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Company Overview

 Forever Manchester is 

relatively small, with an 

income of just over 

£3million. But each year 

85% of their income goes 

to fund and support over 

1,000 community projects 

which directly benefit over 

290,000 people.

A charity for people, 

Forever Manchester 

support grass root based 

community projects run by 

(extra)ordinary people. 

Relying on fundraising 

efforts from individuals, 

families, communities and 

businesses

THIS IS 
CHARITY 

THE 
MANCUNIAN 

WAY

Source: Forever Manchester



Industry Challenges

Level of Trust

Problem to 
Solve

InformationDONATION

The Charity

Source: Wolberton, 2004

The decision to donate money to 

charity is based on the level of 

trust of the person or organisation, 

according to the problem and the 

company that provides the 

information
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Project Aims and 
Objectives

Key Client 
Requirements

Increase awareness of Forever 

Manchester through digital platforms

 

Focus on their brand values and voice

 

Improve their Social Media content and 

bring it in line with their brand image

 

Be inclusive of all areas of Manchester

According to the brief provided prior to the 

meeting with th client and further discussion 

with Seventy7, the aim of this project will be 

to increase the awareness of Forever 

Manchester and the work they do in 

Manchester communities specifically over 

digital platforms. 

 

This should be attained by posting  content 

on each of the appropriate social platforms 

targeted at the platforms user profiles. 

 

The ultimate goal for Seventy7  is to create an 

integrated campaign for Forever Manchester 

that will live over web, social, Podcasts and 

outdoors.
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Business Context
Aim

To create campaigns & 

events which targets a 

diverse range of people 

from all walks of life to 

spread awareness to gain 

monetary donations from 

them in the long run  

“This is Charity… The 

Mancunian Way” 

Gives everyone in 

Manchester a sense of 

belonging that they are a 

part of the  Manchester 

family and to help one 

and other. 

To target high earners such 

as businesses which can 

donate a lot to the Forever 

Manchester.  Kelloggs & 

Barclays Bank are in 

partnership with them 

which creates a view that 

FM has high credibility

Focus Positioning
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To raise funds for 

community groups 

across Manchester 

Consists of 20 people 

in a team who are 

passionate & energetic 

in what they do

Have notable 

celebrities such as 

Jennifer Atkinson & 

Capital FM DJs 

at their events 

 Their initiative has been 

actively undertaken with 

at least one 

campaign/event 

a month 

Brand and Organisation 
Analysis

Goal

Company

Success

Future 
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They are the heart of 

Forever Manchester, 

they can help to support 

activities around the 

local area. 

Forever Manchester 

would like that students, 

teachers and parents 

are more aware with 

regards to community 

development and 

activity.  

Stakeholders

Community 

Groups

They are able to 

support  by donating, 

creating funds, 

sponsoring and 

holding fundraisers.

Business

Schools 

Source: Forever Manchester
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Current Social Media

. 

Current Features Importance 

Facebook 

Followers: 7,513 

Posting activity: irregular 

Content : good mix of videos and images, , with a few 

lengthy/ information heavy posts 

 

Instagram 

Followers: 2,215 

Posting activity: irregular 

Content: link to website available, use of hashtags can be 

improved (both relevancy and for often used)  

Lately- good mix of business oriented content and 

personal content 

 

Twitter 

Followers: 20.1K 

Posting activity: irregular; from no tweets in one day to a 

very high number of tweets the following day 

Content: could take more advantage of using hashtags in 

order to target specific groups and demographics  

The leading social media platform in 

the U.K. is Facebook, with 70.88% 

market share (Statistica, 2018) 

 

 

Social media platforms allow customers 

to engage with the brand. With that, 

companies can create a dialogue, while 

creating new connections with 

customers and building upon already 

existing ones. (Scott, 2010) 

 

 

Charities rely on communities, which is 

why Twitter makes perfect sense for so 

many organisations. Whether it is 

fundraising, upcoming events or 

updates on the organisation, Twitter is 

a great way for them to reach their 

followers. 

