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You Are Not Alone: How Macmillan Supports You Through Every Step of Cancer

Your world changes when you or someone you know hears the word cancer.
Macmillan Cancer Support is conmsious of the journeys emotional and intesely personal aspects in relation to medical aspects. Due to this, Macmillan provides support from when a diagnosis is made.

The best program is the Macmillan Support line, this is where trained support workers help guide through treatment, mental heath and financial aid. Speak to someone who fully undertsnads the situation. Learn more by going to https://www.macmillan.org.uk.

Macmillan also offers face to face community support that helps you manage everday tasks while undergoing treatment. This can take the form of emotiaonal support or being listned to on the hardest days. Many people struggle during treatment as they lose self esteem and confidence thereofre them losing thrmsleves. This can make the journey much more difficult and possinly make them feel isolated.

Althought it may be a tough time and you may be quetioning, why? But trust in Macmillan to provide and guide through the journey and allow to bring some courage during the treatment.  Macmillan support team isnt just for the journey it can be for after aswell to help gain your confidence back anf adapt to livng a healthy life again.

You! could be the one to help out yout community. 
Macmillan can asssit you to getting into a volunteer role
You can find more information at https://www.macmillan.org.uk/volunteering/get-involved


Become a Macmillan Volunteer to Improve Lives in a Matter of Hours Every Month

Macmillan relies on volunteers heavily. Donmating to those who are dealing with cancer can be donating a few hours now and then or helping in a fundraising event.

Volunteers for Macmillan help in manty ways such as, Coffee mornings and marathon runs to providing emoitonal support and volunteers spreading awareness to others using social medias.

Every volunteer is apart of a community that supports eachother and is motivated by helping others and empathy. Many say that volunteering gives peoppe the chance to create new everlasting freindships and gives a sense of hope to those struggling through the journey.

Macmillan offers various postions for you to help out your community and support those around you that may be struggling. You can also improve someone elses lifestyle. Could you be the one to help?

Do you want to be involved as a volunteer?
We can assist you to getting on the right tracks!
Find more information at https://www.macmillan.org.uk/volunteering/get-involved
Being a volunteer gives you the chance of helping the community and gives you the opportunity to help those that need it.


Macmillan Cancer Support (2024c) Volunteering with Macmillan. Available at: https://www.macmillan.org.uk/get-involved/volunteering (Accessed: 16 November 2025).
Macmillan Cancer Support (2024a) Macmillan Support Line. Available at: https://www.macmillan.org.uk/cancer-information-and-support/get-help (Accessed: 16 November 2025).
NHS (2024) Support for people with cancer. Available at: https://www.nhs.uk/conditions/cancer/living-with/(Accessed: 16 November 2025).


