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Post 1
As part of our university group project, we are tapping into the tool of narrative to evoke support for Macmillan Cancer Support, based on the theory that good narratives help connect audiences emotionally to a cause. Story-based communication is a marketing tactic leveraged because it moves readers beyond a focus on facts and statistics and allows them to understand the human impact behind a charity's work.
Recently, I read a story on Macmillan's website that stuck with me. A family member described how Macmillan’s assistance allowed them to support their mother and their family while she underwent cancer treatment. The family member described the experience as overwhelming, tying them down by complex medical language, appointments, and emotional struggle. A Macmillan nurse was able to assist them and began to act as their navigator, helping them prepare for each treatment, providing them with emotional support, and checking in on the family members' well-being. The act of a person considering their experience and connection lessened the anxiety and helped the family feel like they had control over the situation amid chaos.
You can read more real stories here: 
https://community.macmillan.org.uk/cancer_experiences 
Our group used the story format for this post because of the emotional appeal which aligns with the marketing theory of affective communication, media which appeals to emotion, empathy, and experience. For a charity campaign, this style of connection increases the relatability and encourages people to feel moved to support/donate.

Macmillan also has moderated anonymous community forums available online in which individuals seeking support can talk about their experience, ask questions, and support others:
https://community.macmillan.org.uk 
Discussion question:  
Have you (or someone close to you) used Macmillan's services? If comfortable sharing, please think about sharing your experience or think about why you believe charity organisations like Macmillan are important. 
Your stories are important in sharing awareness, empathy, and understanding across our campaign.
Post 2
In our group project, my responsibility is to work with the objective of promoting some of Macmillan Cancer Support's lesser-known services. Marketing theory supports the importance of communicating information in order to help audiences appreciate a charity's methods for addressing specific problems. Most people know about Macmillan nurses, but far fewer know about the practical and financial support provided.
Cancer is more than a health diagnosis. Many cancer survivors will struggle with jobs, transportation costs, bills, and day to day living. Macmillan provides:


Financial advice
Some specialists offer for individuals to apply for benefits as well as sick pay, and will support them manage their finances while undergoing treatment.
Assistance with completing forms and applications
Macmillan advisers will help cancer survivors with various forms (e.g., PIP, ESA, etc.) and benefits applications.
Macmillan grants
One-off payments to people needing assistance with heating, clothing, and home equipment are available for cancer patients. https://www.macmillan.org.uk/cancer-information-and-support/benefits-and-financial-support/macmillan-grants  
Work and employment help
For those who are unsure about their workplace rights as it pertains to cancer survivorship and need help to communicate with their employer: https://www.macmillan.org.uk/cancer-information-and-support/impacts-of-cancer/work-and-cancer  
Our group has chosen this focus because informational posts build trust and credibility; both of these are important components of effective marketing campaigns for charities. Many people living with cancer will feel overwhelmed, and clear messaging can remove barriers to support.
Questions to readers:
Do you think enough people are aware of their financial options while they are undergoing treatment?
What else could charities and universities do to share this information? 
We are interested in your thoughts and will incorporate these to our ongoing campaign.

