Use of hashtags 

Quality content 

Consistency and relevancy 

Mix of news, useful information 

and business activity while 

combined with a personal 

approach 

It’s informative  

Relevant to the brand and the 

audience  

Displays quality content 

Key Points:

A good post:
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Competitor Analysis

What they do: Vision/Mission

Support community groups 

& families those who are in 

need in Manchester

Support community groups 

& families those who are in 

need in Manchester

A Christian charity aims to 

provide life changing 

support 

Vision: All Manchester people to  

            reach their fullest potential 

Mission: Funds & supports          

 .............community groups & 

..............projects through funds

Vision: All children to live in a  

.............poverty free condition 

Mission: Alleviate the effects of 

................poverty children 

Vision: All troubled people to get 

............back into normal lives 

Mission: Help people in terms of 

................emotionally & spiritually
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Internal Context
Financial Report

Key Information: 
Annual Income: £2.5M 

Long term investments: £7.4M 

Distributed £2.32M into local communities 

80% of income received is available for charitable activities 

Forever Manchester has 6 Trustees and 18 staff members 

The charity operates in the ten boroughs of Greater Manchester 
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PEST Analysis

Socio-cultural

Technological Political

Economic
- The culture in Manchester is very generous 

- 58% of people voted 

Northerners(Manchester) as the most generous 

citizens in UK followed by Southeners(15%), 

Irish(11%) and Waleans(3%). 

- News are always urging people to donate to 

charities as charities are more truthful 

compared to beggars(Harley, 2016)

- Manchester is in a developed country where 

there is a good access to technology and with 

experience applying this in organisation in 

orther to achieve better results, innovation and 

quality. (Allouche, 2016) 

- The use of technology in a country 

contributes to a better image country and a 

more possitive perception. 

- United Kingdom is in a delicate moment 

because of Brexit; it is not known yet how can 

affect to leave the Eurepean Union to the 

different organizations. The government is 

negotiating and agrrments will soon be 

reached. Despite this, the government assures 

that United Kingdom is a country politically 

stable with a proactive government. 

- Manchester has a high and fast rate of 

economic growth Averaging at 2.4% till 2020 

-This leads to an employment growth of 1.2% 

each year (Woods 2017) 

-This causes an increase in Manchester's 

wealth index and more people are able to give 

to charities
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Importance of Charity 
Branding

In the charity sector, branding is becoming more important to give the 

charity an edge over their competition. ‘Branding’ was considered a ‘dirty 

word’ in the charity sector however it is now important to have a strong 

brand identity across all marketing channels to succeed in a competitive 

environment. A strong brand identity can help raise awareness amongst 

target audiences and build loyalty within donor and supporter groups. 

(Stride & Lee, 2007) 
BRANDING

POSITIONING IN 
CUSTOMERS 

MINDS

TRUST

SOCIAL 
ACCEPTANCE

DONORS 
(FUNDRAISING)

VOLUNTEERS

BENEFICIARIES

CELEBRITY 
ENDORSEMENTS

SUCCESSFUL PR 
EVENTS

BRAND 
COMMUNITY

BRANDED 
CHARITY

(Model based on Burnett, 2007) 
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Effective Charity Brand

What makes an effective Charity Brand?

Forever Manchester have established themselves as

an effective charity brand but to increase awareness

their VISUAL IDENTITY needs to be more distinct.  

What makes an effective Charity Brand? 

Well defined mission statement 

Trust  

Brand differentiation  

Approach to donors  

Emotional attachment and Loyalty  

Unique value proposition  

Brand community   

Visual Identity

“a  solid  brand  image  and  brand  experience  strengthen  an  organization 

 both internally, from a volunteer and donor perspective, and externally. Good 

branding should  translate  into  good  design,  because often,  it’s  the  organization’s 

 logo, brochure or web site that are noticed and remembered.” (Naddaff 2004) 

 
Source: Thompson 2016
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Primary and Secondary 
Research

QUANTITATIVE METHOD
Quantitative methodology is used to gather statistical and numerical data. It establishes facts and 

tests hypotheses using a deductive approach.It is the most useful way to analysis large quantities 

of data which is therefor why we used it in our research into the use of social media and Forever 

Manchester awareness. Using a questionnaire we will look into the social media habits and the 

platforms the respondents use to enhance our knowledge and be able to produce insights to help 

with our aim. 

We have decided to use closed questions and not open so that we could understand the 

statistics.A Qualitative method could have produced more in-depth insights as we could have 

open ended questions, however for the basis of the information we needed a quantitative 

approach was suitable.