Theoretical frameworks of marketing give a strong structure showing how organisations communicate. It also examines how they affect people’s behaviour, which is important in the charity sector as its main goal is to create positive social outcomes, as they are against making a profit. Blogs are a strong way for charities to extend their message further to maximise awareness. Both the blogs I made for Macmillan Cancer Support were based on theoretical marketing concepts and made to promote awareness of this organisation and increase community engagement with the organisation, Macmillan Cancer Support (2024a).
The first blog, ‘You are not alone, How Macmillan Supports you throughout your cancer journey’ is meant for those who have struggled with the cancer journey, survivors and their families. The reason for the blog is to inform readers of the multiple services that Macmillan offers to help those with cancer, including emotional support, financial aid and mental well-being support. Readers are encouraged to use the services. This blog is an example of social marketing theory, Anderson and Kotler (2008), as this aims to influence behaviours and gain a socially desirable outcome. The blog uses an emotional appeal when giving information about the support services available. This is continuous with marketing theory as it seeks trust between Macmillan and its audience.
The blog post ‘Become a Macmillan volunteer to help change lives in just hours every month’ is aimed at those who are considering becoming a volunteer for Macmillan. The target audience may include those who thrive on feelings of empathy and the desire to achieve positive outcomes. The main goal of the blog is to persuade others to become volunteers for Macmillan and to increase awareness among everyone. The purpose of the blog was aligned with Related Marketing and self-congruence theory, as it shows that volunteering for Macmillan will help the knowledge of reading to have their own understanding of caring for someone they know who is struggling through the journey and make a positive change Michel et al., (2022). The blog also creates a relationship with the reader and persuades the reader to engage as a volunteer for Macmillan by creating a meaningful experience.
In the two blogs, many strategies for good communication were shown to explain an empathetic connection with each blog’s intended audience. The first blog shows that it is emotionally difficult for the reader and possibly someone struggling through the journey, but it gives assurance that there is support for them out there to provide an empathetic response and reassurance. This empathetic response is important to influence behaviour in social marketing campaigns, Kotler, Kartajaya, and Setiawan (2017). The second blog shows that volunteering is personally rewarding and not only beneficial to the person in need but also to yourself. The approach to volunteering is consistent with social identity theory that states people will be more inclined to participate in a cause supporting personal values and enhances their social identity McLead, 2019). Both blogs use a call to action that links to the website, therefore allowing readers to directly become involved and participate.
The blogs create an opportunity for the reader to engage with Macmillan directly, using strong storylines to connect the reader with the organisation. The first blog creates a stronger relationship with the reader as it shares stories of trained support workers there to help anyone in need, or by reading the blog, therefore making the connection to make people aware of the organisation. It makes the reader want to engage with the organisation, which means someone else could be helped during the journey. The second blog creates a sense of shared responsibility and connection with one another. The encourages readers to become volunteers as it shows you can be a part of a much larger community working towards a common goal. Both blogs give examples of relationship marketing in the non-profit sector. They focus on creating a strong relationship with the reader rather than a one-time thing (Eleven agency, 2025).
There are multiple ways to examine whether or not blogs have been effective in creating engagement and motivating people’s action. There are multiple ways to determine the activity of a blog, for example, the number of website clicks or the time spent on a website or even surveys to see what people think of the blog. Feedback is always a good way to determine the outcome of a blog and how successful it is, and shows what topic brings people in the most.
Blogs offer several benefits but also face many challenges. Blogs mainly rely on emotional appeals. If they are not planned out well enough, the blog could seem too much or too overwhelming to readers who may already be stressed. Although the blogs are available on the internet, the organisation is trying to reach those who don’t have access to the internet; therefore, other forms of communication will be needed to reach all target audience. This is so it’s available to all types of different groups, Spriger Nature (2025). Once someone signs up to become a volunteer or uses the services the organisation must provide full support and build a strong community with the volunteers to keep their engagement and build a strong organisation.
Overall, the blogs created for Macmillan show how marketing theories can be applied to a non-profit organisation to create awareness and build communities. The blogs are targeted at audiences for Macmillan or those affected by cancer and potential volunteers. Macmillan's overall goal is to provide continuous support while increasing the number of volunteers to help the organisation spread more awareness. The blogs are a good example showing how marketing theories can be used in a non-profit organisation to promote engagement and social impact of the organisation.

Reference list
Andreasen, A.R. and Kotler, P. (2008) Strategic Marketing for Non-Profit Organizations. 7th edn. Upper Saddle River, NJ: Pearson Education.
Eleven Agency (2025) Charity: Branding & Strategy for Charities and Non-Profits. Available at: https://www.elevenagency.co.uk/sectors/charity/ (Accessed: 16 November 2025).
Kotler, P., Kartajaya, H. and Setiawan, I. (2017) Marketing 4.0: Moving from Traditional to Digital. 1st edn. Hoboken, NJ: John Wiley & Sons.
Macmillan Cancer Support (2024a) About us. Available at: https://www.macmillan.org.uk/about-us/organisation/strategy (Accessed: 13 November 2025).
McLeod, S.A. (2019) ‘Social identity theory’, SimplyPsychology. Available at: https://www.simplypsychology.org/social-identity-theory.html (Accessed: 16 November 2025).
Michel, G., Torelli, C.J., Fleck, N. and Hubert, B. (2022) ‘Self-brand values congruity and incongruity: Their impacts on self-expansion and consumers’ responses to brands’, Journal of Business Research, 142, pp. 301–316.
Springer Nature (2025) The Researcher’s Source. Available at: https://www.springernature.com/gp/researchers/the-source (Accessed: 16 November 2025).


