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Words included in Individual’s Blog 
Let’s Talk – Why Communication is Key at Macmillan
Cancer has no manual. It's confusing. It's scary. This is why one of the most powerful tools that Macmillan has is clear, kind, and timely communication. Macmillan does not just "put content in the world." Each post, email, handout, in person or video is carefully crafted with a backdrop of communication models with a focus on the "what, when, how, and who."
What do people need to know? Maybe it is around managing fatigue? Maybe it is around where to get financial support?
When should they share that information? After diagnosis? During the recovery period?
How do they say it? Warm tone? Simple visuals? Supportive voice?
Who are they talking to? A patient? A caregiver? A young adult? A grandparent?
It is this tactical approach that ensures the message lands in a way and at a time when it matters, the most.
Macmillan also ensures communication is two-way. With Macmillan's Online Community, in addition to a helpline and comments section, people still ask questions, share stories, and support each other. Powerful. Human.
So, talk to them! Ask a question! Share a post! Leave a comment! Communication is not only about sharing information - it is about connecting people to hope.
Would you like to see it first hand? Then consider being part of the Online Community:
 www.macmillan.org.uk/community  
They are building conversations that heal.
#MacmillanCommunication #TalkToUs #SupportthatSpeaks #HealthCommunicationMatters

Students for Macmillan – How We’re Making a Difference
We’re a group of university students - balancing classes, deadlines, and jobs - and as part of our class, we got asked to write two blog posts for a charity. We chose Macmillan Cancer Support, because we want to support their cause. Macmillan helps people living with cancer, live life as much as possible. Emotional, financial and practical support - not just patients but their families, careers, and loved ones all benefit too! This made us think: You don’t need to be a doctor or a millionaire. You just need to care. We didn’t deliver a campaign in the end but have produced the blogs for engaging staff and students. Coffee mornings, events, social media take overs and challenges on TikTok, we focused on strategies to engage staff and students, in their space, online and on campus. We explored popular marketing techniques including storytelling, timing, audience research, platform targeting to deliver the messages.   Here's what we learnt:  
Real stories are more connecting than statistics  
Awareness weeks and campus events are timely 
Insta, TikTok, and forums are better than emails 
Ask questions, people like to engage, not just be passive 
We also recognised that a lot of people still do not know everything, Macmillan has on offer.  So, lots more work bigger than us to do - and contribute to.   
It may just be sharing the post, getting involved in an event, or even initiating your own fundraiser, it would be great if you could get involved too!  Have a look on the website www.macmillan.org.uk to see how.
Together, even small actions can make a big difference.
	








Evaluation of marketing theory that underpins your blog
The blog has been produced as part of a group assignment in which we chose Macmillan Cancer Support as our charity. I use my blogging to support our group's marketing activities by targeting a defined audience, having clear aims, providing people with stories of engagement, and considering how I would evaluate the effectiveness of the blogs (Romppanen, 2021; Aaker and Moorman, 2023). 
How my blogs assist in marketing my charitable organisation 
My blogs help Macmillan in three primary ways.
Firstly, they raise awareness by explaining what Macmillan does and the emotional and practical support it gives to people who are living with cancer and their families (Kotler et al., 2001; Kapoor, 2021).
Secondly, they build the brand showing Macmillan as warm, human and easy to talk to, this also assists with building long-term brand equity (Aaker and Moorman, 2023; Kotler and Lee, 2008).
Finally, they encourage action, actions may be a visit to the website, joining the online community, participating in events and fundraising, this all supports the goals of social marketing, even behaviour change for good (Kotler and Lee, 2008; Association of Fundraising Professionals (AFP), 2025). 
I also try to overlap my blogs with a broader mix of tools, linking to Macmillan's website, events and social media pages, so that the posts collectively progress other channels with an integrated marketing communications perspective (Bagus, 2023; Valos et al., 2016; Varey, 2002). 