Our secondary research allowed us insights on the background of Forever Manchester and how 

they operate. We looked at Forever Manchester's financial report for the year ending March 2017, 

competitors and completed a PEST analysis. These formed the basis of our knowledge and 

showed us where gaps were  that we filled with our primary research to be able to carry out our 

project effectively and be able to add appropriate content.
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Questionnaire

The main objectives of the questionnaire were: 

 Which social media platforms do people use 

How active people are in their community 

Do people belong to a community group 

How likely people are to engage with a charity campaign on 

social media 

How likely were they to share a charity campaign to others 

Had the participants heard of Forever Manchester 

 

There were 230 people who responded to our questionnaire which was 

shared online via social media channels. 

 

Due to this we had a limitation on the location of the participants due to how 

the questionnaire was distributed. This could have been prevented if we had 

distributed the questionnaire via other channels and had more time to share it.
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Results
Profile of the Respondents 

 

Women 
72%

Men 
26%

Other 
3%

16-24 
12%

25-34 
37%

35-49 
30%

50+ 
20%

Manchester 
51%

North West 
39%

London 
4%

Other 
6%

 This research has been completed by 230 subjects. It is possible to perceive  

 that 71.7% are women, 25.7% men and other people have identified as other 

gender (2.6%). This could support the information about women are more 

likely to participate in social issues, make donations and visit the charity’s 

website. (Fluskey, 2017). Moreover, the charts show that people from 25 to 49 

years old have been most likely to fill this questionnaire. Furthermore, 

Manchester have been the place where more subjects of this research live 

(51.3%). Second place is North West of England (39.1%). 
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Results

0%

25%

50%

75%

Facebook Instagram Twitter Youtube Snapchat PodCasts

100%

Percentage of people who use each social media platform

The Social Media platforms more used by people are Facebook  

 (96.1%), Instagram (65.1%) and Twitter (49.8%). Thanks to this, it 

is possible to understand which is the best platform to connect 

with people and adapt the content of posts to this Social Media. 

18



Results

Percentage of people active in their community

Percentage of people who engage with their community on social media

Percentage of people who are part of a community group

Yes 
37%

No 
28%

Sometimes 
35%

Yes 
57%

No 
44%

Yes 
58%No 

23%

Sometimes 
19%

People loves to communicate through social 

media because it is the easiest way to 

communicate to a vast amount of people at zero 

cost. It is also a good strategy for charities to 

spread awareness to the public. A study found 

that 68.8% of respondents think social media is 

very effective in spreading social initiatives as 

most of them get to know about it via social 

media(Koozai, 2015). 

 

 People are motivated to be a part of a 

community group for a sense of purpose to 

achieve something important which are 

eradicating social problems such as ending 

poverty. It also helps them to form an identity 

while fulfilling their interest and passion in 

helping the community(Perkins, 2015).   
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Results

Percentage of people who engage 

with charity campaigns

Percentage of people who have 

 heard of Forever Manchester

Yes 
35%

No 
25%

Sometimes 
40%

Yes 
21%

No 
79%

People would engage with campaigns if it catches their 

interest and attention. For example, the ALS Ice bucket 

challenge was one of the most successful social media 

charity campaigns. Before it existed, NMD Association 

would only receive 200,000 pounds a week. But during the 

campaign, in a week they received 2.7 million pounds. 

Overall, they raised 11.5 million in 2014(Gallagher, 2015).  

Forever Manchester is not as established as Oxfam, 

Lloyd’s Charities Trust and NSPCC but they are taking 

initiatives in spreading awareness to receive more 

funds. They have been doing monthly charity events 

such as Great Manchester 10k Run, Forever Funny & FM 

Birthday Party.  
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Results
The likeliness of people who would share a charities social 

media campaign if they felt connected to it. 

 1 being most likely and 5 being least 

0%

5%

10%

15%

1 2 3 4 5

20%

25%

A study was conducted and discovered that people mainly support causes that mean something to 

them. Donors are driven by own inclination & preferences such as personal experiences and 

likings(Breeze, 2011). For example, an animal lover would love to donate to animal welfare such as 

WWF and RSPCA. 
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Forever Manchester's  
Target groups

Community groups to 

support and spread the 

good news of Forever 

Manchester to their 

community members. 