Evaluation of marketing theory that underpins your blog
The blog for the charity project is well supported by marketing theory, primarily from the tenets of integrated marketing communication, digital marketing, audience engagement, and promotion of nonprofits. Each blog post was created with the intent of advancing Macmillan Cancer Support by raising awareness, sharing stories, and showcasing key services that many people may not be aware of. The blog uses a clear structure, simple language, and both emotional and informational content to successfully engage with their audiences.
One of the primary theories which underpin the blog is Integrated Marketing Communication (IMC). IMC focuses on ensuring that all communication is consistent and targeted, to create a strong message that is united and clear for a charity. The blog has emotional storytelling posts, alongside informational posts which complement one another to create a unified message about Macmillan’s impact. This mimics the idea that IMC aids in providing better audience understanding and supporting clarity of message through various media platforms (Rehman, Gulzar & Aslam, 2022). It also aligns with the belief that blogs as a digital platform function well when supporting the organisation’s overall communication plan (Juska, 2021). For nonprofits especially, using a unified approach is paramount as charities need to create a sense of trust and emotional connection to elicit support (Henley, 2001).
The blog also demonstrates an example of how IMC, improves brand equity. When there are consistency and clarity with communicating about charities the audience gains a better understanding of the mission and feel a stronger connection to the cause. This deepens trust, and contributes to the brands image (Theodora, 2021). The blog uses the storyline of real people and details of some lesser-known services to formulate positive associations with Macmillan and to encourage readers to appreciate the work of the organisation. This is in support of the notion that communication is one of the primary influences on people's perceptions of nonprofit organisations (Beger, 2018).
A second major area of marketing theory that is used in the blog relates to segmentation, targeting and positioning (STP). The blog focuses on student and young adult readers, and online readers who may not know about the full scope of Macmillan services. The appeal of this audience is that they are often most engaging with organisations online and often get information about charities through digital media. STP marketing theory is useful because it directs marketers to canvass specific groups and to develop messaging to meet their needs and interests (Santoso, Ningsih & Irawati, 2024). For this project, the emotional story post targeted readers who will respond to personal narratives, while the informational post was designed to target people looking for concrete experiential assistance. This approach allowed the blog to serve two audiences with unique needs while keeping the messaging evergreen.
The blog content also fits into digital marketing theory for awareness building. Digital marketing is inherently geared towards the development of awareness, gaining attention, and the stimulation of engagement online. Blogging is a commonly used strategy in digital marketing, as the tools and followings associated with blogs allows organisations to share deeper content, tell stories, and communicate flexibly. According to researchers, digital platforms have the potential to engage large audiences at little to no financial expense, making them extremely valuable for nonprofit organisations looking to promote marketing (Saura, Palos-Sanchez & Correia, 2019). The format of the blog also reflects the idea that concise, online, and engaging content allows charities to establish brand awareness and enhance audience experience (Alamsyah et al., 2021). The blog format also aligns with the current digital trends emphasising personalisation, authenticity, and storytelling (CIM, 2025). 
There are two blog posts, each lined to their own marketing intentions. The first post uses storytelling as a communication technique to increase emotional bond.  Emotional communication is known to be influential for attitude and behaviour especially in the charity context where empathy and shared understanding can be tied to feelings (Saura, Palos-Sanchez & Correia, 2019). The storytelling makes the content memorable and relatable, which leads to potentially increasing feelings of connection and desire for involvement with the charity. This refers to marketing theory stating stories and emotional dialogue allow for brand connections and increased persuasion (Kotler & Armstrong, 2008).
The second post seeking a different marketing intention to share information. Many people know about Macmillan nurses, but less were aware money help, help with employment rights, and help with benefits. The blog highlighted that, to increase awareness of the charity's total value. Nonprofit marketing research shows clear, helpful, and educational information builds trust and benefits the audience in viewing the organisation, or team as credible and trustworthy (AMA Baltimore, 2020). Valuable/practical details also reinforced the brand purpose for how Macmillan resonates with real-life problems experienced by people living with, or less preferably, battling cancer, dealing with pain, or suffering. This also aligns to the principles of strong marketing strategies being unique about different stakeholder groups within personalisation (Aaker & Moorman, 2023).
The blog incorporates several approaches to engage with the targeted attractor audience cohort. Nearly all language throughout both posts concludes with “questions,” which actively invites the audience share how they may have experienced their opinions and personal experiences. This aligns with supporting engagement that digital communication is stronger when two-way interaction is enabled, and not purely one-way information (Wuisan & Handra, 2023). Engagement questions also prompt the creation of some sense of community while making the audience feel somewhat involved in the campaign. This also aligns to communication theory that addressed the intervention of dialogue in nonprofit communication (Beger, 2018).
Ultimately, the blog can also be assessed or evaluated using digital marketing metrics. Digital marketing metrics refers to views, time spent on the actual blog, comments, shares, or click-throughs to Macmillan hyperlinks. The metrics would correspondingly assess to how both posts support audience attraction and engagement. They also support the principle of integrated marketing communication that ensure project communication is measured, and updated or improved, not to intact energy into a project (Juska, 2021). Monitoring engagement numerically would also prepare to understand what content (e.g., expensive to experienced) were strong to deal duplicate fabricated-but studied. 
In summary, the blog is well grounded by integrated marketing communications, marketing strategy, digital engagement strategies and audience targeting; integrating well with existing literacy of Macmillan engage. These enhance Macmillan Cancer Support, brand/image identity and the overall understanding of Macmillan's communications in engaging communication frameworks.
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