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Words included in Individual’s Blog 
Stimulate your mind: fun activities are a better way to keep you mentally sharp! It's true that participating in activities you enjoy; like reading, doing puzzles, or learning something new, can help protect your brain! 
What is considered mental activity? 
Any activity that gives your brain some stimulation is mental activity. You can read a book, play chess, learn something new, or participate in some brain games online. 
What is the benefit? 
Challenging your brain builds what is known as "cognitive reserve", a way for your brain to maintain its strength even if it takes damage. It may also provide you with lower risk for memory problems in later life.
When to start? 
Today! With all the apps available today, podcasts, online courses, and even social activities that can be good for your brain like talking and laughing. It has never been easier!
Who benefits? 
Everyone! Students, older adults, or anyone with a professional position. Something benefits each and every one of us. Engaging in some mental activity truly should be part of daily life. 
Try this; Pick up a new hobby or read 10 pages per day of a book. Join a quiz night or join with friends to do puzzles together to make it fun! 
What do you enjoy doing to keep your brain engaged? Post your ideas in the comments below! 
For more information visit:  https://www.alzheimersresearchuk.org/brain-health/think-brain-health/    
#StaySharp #BrainGames #MindFitness #ThinkBrainHealth




Making Small Changes/Start the Habits that Impact Brain Health
Most of the time we are thinking about brain health through the lens of future, advanced research, and treatments. As Alzheimer's Research UK reminds us, many of the best ways to protect brain health are completely up to us to change the habits we have daily. 
Research shows that as much as 40% of dementia can be preventable, by lifestyle changes. 
Wow, that's amazing. And you are never too old, or too young to start. 
You can make small improvements eating a healthy, balanced diet and maintain a healthy weight, remain physically active, avoid smoking, drink less alcohol, remain engaged mentally and socially, and all of these will positively impact brain health. Many of these habits will also health improve your heart health! You know heart health and brain health go hand in hand. 
You don't have to everything at once and they are not a one-time thing. Just pick one; walk 20 minutes a day, read before bed instead of scrolling social media, or call a friend instead of texting. If you do small steps, you will be doing big things before you know it. 
Alzheimer's Research UK has their Think Brain Health campaign that gives practical tips, tools and information that support you in adding brain healthy habits at any age.
Ready to check? Start today with the Brain Health Check-in:
https://www.alzheimersresearchuk.org/brain-health/check-in/  
What brain-healthy habit are going to start this week? Tell us below, we want to hear from you! 
#ThinkBrainHealth#DementiaAwareness#Habits#AlzheimerResearchUK#PreventionMatters