 Community members will 

appreciate the support 

Forever Manchester 

provided. 

 

For example, 

Safety4Sisters, EASE 

Women Group and 

Chrysalis Manchester. 

Organisations Which 

want to help to Forever 

Manchester supporting 

Community activity 

across Greater 

Manchester. 

 

Business transmitting the 

positive impact because 

of being involved with 

Forever Manchester 

achieving employee 

engagement, PR and CSR. 

 

Community GroupsBusiness Schools
Schools to educate the 

young about charity and 

to spread awareness 

about Forever 

Manchester. It is also to 

instill the value of giving 

in the form of time, money 

and necessities among 

young children. Not many 

charities spread in 

schools, by doing so, 

Forever Manchester will 

stand out in children’s 

minds compared to other 

charity groups.  

22



Recommendations 

Put attention in 
number of hastags  
depeding on Social 

Media that it is 
going to 
be use 

Tone of voice use for 
each post has  to be 
friendly and close  

to people, with 
understable 
vocabulary

Use the peak hours of each platform to post

The 
content has 

to be adapted to 
target audience to 

ahieve more engagement

To 
answer 

the comments 
that people could 

write there in order to  
get more participation

23



Communication 
Strategy

Why Social Media?

 

Social media is simply an extension of the company. It is 

reflective of everything that the brand is, everything that it 

represents. You can’t just create an online persona that’s 

not based in reality.  

 

Pro-actively using social media is a key part of any 

company’s marketing strategy, especially in a saturated 

environment like the charity sector. Rewards: strengthens 

the brand and the relationship with your communities. 

 

The challenge: making sure that the charity has 

understood its audience in order to provide genuinely 

useful and relevant information for its communities while 

keeping up to date in terms of visibility and engagement. 

 

Social media takes the interactions with communities even 

further, it is all about a process of creating and delivering a 

positive experience. 

"Social media boils
down to the
marriage of two
main concepts:
content and
conversation.
Without content,
conversation is
mere networking.
Without
conversation,
content is dead. I t
goes nowhere" 
 
 

Brett Virmalo - Tipping Point Labs 
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Creating an integrated campaign with 

the purpose of building and 

spreading awareness   

Reaching to a larger audience 

through building brand awareness 

and social media engagement 

Aims and Objectives 

The Context

Word of mouth referral is powerful, but it will 

never bring in the level of business needed, 

so growing the business profile across the 

industry is key. It is vital therefore to look at 

what has been done in the past to connect 

with people, identify communication barriers 

and define solutions. This report looks at key 

challenges, marks a strategy and establishes 

a social media solution plan.  

The overall goal is to grab the 

interest of audience groups with 

an emphasis on 

communities through exciting, 

eye-catching and relevant 

content. Through providing them 

with the information and 

resources, we want to attract the 

audience, get them engaged, and 

keep them interested.  

Aims and Objectives
25



Social Media Platforms 

Facebook

The most popular social network 

Opportunity to reach out to past, present and 

potential donors online 

Photos and videos tend to attract more attention  

Opportunity to build relationships with communities 

Images- they are the most liked and shared form of 

posts, especially when they tell a story.  

Keep updates short. Studies have shown that status 

updates that are between 80-100 characters get 

higher engagement. People on Facebook are 

skimmers - the shorter, the better (Hootsuite)

 

70% Value Content. The majority of your activity 

should add value to your community. Add content 

that is interesting, informative, entertaining or 

inspiring. 

20% Shared Content. Sharing other people’s ideas or 

Facebook posts. This could even be your own 

communities’ content. 

10% Promotional Content. This is when you can 

promote services, events, donor drives, podcast, or 

anything that’s predominantly promotional in nature.

