divides the market into groups of people with similar needs, enabling messages to be tailored to each audience. Post 1 is directed to people who are lacking food and are too ashamed or scared to ask for help. Post 2 is directed to anyone who might want to volunteer or donate money, especially around Christmas when they have time or finances to donate. Using two different posts allows the charity to adapt the tone and CTA to each segment.
3.3 Audience Engagement – Post 1
Post 1 normalises asking for help by using the phrase "Help is a right, not a reason for shame" and a calm, understanding tone. The opening line works as a hook by directly challenging the feeling of shame and inviting the reader to keep reading. A short success story and an image of two people together help show that anyone can ‘hit upon hard times.’ This reduces fear and blaming yourself. 
3.4 Audience Engagement – Post 2
Post 2 includes Christmas pictures, cheerful colours, and the warm heading to make people feel welcome. The question ‘Will you spend some time with us this Christmas?’  is a hook that speaks directly to the reader and makes them desire to be a part of it. The post concludes with three different buttons at the bottom which let viewers choose to become a volunteer or donate money or food. This approach makes sure that the activities that are provided meet the supporter's exact reason for supporting.
4.0 Measurement Metrics/KPIs
Evaluation of effectiveness requires the establishment of measurable success indicators, known as KPIs. Key metrics must include multiple ways of navigation because posts are spread out over different communication channels. The ability to separate traffic and send users to the right place is how success is measured. 
4.1 KPIs for post 1 - Overcoming Shame
The primary objective of Post 1 is to challenge negative perceptions and encourage those in need to seek support. This requires effective communication to achieve desired behavioural change (Fahy and Jobber, 2022). The key metric for this post is Click-Through Rate, also known as CTR. The measurement must be tracked across all distribution channels to assess which Place is most effective at generating the conversion action.
The second metric is the Bounce Rate on the landing page. This metric measures how many users clicked the CTA but then immediately left the Foundation's website. A low Bounce Rate indicates that our message was effective. This interpretation is consistent with how Bounce Rate is used. In health and social content, it measures deeper user engagement. A lower Bounce Rate indicates that users want to explore the page further rather than immediately leaving (Ashton et al., 2021).


4.2 KPIs for post 2 - Resource Generation
Primary objective of Post 2 is to generate resources by recruiting volunteers and attracting donations. This metric measures the efficiency of the Promotion element in converting engagement into tangible resources. Furthermore, Reach and Impressions are essential KPIs. 
























Reference list
Ashton, L.M., Rollo, M.E., Adam, M., Burrows, T., Shrewsbury, V.A. and Collins, C.E. (2021). Process Evaluation of the ‘No Money No Time’ Healthy Eating Website Promoted Using Social Marketing Principles. a Case Study. International Journal of Environmental Research and Public Health, 18(7), p.3589. doi:https://doi.org/10.3390/ijerph18073589.
Blythe, J. and Martin, J. (2019). Essentials of Marketing. 7th ed. [online] Harlow, United Kingdom ; New York: Pearson Education. Available at: https://r3-vlebooks-com.ezproxy.uwtsd.ac.uk/EpubReader?ean=1781292298801 [Accessed 17 Nov. 2025].
Fahy, J. and Jobber, D. (2022). Foundations of Marketing. 7th ed. London: McGraw-Hill UK Higher Ed.
Jobber, D. and Ellis-Chadwick, F. (2020). Principles and Practice of Marketing. 9th ed. [online] Maidenhead: Mcgraw-Hill Higher Education. Available at: https://r4-vlebooks-com.ezproxy.uwtsd.ac.uk/EpubReader?ean=1781526847249 [Accessed 17 Nov. 2025].
Kotler, P. and Armstrong, G. (2019). Principles of Marketing. 8th ed. Pearson UK.
Trussell Trust (2025). Hunger in the UK. [online] Trussell Trust. London: Trussell Trust. Available at: https://cms.trussell.org.uk/sites/default/files/2025-10/hunger_in_the_UK_oct25.pdf [Accessed 17 Nov. 2025].



image1.png
“ (

_ ==.=





image2.png
el

yone can hit upon





image3.png
MORE STORIES




image4.png
GET HELP @@




image5.png




image6.png




image7.png




image8.png




image9.png
N’

.:. ::‘:.". ’\‘\(‘)
B A = =l

i, - ‘\rl
I 4

Trussell

Ending hunger together

BT




image10.png
Want to become a

O 0
" Christmas EIf? d
R A
\ #

1

{ Your skills are invaluable! {
n. We're looking for people to: (

b

) §

. %ﬁelp with cooking and serving |
r * \
\

" -
| + Create a festive atmosphere. |
y ‘ %!
Q/ ~ | Conversation and ‘(a
R 0

ol s - build relationships!





image11.png
\ Or maybe :
\‘j a Secret Christmas EIf? ° /&

)
) ’\ When you can't come but want to help /' 8
‘ i ‘ R
[\

X

§ To make this evening f
special, we need :

/

+

Food

+

h

\
+ Financial support \

/.

\ { P ~ To buy fresh veggies, 8 ;
Q ‘/ fruits and decorative items \‘ 8
' 4 \ \
ol § 810

Links provided below this picture





image12.png




image13.png




image14.png
DONATE @




