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The Free NHS Health Check That Could Protect Your Brain
Did you know you can protect your brain and body with a simple NHS Health Check?
If you live in England and are aged 40 -74, you will be invited to a free check-up every five years. The NHS Health Check will take your blood pressure, cholesterol, weight, and lifestyle into consideration and assess you for early signs of heart disease, risk for diabetes, risk for dementia, and other health conditions.
Why is this important? High blood pressure, obesity, and type 2 diabetes are all risk factors for dementia. Identifying these risk factors early means you have an opportunity to make healthy lifestyle changes to lower your risk.
Alzheimer's Research UK embraces NHS Health Checks as a simple and low-cost way to protect your long-term health of your brain.
Act now!
If you're 40+, schedule your NHS Health Check with your GP (general practitioner) or local pharmacy.
If you're under 40, encourage your parent(s) or family member to schedule their check.
Find out more: www.nhs.uk/conditions/nhs-health-check   
Learn more about your brain health: https://www.alzheimersresearchuk.org/brain-health/think-brain-health/ 
Have you had your NHS Health Check yet? Let us know if your Health Check made a difference in your health!
#NHSHealthCheck #PreventDementia #BrainHealth #AlzheimersResearchUK

Be Part of the Cure/Join Dementia Research!
Would you like to have a real impact on dementia research? Alzheimer’s Research UK is reaching out to each of you, calling on people from all backgrounds and walks of life, to take part in dementia research to find new ways to prevent, treat, and even cure dementia.
You don’t need to be living with dementia to take part. Researchers need healthy volunteers to compare with people who are living with dementia to understand what reduces or increases the risk.
What is Join Dementia Research?
Join Dementia Research is a national service which helps volunteers to take part in dementia studies across the UK. You can register online, select which studies to take part in, and how involved to become in the study.
By taking part, you are helping researchers take one step closer to breakthroughs that will change the lives of people living with dementia. Every volunteer makes a difference.
Get started today and join for a cure!
Join today:  www.joindementiaresearch.nihr.ac.uk 
More information about Alzheimer’s Research UK:  www.alzheimersresearchuk.org 
If you have a question about taking part, ask away in the comments below or share this so someone else may be inspired to join!
#JoinTheFight #DementiaResearch #AlzheimersResearchUK #BeTheChange
Evaluation 
The Alzheimer’s Research UK blog serves a major role in the organisation's objective of encouraging brain health and dementia research awareness. Marketing theory provides an understanding of how the blog works to attract, inform, and engage readers, while also inspiring them to act in support of a worthy cause. This assessment investigates how marketing concepts and frameworks such as the 7Ps and AIDA, IMC, and digital engagement strategies work to reach and affect the target audience.
1. Marketing Mix and Purpose
The marketing mix or 7Ps (product, price, place, promotion, people, process, and physical evidence) is critical for understanding the structure of marketing initiatives (Khan, 2014). Here, however, the “product” is not a physical product but the awareness, understanding, and participation in health and research. The first blog entry discusses the NHS Health Check, which is consistent with Alzheimer’s Research UK objective of preventing dementia with early health action. The second post is a promotion for readers to engage in dementia research studies which is a direct promotion for readers to engage in supporting a scientific process. Both posts are promotional tools to influence public behaviour that aligns with the charity’s purpose (Jain, Jain, & Jain, 2022).
In a charity setting, “price” does not equal financial cost, but time and commitment by the participants. “Place” is digital via the charity’s website and social media where access is easy and free. “Promotion” is provided with professional, engaging, interesting and informative content with hashtags, then a clear call to action. These aspects of the marketing mix are working together to promote readers to either book a health check or join research, showing how digital communications can result in social change (Wuisan & Handra, 2023). 
2. Target audience and segmentation
The target audience for these blog posts includes adults aged 40 and over, health-conscious people and people with a family health history of dementia. The segmentation is based on the principles of audience segmentation by age, interest, and motivation to act for health/social purposes (Khandelwal, Jakhar & Khandelwal, 2020). The NHS Health Check post focuses on people aged of between 40-74 years of age, to drive preventative health behaviours. The Join Dementia Research post targets both potential volunteers and people who may be supporting medical research. 
In addressing these target audiences, the blog aims and is therefore more likely to engage with readers in a personal way. This is useful as targeted audience communications that are designed to be personally relevant are a critical part of digital charity marketing (Butkouskaya & Llonch-Andreu, 2024). 
3. Objectives of each blog post
Both blog posts have a clear marketing objective. The first post aims to develop reader awareness of the NHS Health Check, more specifically it means to create awareness about the NHS Health Check, and the role this can play in protecting from developing brain related health conditions. The second aims to develop participation in dementia research studies. Both contributories in publicly identifying what study Alzheimer's Research UK wants to achieve. 
The blog posts replicate the principles of AIDA (Attention, Interest, Desire, and Action) (Pramita and Manafe, 2022). The titles attract attention with commanding phrases like, “Protect Your Brain” and "Be Part of the Cure." The body of the writing generates interest through a discussion of the value of health checks and health research. The charity creates desire by informing readers how their participation can matter. Finally, the writing includes actionable statements such as, "Book your NHS Health Check" or "Join today," to encourage action (Wong et al., 2024).
4. Engaging the Target Audience 
Engagement is at the centre of digital marketing success for charities. The blog generates trust and empathy through emotional, informative story telling. The blog suggested that readers could share posts, comment on posts, or encourage others, thereby contributing to a sense of community. Measuring customer engagement in social is understanding likes, shares, comments, and breadth of interaction with the content (Vinerean and Opreana, 2021). In this instance, engagement might be explained by the number of people clicking on the links, sharing content, or signing up for health checks or to participate in research studies. 
Additionally, the blogs incorporate social media specific hashtags like, #PreventDementia and #JoinTheFight, to expand reach and visibility. This integration reflects a contemporary Integrated Marketing Communication (IMC) approach, where different marketing channels (blogs, websites and social media) are coordinated to deliver messages (Yurdakul & Bozdağ, 2018). Through this, the charity can create brand consistency and strengthen its online presence (Smith & Zook, 2024). 
5. Integrated Marketing Communication and Brand Development
IMC values the importance of based on a foundation of reliability that engages and should initiate a long-term relationship with audiences (Juska, 2021).  Alzheimer’s Research UK demonstrates a value for their audiences via their IMC by connecting informative blogs to a social media campaign, newsletter and website.  The tone of the blog is both informative, and reassuring, thus resembling the brand.  A sense of brand familiarity and reliability is extended to readers through consistence within channels (Valos et al., 2016).
The charity also employs digital marketing to create brand equity, as the brand reacts to reliability and compassion, founded on research first approach (Kushwaha et al., 2019).  As a person engages with the blog and its calls to action, an emotional tie grows stronger, which is fundamental in marketing nonprofit causes where trust, and humanism, are in their foundations (Sargeant & Jay, 2002).
Conclusion
In summary, the blog offers a clear and effective application of marketing theory to drive public health and research participation.  The marketing mix builds trust and accessibility within the charity.  Using segmentation and the AIDA model, the blog connects with audiences through awareness and action.  Integrated marketing communication reinforces the brand while engaging audiences to measure and Improve marketing comfort.  The blog demonstrates marketing for social good, engaging an audience with emotional appeal, clear messaging and an intensity to contribute to a healthier, informed community.
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