Use of the 70/20/10 rule (SmartInsights):

Where business objectives mix with 

personal opinion 

Allows both personal touch and 

business orientated approach 

Can be used to promote the business, 

or as a way of expressing opinions on 

a variety of subjects 

Charities can create a direct and 

concise pitch to community groups  

One way that charities  can 

manipulate who they are trying to 

approach is through the use of 

Hashtags

Instagram has doubled its user base in just 

two years 

Charities can capitalise on its 

spontaneous nature, and its highly 

engaged audience- this enables the ability 

to promote a greater sense of authenticity 

and connect with audience on an 

emotional level 

As well as highlighting the work a charity 

does, Instagram can also be used purely 

for brand building purposes 

Charities can use inspirational content 

and encourage others to get involved with 

the cause

Note: Hashtags allow charities to 

actively join the Twitter conversation 

and it is important to take a good 

advantage of their use; for example, 

join popular trends and events

Charities can also use Instagram as a 

vehicle for showcasing their good work by 

telling people how and where money is 

being spent. In doing so, users are able to 

see the direct cause and effect, which 

could motivate them to get involved

Instagram Twitter
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Forever Manchester need 

to improve their online 

activity and increase 

engagement through their 

online platforms, but 

failure to engage the 

customers through 

creative content could 

lead to decreased brand 

awareness.  

Due to being positioned 

within a 

saturated environment,, 

Forever Manchester have to 

differentiate themselves 

through impact marketing 

and strong brand identity. 

Failure to do so could force 

Forever Manchester to suffer 

from loss due to strong 

competitors.  

“A major challenge is 

getting people’s attention. 

Consumers are pressed for 

times and many worked 

hard to avoid advertising 

messages. The main 

challenge is to find new 

ways to capture attention 

and position a brand in 

consumer's mind”(Kotler 

2005) 

Communication 
Challenges 

It is proposed therefore 

creating engaging and 

creative content with a 

deep understanding of 

changes and trends in 

consumer behavior. 

Consistency, relevancy 

and adopting a 

community approach are 

key points within the 

communicatiom strategy
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Communication Objectives 

Improve performance on social 
media platforms (Facebook, 
Instagram, Twitter) in order to 

better allow communities and 

potential donors to interact with 

the company, build brand 

awareness, increase engagement 

with the brand and communicate 

any future campaigns 

 

Increase engagement on all 

platforms (proportional increase 

with an increase in the number of 

followers)

Objectives Impact

Higher number of followers means 

higher levels of engagement and 

more traffic; 

A good amount of engagement 

means followers are interested in 

the shared content and that results 

in increased brand awareness 

Critical Success Factor

Develop and deliver a consistent online value proposition catered 

to the needs of communities 

Risk Evaluation: 

If not achieved, the risk consists within the the inability to raise brand 

awareness and perception, inability to tap into the needs and 

preferences of the target market 
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Strategy

Establish Online Reputation  

Build Awareness

Different platforms require different approaches  

Use Twitter for a more  professional approach (share 

relevant information and keep up to date posts)

 Use Facebook/ Instagram for the emotional 
connection- tell the story. Posts could include 

touching stories, testimonials, anything that is in line 

with the activity of Forever Manchester and its 

communities;

 In order to take part in the online conversation, post 

about things that the brand stands for. For example, 
look at trends, calendar celebrations, events and 

become part of them online. Share your stand and 

attach hashtags.   

The key to effectiveness is being active online while 
quality matters 

Personalisation- don't use general hashtags, use ideas 

that will increase the social engagement  
Quality of content- professional, engaging and relevant, 

send  the big message  
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Strategy

The Right Hashtags  Instagram to the mix for some fun

Hashtags are powerful tools for increasing 

the scope of your message in certain social 

media. However, hashtags need to be 
narrowed down and be more industry 
specific, which will improve connecting 
with communities and potential donors 

 

Make sure that the hashtag carries some 
uniqueness and is also brand-relevant as 
well as audience relevant. 
 

Just like with all other social media 

strategies, it’s very important to refrain 

from overdoing it. You are attempting to 

establish a professional online persona. 
A single hashtag will be sufficient to get 

the job done rather than going overboard 

The range of Instagram users: According to 2018 data, 

the number of active monthly users reached 16.7 million 
monthly users in the UK, up by almost 35% on the 

previous year. Over 60 percent of the Instagram users log 

in on a daily basis (Statistica, 2018) 

 

Use Instagram to show the fun side of your culture. 
You can take pictures around the office, show the work 

that you do, present the team, events and campaigns. 

