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Words included in Individual’s Blog
Why Brain Health is More Important Than You Might Think
Most of us think of older people when we hear the word 'dementia', and externally, this is a little misleading. Research tells us that what happens when we hit our 30s, 40s and 50s is an important part of reducing the risk of developing dementia later in life. This is why as students from Trinity Saint David; we are excited to work with Alzheimer's Research UK to spread awareness.
What is dementia?
It is not simply forgetting things. Dementia is caused by diseases that damage the brain and can affect memory, thoughts, speech and even behaviour. It is not a normal part of aging - and that is an important distinction.
Who is this message for?
This message is for everyone - but more so young adults, middle-aged, or as a message to careers. If we know what risks there are now, we can take action to make decisions that protect our brain health in the coming years.
What can you do?
Small things throughout our lifetime can have an impact at any age or stage. Maintaining healthy eating habits, moving more often, maintaining socially active engagement, and using our minds, all have an impact. Even stopping smoking or managing conditions such as high blood pressure can have an impact.
We have put together 8 blogs as part of our group assignment that address how to reduce our risk in actionable steps. We encourage you to follow along, leave a comment, and let us know how you look after your own brain!
Do you have a question, or want to share an experience? Let us know below!
To find out more visit: www.alzheimersresearchuk.org    
#ThinkBrainHealth #BrainAwareness #ARUK #StudentVoices #Healthychoices

Eat Smart – Food Choices That Protect Your Brain
Your diet affects your brain health as well as your body. Eating well is not just about weight loss, but it is part of reducing your risk of dementia.
What do you eat?
A Mediterranean-style diet is recommended: this means more fresh fruits, vegetables, nuts, beans, wholegrains and fish - they provide your brain with nutrients helps keep it sharper.
What do avoid?
Food choices that are high in sugar and saturated fat - think cakes, biscuits, and processed meat. High-fat food can increase the risk of heart disease which is related to dementia.
When do you start?
The sooner the better. If you start good straight swaps in your 30's and 40's you are giving your brain the best opportunity later in life. That being said it is never too late to make changes to your diet.
Who should care?
Everyone! Student, parents, busy workers - whatever your age, your brain needs to be fuelled well.
Best tip: stay practical and think small swaps. This may be a switch to whole grain product instead of white. Or switch your afternoon chocolate snack for grapes or an apple or switch to oily fishlike salmon or sardines and eat once a week.
Want to see where you feel. You can try the Think Brain Health Check-in: https://alzheimersresearchuk.org//    
What’s your favourite brain food? We'd love to hear in the comments!
#EatWellThinkWell #BrainHealth #MediterraneanDiet #HealthyEating #ARUK
Evaluation 
The blogs created for Alzheimer’s Research UK were based on various marketing concepts explaining the rationale behind why the blogs are suitable for a charity. The main objective was to create awareness of dementia and promote healthier behaviours in society, thus linking to social marketing concepts, as the posts focus on changing behaviour for the social good, at the centre of social marketing, which encourages people of all ages to adopt lifestyle habits that might delay the onset of dementia (Kotler and Lee, 2008). The tone and advice in the blog kept with this concept, providing clear and uncomplicated steps, such as "eating healthy, being active, and remaining socially engaged", and this also supports the wider objectives of the charity because empowering people with knowledge may reduce stigma and should be viewed as positive steps for communities to embrace action (Lee and Kotler, 2015). The human tone across the blog is another marketing geared toward a marketing approach. Human-to-human (H2H) marketing is based on a focus toward personal and relatable communication, not formal or distant, because people respond better when they believe there is true connection (Kotler, Pfoertsch and Sponholz, 2020). The tone uses phrases such as, "what is your favourite brain food?" and "We would like to hear, in the comments", and this makes the information personable and removes the lecturing feeling. This tone developed trust among readers and correlates to the charitable want to bring brain health to the forefront of everyday life to everyone, not just an aging population. An understanding of the target market is key to effective marketing, and the blog is explicit about who it is seeking to reach. The posts make it clear that the target market is primarily young adults, middle-aged adults, and those concerned for carers (although brain health is important for everyone). This relates to the segmentation- targeting- position (STP) theory, which is segmenting audiences, to be more tailored in messages (Nadube and Didia, 2018). In this case, the segmentation draws on age, lifestyle and interest in health behaviours. The targeting of people in their 30s, 40s, and 50s fits with the broader literature which argues mid-life is a key time to consider reducing dementia risk. Further, the blog site positions the health of your brain as something that can be protected through small everyday decisions, which works to remove the stigma or confusion that is often attached to dementia (Dolnicar, 2018). This is a simple way to reposition, but hopeful for the charity, as it helps to create understanding and action as early as possible. Therefore, example number two is that each blog has a clear target, which aligns with some of the marketing theoretical approach. The first goal is awareness, as the posts explain what dementia is and why it is not always the older population. The second aim is behavioural change, as the blogs provide actionable strategies, such as a Mediterranean-style diet, or substituting sugary snacks with fruit, and aligns with social marketing principles focusing on behaviour change that is realistic and achievable (Kotler, 1984). A third aim is engagement, which is essential in charity marketing, as interacting with people builds long-term support of the charity. Encouraging readers to comment, ask questions, or visit the Think Brain Health Check-in creates opportunities for dialogue, which is an important aspect of relationship marketing theory (Gummesson, 2017). All of this helps to build and strengthen connection between the charity and the public.
Relationship marketing theory looks at how they might create long-term trust and loyalty through meaningful interaction as opposed to one-off communication. The blog also supports, with its approachable tone and encouraging requests for readers to share experiences. When people feel personally addressed, they will likely come back, interact, and potentially support the charity later (Lee and Lee, 2017). The commitment to posting often and using relatable messages can create parasocial relationships, which the literature defines as one-sided, but meaningful, relationships with online communicators. This is all to your advantage in charity work, as we know emotional engagement leads to even higher support of a cause (Laura and Sally, 2000). 
The blog also demonstrates digital marketing ideas in terms of how the blog operates. The use of # hashtags such as #BrainHealth and #ARUK makes the blog easier to find in links and increase visibility on awareness across all social platforms, which aligns with general digital marketing strategy (Minculete and Olar, 2018). The inclusion of links to other resources, such as the Think Brain Health Check-in, support web-based pathways that seek to guide readers from awareness to action, an aspect of digital engagement strategy (Apasrawirote et al., 2022). Writing in short segments supports modern online behaviour, as readers prefer simple, scannable information (Almeida-Santana and Moreno-Gil, 2017).
Overall, the blog is a combination of social marketing, H2H communication, STP marketing, digital marketing, and relationship marketing to produce simple, engaging content that is strongly aligned with Alzheimer’s Research UK’s aims. In total, the blogs can serve as a device for educating, motivating, and engaging people and supports the cultivation of long-term awareness and support towards Alzheimer’s Research UK’s mission.
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