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Words included in Individual’s Blog 
Join the Fight – Helping Macmillan Support More People, Together
Macmillan Cancer Support is not just a charity, but a movement co-created with thousands of caring individuals! No matter how you choose to get involved -- donating, volunteering, or fundraising - you are ensuring that no one must face cancer alone. Now is time! The numbers of people living with cancer is continuing to grow, and Macmillan's income has dropped during COVID lasting from £232.8m to £194-9m. All for nothing! Add in the cost-of-living crisis that we are currently experiencing, and your donation is as critical as ever! So, all campaigns are grounded in marketing strategy. We can define what we communicate ("Join Sober October!"), then we can determine when to launch the campaigns, we place into our method of distributing that information (videos, social media, and events) and finally decide who to target in their fisher (students, families, businesses, etc). Whether it's a Coffee Morning, Go Sober for October, Brave the Shave, or a 5k - you're not just fundraising - you're helping someone find hope! When combine the campaigns with compelling storytelling and video, they have seen a 43% bump in engagement.
If you're ready to act, please visit: www.macmillan.org.uk/fundraising
If you have an interesting fundraising proposal, please comment or tag on social media, and we would love to feature any student-led initiatives or events.
Let's join to fight cancer with compassion and community.
#JoinTheFight #MacmillanFundraising #TogetherWeCan #CancerSupport


You’re Not Alone - Macmillan is Here for Everyone Facing Cancer
Cancer is a journey that no one should take alone. Here at Macmillan Cancer Support, they make sure that doesn’t happen. Whether you are newly diagnosed, currently going through treatment, or adjusting to life after cancer, their purpose is to support you in all aspects of your life: practically, emotionally, and medically.
Their communications use the classic ‘what, when, how and who’ marketing framework. What they offer you as a service is straightforward - compassionate care from Macmillan nurses, online communities, financial guidance, and all the rest. When they offer that support is even more important – for example, ‘just diagnosed’ resources at the right time when someone is looking for answers. How they reach you can even change; how they connect can be through, helplines, emails, local meet ups or online. And who? Everyone affected by cancer, whether patients, survivors, caregivers or a friend.
Diversity and inclusion are key to their messaging. Macmillan actively working to reach under-represented groups with resources in several languages, and stories from people across the spectrum.
They also encourage two-way communication.
Your voice matters whether that be a question, comment, or story. That’s why they encourage to connect with us directly below or through Online Community.
Start your journey today with Macmillan: www.macmillan.org.uk 
Need support today? Call - 0808 808 00 00
Let’s talk about cancer. Leave a comment below; What is one thing you wish people knew about travelling cancer, or supporting someone with cancer?
Evaluation of marketing theory that underpins your blog
My blog is intended to support Macmillan by fundraising and raising awareness in a simplified and human way, borrowing ideas from digital and social marketing. I think of the blog as part of the charity's online marketing mix, with the website, social media, and campaigns working together to reach and engage people to act. This connects with digital marketing planning, where clear goals, audiences, and channels are established and then measured over time (Chaffey and Smith, 2022). Since Macmillan's mission is to change behaviours for good, such as encouraging people to donate, fundraise or ask for help, the blog also demonstrates the thinking of social marketing used in charities and public health (Kotler and Lee, 2008; Philips, 2022). 