The purpose of the profile will be to show the exciting 
crowd that’s working for the brand 

 

Maximise the reach:  

With more informal networks you have a lot of freedom 

when it comes to announcing news; post videos, add 

stories and highlights- this can be more fun than simply 

publishing a picture 

30



The Audience

Donors 
and 

Sponsors

Volunteers

Communities 

These are you main fundraisers. They love 

your cause and show it by their 

generosity.The corporate persona may not 

be a representation of a large portion of your 

target audience, but a very influential 

constituency.

They are the heartbeat of your organization. 
They are passionate for the cause and show it 
by giving their time. While they may not be 
your biggest donors, volunteers can have a 
significant impact on fundraising events.

They are the people you help. 
Communities are at the core of Forever 
Manchester.  Without communities, you 
have no reason to exist.
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Target Persona 
 How to reach the audience through Social Media

Partnerships, donors and volunteers are key aspects of community relationship 

for building and fundraising support. Content can be used to create stronger 
ties between your cause and people looking to “do good.” 

 

The target audience persona values faith, education, and giving back to 
communities. They are really proud of the causes they give to and act as 

advocates on the charity's behalf. With an emotional attachment to the charity, 

they are Involved  with both spiritually and physically. 

 

Goals and motivators: 

 

 

 

 

 

The reach: 

Story telling content would be something the audience would like to 

consume.  You will want to include things that resonate with your audience 
and the charity. You are not just asking for a check or for any sort of 

partnership, but for a mutually beneficial relationship. You know your 

audience will have to stand by the partnership with your cause, so it 

is important that you provide  case studies  throughout your relationship  to 
prove that their help is making a difference. 
 

 

Want be able to see exactly where the donated money has helped 

Be part of something bigger 

Give back to communities 

Make an impact 

Facebook: Reach out to 

volunteers, advocates 

and communities 

Twitter: Useful for getting 

exposure, building 

awareness, driving traffic 

to your website and 

search engine 

optimization 

Instagram: One of the 

best ways to showcase 

your charity, what you 

do, and how you help. 

Great for events and 

building awareness 
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Summary of Social Media 
Communication

Stay 
 Active 

Be 
Personal

Staying active is crucial to social media

success. Posting regularly and having a

mix of both personal and business

oriented posts is a key factor to it

People like people, it is as simple as that. 

By taking a personal approach to social 

media, you will find it easier to build 

relationships with your communities  

Engaging the

audience

Use multiple techniques to

keep communities engaged  

Gather audience - keep
audience engaged- build
upon existing relations and
increase audience  

 

When it comes for audience,

there's an interconnection
and ongoing relationship
between increasing your
reach and keep the
communities and potential
funders engaged.

 

You'll always want to

increase your audience

because that ultimately

drives success of the

business, but at the same

time you'll have to make the

efforts to keep them

engaged and build upon
brand loyalty.  
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Best time to post

Facebook Instagram Twitter 

 

The best times to post is Wednesday and 

Friday at 2p.m. 

Other notably high engagement times 

include Monday at 9 a.m., Tuesday at 6 

p.m., Thursday at 10 a.m. and noon and 

Friday at 9 and 11 a.m. 

Generally, the safest times to post are from 

9 a.m. to 4 p.m. on weekdays. 

Sunday has the least amount of 

engagement 

Weekends and Mondays see less 

engagement in the week 

 

The best time to post on Instagram 

is Friday at noon. 

Other notably high engagement 

times include Tuesday at 3 and 9 

p.m., Wednesday 3 to 4 p.m., 

Thursday 2 to 3 p.m. and Friday at 

10 a.m. 

The safest times to post are 

weekdays from noon to 5 p.m. 

Saturday has the least amount of 

engagement  

The best times to post on Twitter are 

Thursday at noon and Friday 11 a.m. 

to noon. 

Other notably high engagement times 

include 10 a.m. to 2 p.m. on Tuesday, 

Thursday and Friday. 

The safest times to post are Monday 

through Friday 10 a.m. to 4 p.m. 

Sunday has the least amount of 

engagement  

Source: SproutBlog Industry Research 2018)
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Proposed Campaign 
#BEETHERE4MCR

Bee there 4 Manchester is about coming and working 

together. Each individual is what makes Manchester so 

unique and should be celebrated. 

We propose using the Forever Manchester logo as bee 

wings, people can use their thumb prints to create their own 

bee. This can be done at events, individually as well as 

community groups.This creates a limited edition piece of art 

which, when filled can be auctioned off to raise funds.