Evaluation

The blog posts is an initiative to promote awareness of brain health, while also encouraging individuals to adopt positive lifestyle changes in support of Alzheimer's Research UK. Underneath the approachable style and information provision of the series is a cohesive approach to marketing, which is based on both classic and newer theoretical frameworks of marketing such as the 7Ps of marketing mix model, AIDA model, and Integrated Marketing Communication (IMC). These theories help describe how the blog series not only develops relationships and investigations with key audiences but does so in support of the remit of the charity.
How the Blogs Aid in Marketing the Charity
Each blog post is a method of "soft promotion" of Alzheimer's Research UK through the dissemination of messages about brain health prevention behaviours and personal wellbeing. The posts do not ask for a donation directly, however they do build awareness and a connection. This aligns with the view of Kotler and Armstrong (2023) that marketing is more than selling products, it is creating value and trust between an organisation and its target audience.
The "product" this charity is selling is the knowledge, and motivation, they provide the reader to look after their brain health. The "promotion" can be seen in how the blog provides practical advice and signposts the reader to official tools such as the "Brain Health Check-in". These are obvious examples of promotion and process within the 7Ps tourism marketing framework, which shows organisations communicate and realise value (Jain, Jain & Jain, 2022).
By making inaccessible information accessible, the charity strengthens its credibility while also encouraging preventive behaviour. This gives the organisation a distinctive advantage in the nonprofit and health sector, where many organisations are competing for public interest (Darmawan & Grenier, 2021). This also reflects nonprofit marketing practices that are increasingly common, whereby storytelling and education enhance brand loyalty and have social impact at the same time.
The blogs have a general, or broad, audience, but the tone of the writing and subjects suggest some level of targeting of adults wanting to care for their brain health and lead an active lifestyle. The use of simple language and relatable examples (e.g., "read 10 pages a day," "call friend versus text") creates an easily accessible blog for a general audience, which ranges from older adults to busy professionals.  
This is consistent with the segmentation, targeting and positioning (STP) framework, which is a framework for ensuring that marketing messages are shaped according to the needs and motivations of different audiences (Amira & Fitriasari, 2021). In this space, the charity is positioning itself as a safe and friendly person to guide anyone interested in mental fitness and long-term health. By blending scientific facts with motivational forms of advice, the blogs have a very strong emotional appeal and support the charity's main branding strategy of being recognised as a leader in Alzheimer's prevention.  
Finally, the blogs provide ongoing engagement to uphold relationship marketing principles, engaging audiences longer than a one-time action. Readers, can comment, share and interact with others, creating a sense of belonging and a sense of being part of something (Abeza et al. 2020). This is essential for a long-term relationship that is key for nonprofits who rely on community engagement and sustained awareness. 
Each blog post has an internal communications goal aligned with the overall goals of the charity. 
The first blog post, "Stimulate Your Mind", touches on the theme of raising awareness around how mental activities such as puzzles or reading can play a role in protecting cognitive health. It builds on a friendly inviting with community person engagement ("What do you enjoy doing to keep your brain engaged?") to encourage participation. The idea is to develop awareness and engagement, as opposed to selling something, which is the classic representation of the "Attention, Interest" stages of the AIDA model (Mulyana, Mirzanti 2022). 
The second post, "Making Small Changes" takes readers closer to engagement through encouraging the reader to take small, realistic steps exercise or more mindful eating habits. This directly links to the next stage of AIDA "Action", becoming aware and making personal action changes. The theme of the post connects back to the charity's larger broader goal of ultimately supporting people to be aware of their lifestyle choices daily and how make conscious choices for a reduced risk of dementia. 
Together the two blogs put forth a consistent message; brain health is real and achievable and can be initiated with some simple and small habits and using achievable and consistent objectives designed to create engagement with their audience along the way. 
The blogs are effectively using principles of Integrated Marketing Communications (IMC) to engage readers emotionally and cognitively. The tone of the writing is friendly, conversational and supportive, and to readers feel welcomed into a sense of a ‘community of positivity’ rather than lectured to. This is reflective of how IMC can combine a multitude of elements in the comprehensive communication of a message in a delivery style that is meaningful and human centred (Blakeman, 2023). 
These blogs also contain hashtag sections, with #ThinkBrainHealth, #StaySharp and other community-similar hashtags, which enables the content to travel beyond the blog post, onto social media. These perceived hashtags were built into a message and campaign strategy of the charity, which reflects the omni-channel elements in modern marketing (Butkouskaya, Oyner & Kazakov, 2023). Hashtags are also a means of digitally connecting people online and facilitate some bridging of digital conversations, and a meaningful another way for the campaign to be visible across educational platform (Jucaityte and Mascinskiene, 2014). 
Furthering readers commentary, and suggestions for small changes helps the charity to establish some co-creation process with its audience; where thoughts and experiences from real people add to the traditional communications formula of park art or information consumption (Abeza et al., 2020). With an additional two-way communication framework, the charity is setting the stage for further engagement and connection with this audience and keep the audience emotionally invested in the societal issue. 
Overall, the blogs create a comprehensive view of how certain marketing theory can be an effective and useful way to work towards supporting the goals of a nonprofit. The 7Ps, AIDA and IMC framework is merger achieving an educational, inspiring and engaging style of content while strengthening the charity's brand identity. Complex social issues, such as dementia and brain health, are here transformed into easily related stories and actions steps that provide real value to their readers. 
Awareness, encouraging positive habits, in a way of inviting community led engagement, these blogs illustrate that marketing for charity is more than just a promotional way. It is a way to create real relationships for service and long social change. This reinforces a brand of integrated and audience-focused communication to promote not only individual but collective wellbeing and social care.
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