Target audience for each blog
I used segmentation, targeting and positioning (STP) as a guiding framework when conceiving each blog (Romppanen, 2021). In the first blog, I am targeting an audience of people with cancer and their careers, who may feel scared, confused, or alone. I am presenting Macmillan as a friendly companion that provide clear, understandable information, emotional support, and a safe place to talk (not just to convey medical facts) (Kotler et al., 2001; Aaker and Moorman, 2023; Kapoor, 2021). In the second blog, I am targeting students and staff at my university. They are busy and realising lots of them are on social media, but they may not know how to support Macmillan. I am presenting the charity as an opportunity for them to support via campus events, small fundraising events, and sharing posts online (Romppanen, 2021; Association of Fundraising Professionals (AFP), 2025). 
Goals for each blog post
My main goals for the first blog are to: raise awareness of Macmillan’s support services, such as the helpline number and the online community, help readers feel more confident to ask for help, to encourage them to click through to Macmillan’s support pages or join the community. These goals relate back to the principles of social marketing because I am hoping people will adopt a positive behaviour: seeking support. The goal is to not let cancer be an experience people face alone. (Kotler and Lee, 2008). 
For my second blog, I aim to: communicate to students and staff that “ordinary people” can engage with Macmillan, provide clear actions, i.e., join an event, start a fundraiser or share content, drive traffic to Macmillan’s website and event or donation pages. This connects with the strategic market management goal as I try to convert my student audience into active supporters, and hopefully, long-term advocates of the charity (Aaker and Moorman, 2023; Association of Fundraising Professionals (AFP), 2025). 
How I engage the target audience
I use the AIDA model (Attention, Interest, Desire, Action) across both blogs (Yadav, Tripathi and Shukla, 2025). I grab attention with emotional and relatable openings. For example, I might start with talking honestly about how cancer having feels, or how busy students are. Then, I explore the Interest stage with why communication, community, and small actions make a difference. The Desire stage focuses on elaborating on what benefits the helping side of Macmillan with respect to active supporters, and the feeling you get for being able to make a difference. I end with clear Calls to Action that include “join the online community,” “sign up for an event,” or “start a fundraiser” (Yadav, Tripathi and Shukla, 2025). I also incorporate storytelling techniques. Instead of using heavy statistics, I replace them with simple stories, or phrases such as "Conversations that Heal" and "Small Actions that Add Up" to invoke more of a human feeling and to stick in your memory. (Korzh and Estima, 2022; Koob, 2021.) I write in the first person and use "you" and "we" to have a conversational style, which is good marketing communication practice (Varey, 2002; Kapoor, 2021). To link to digital marketing, I refer to social media and events, and I would post the blogs on Instagram or TikTok to reach more of my student audience (Chaffey and Smith, 2022; Valos et al., 2016). 
Marketing metrics to evaluate each blog 
To assess if my blogs would have success, I would consider the digital marketing and analytics metrics. For both blogs, I would track the same performance statistics, such as page views, time on page, scroll depth and bounce rate and social shares, to assess reach and engagement (American Marketing Association (AMA), 2019; Chaffey and Smith, 2022; Koob, 2021). 
For the first blog I would also track click-throughs to Macmillan's support pages and helpline information and online community. I would measure conversions, for example sign-ups for the online community or downloads of support guides, as I am measuring these fallen objective outcomes (American Marketing Association (AMA), 2019; Chartered Institute of Marketing (CIM), n.d.). 
For the second blog, I would track click-throughs to event sign-up and fundraising pages, and the number of registrations or fundraising pages created using the links or codes (Chaffey and Smith, 2022). I would look at social metrics for example mentions of campaign hashtag and comments and shares on Instagram or TikTok, because my aim is to generate student led activity (Valos et al, 2016; Koob, 2021). 
By keeping my blogs linked to clear audiences, objectives, engagement methods and metrics, I am using them as straightforward and yet real instruments to help support the marketing of Macmillan Cancer Support as part of our group work (Aaker and Moorman, 2023; Kotler and Lee, 2008).
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