4evermanchester People like you are

what make Manchester so great. From

Salford to Stockport we want you to

join us and 'bee' there for Manchester 

#BEETHERE4MCR #4evermanchester

#forevermanchester #manchester

#workerbee #mcr 

35



Offline Campaign 
#BEETHERE4MCR

The #BEETHERE4MCR campaign can be adapted to 

offline marketing also with the use of print. Advertising at 

public transport stops/shelters is effective as they are 

used constantly through the day so will have a lot of 

passing traffic. 

 

To gather a further reach, offline marketing is important 

as not everyone uses social media, this way we increase 

our reach at a relatively low cost.
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Auditory rather 
than visual

More 
affordable to 

produce

Ease of 
access

Interlinked 
social media

Ability for more in- 
depth content

Podcasts: an effective media tool

Scrolling has become an everyday activity that is almost mundane. Potential members of the 

audience could either not see or not absorb the information on Facebook or Twitter. A text post or 

tweet lacks any emotion or character; it has to be forced or done using GIFs or emojis to create 

context. As podcasts are recorded, there will be no meaning lost, and emotion can easily be heard 

and enjoyed. 

There is no limit to a podcast. Though the longer it is the more compelling the 

content to keep interest, podcasts allow for more detail when it comes to some 

subjects. Twitter and Facebook both have their advantages with their posting 

systems and limitations, however they are not appropriate platforms for interviews 

etc. 

With the internet connecting almost the entire world, podcasts can be accessed 

anywhere. With cars now connecting to phones, they can be listened to whilst 

traveling; they are also good for commuters due to this access. 

As our research showed, Facebook and Twitter were the most used social media sites out of 

many platforms. With the audience reach that they have, they can be used to broadcast the 

podcasts for people to see. Though some may miss it due to website algorithms, there is a 

good chance for a lot of people to see it.  

Within our 

primary 

research, we 

found that less 

then 25% of 

people 

surveyed 

listened to 

podcasts. 

However, word 

of mouth is 

powerful and 

podcasts are 

able to utilize 

this. Visuals are expensive. The cost of equipment, any special effects that are needed as well as the time 

to create and edit the full project will all come at a cost. Podcasts in comparison can be done at a 

lower price, as recordings can be done on a computer at home or in any space. They are also not 

limited by outside forces like weather so they can still be recorded. 
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Podcast
Your charity can 

enhance its' podcast 

further by following the 

social media 

communication, as it 

applies. Keeping it 

personal will allow your 

community groups to 

feel included. Putting 

people first is the heart 

of this charity and it 

should be embodied in 

its' social media, this 

includes the podcasts.    

The #BEETHERE4MCR campaign can be spread

and spoken about in the podcast. It will raise

awareness for it among the community groups and

other listeners. 

Interviews

Influencers

New
Campaigns

Bring in the community. Let them be a part of the

podcasts as they will have stories to tell and it is

the best way to get them out there. Reading

about them sometimes isn't enough, you need to

hear what they have to say for it to make a real

impact.

Be someone's
big break

The arts are big here. With many local drama groups and small

bands, they could use a platform to either advertise or perform. A

new small local band playing at the beginning of each new

podcast will allow them to get themselves out there. The charity

would still be helping the community, but in a different way than

before.

Influencers are everywhere and now in charities they 

are especially important. They won't be the average 

Insta-bloggers, rather they will believe in the charity 

and will want to do better. It will also reach the 

audience on an equal level; they will see the 

influencer as being like them and will connect.
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CONCLUSION

Nowadays, the use of Social Media can be an advantage to approach a 

brand or product to a customer and to achieve awareness 

in a community. With results that have been obtained from 

our research, we concluded that Facebook, Instagram and Twitter are all 

highly used and it is important to manage all three platforms to take 

advantage of the different followings they have. 

 

It is possible to perceive that women are most likely to participate in 

community so, the adaptation of content to this target audience would 

be positive for this kind of organisations which are looking for interested 

people who want to improve the community where they live. 

 

The collaboration of stakeholders in an organisation/business is crucial 

because they are going to support the activities. Because of this, posts 

on business oriented sites like LinkedIn are still valuable to the 

organisation and can be more text heavy and include more statistics. 
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