In the case of my first blog post, "Join the Fight - Helping Macmillan Support More People, Together," my primary target audience is prospective fundraisers and donors, particularly students, young adults, and community groups who are digitally engaged and are predisposed to join in activities. I am using the concept of segmentation, targeting, and positioning, as I am performing outreach to socially aware individuals, who are interested in causes, and are comfortable using digital tools for fundraising (Romppanen, 2021). The take-away messaging positions Macmillan as a movement that prospective fundraisers and donors can join, not merely as a charity which they donate money to and is tied to strategic market management that seeks to establish a strong and meaningful brand position (Aaker and Moorman, 2023). I am also attempting to reflect fundamental concepts of marketing, such as understanding customer needs and building value by clearly communicating benefits (Kapoor, 2021). The goal of this first post is to encourage action: sign up for events, give money, or contact Macmillan with fundraiser ideas. I am applying the AIDA model by first capturing attention with urgency, referencing statistics about increasing cancer numbers coupled with declining income. I build up interest referencing notable campaigns such as Coffee Morning and Go Sober for October. I start to build desire with the emotional impact of “helping someone find hope” and then call to action asking for people to visit the fundraising web page or to share ideas (Sarfraz et al., 2025; Yadav et al. 2025). The language, persuasive and emotional and the warm-call to action demonstrate the underpinning theory of persuasive communication which can be found in marketing messages and promotion mix strategy (Ogah and Abutu, 2021; Bagus, 2023). I point out outcomes like a “43% bump in engagement”, so that I can add social proof and demonstrate that these campaigns produce effects. The idea of using performance and innovation for competitive advantage can happen even in non-profit (Farida and Setiawan, 2022).
The second post, “You’re Not Alone - Macmillan is Here for Everyone Facing Cancer”, has a different primary objective. Here I am targeting those who are or have currently been affected by cancer, such as patients, family and friends, and I mean to show that Macmillan can support the whole journey not just fundraising events only. This represents the 7Ps of the marketing mix, in particular product (support services), people (nurses, advisers and volunteers) and place (helplines, online and local meetups) (Jain et al., 2022). I articulate branding around "what, when, how and who" to clarify service offer, and to mitigate fear or confusion about help. Again, this reinforces the long-term relationship and human-to-human (H2H) marketing approach, focused on empathy, dialogue and trust, not merely one-way promotion (Kotler et al., 2021). 
To develop the audience in both posts, I use storytelling, emotional language and a friendly, direct tone. I talk about cancer as a journey, and Macmillan a companion, supporting the idea that stories create brands that are memorable and relatable (Korzh and Estima, 2022). I invite readers to comment, share their stories, and use our tags on social media, which turns that communication into a conversation from a lecture, and support the idea of co-creating value with users (Kotler, Pfoertsch and Sponholz, 2021). I also acknowledge many readers are young adults, and very active digital consumers, so I try to use digital formats and calls to action that they find engaging, not irritating, such as clear links, hashtags and invitations, not hard pressure (Smith, 2011). This is in line with research on digital marketing campaigns targeting younger demographic segments (Smith, 2011; Wong et al., 2024).
The blogs sit within a wider digital strategy, where the content on the website, email and social media channels, all work to promote brand awareness and provide greater visibility for Macmillan when people are searching for support or ways to donate (Chaffey and Smith, 2022). By drawing attention to identified campaigns in my posts, I help keep Macmillan "top of mind" and amplify brand awareness, which is a primary objective of digital advertising (Alamsyah et al., 2021). At the same time, I want to show Macmillan's innovation and advancement in the online engagement space, which is important for non-profits or charities communicating with their supporters at a time when competition for attention and limited resources (e.g., donations) is increasing (Farida and Setiawan, 2022; Philips, 2022).
To assess my blog content, I would use marketing metrics to assess engagement and behaviours. At the most basic level, I would record page views, time on page, bounce rate, and click through to the donations or support pages, as suggested in frameworks for measuring the performance of digital marketing (Chaffey and Smith, 2022). I would also monitor shares, comments and use of hashtags on social media, to indicate whether the posts are engaging discussions and creating a sense of community around Macmillan's brand (Shikovets et al., 2022). For the first post, will have specific conversion metrics which include the number of signups for the particular event, donations or relevant fundraising inquiries from the blog content and observable changes in communication, which are similar to what is observed in social marketing models (Kotler and Lee, 2008). I will monitor clicks to the helpline, online community registrations and downloads of “just diagnosed” resources as measures that people are moving from awareness to action in seeking support (Aaker and Moorman, 2023). Over time I would measure and use these metrics to inform ongoing refinement of content, tone, and targeting of future blogs. I would treat the blog posts as a living component of Macmillan's strategic marketing and brand management practices (Kapoor 2021; Aaker and Moorman, 2023).
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