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Blog 1
Awareness/ The Importance of Fundraising
At the centre of Cancer Research UK's mission is fundraising. Funding from the public is vital to funding historic and even life-saving research, and initiatives like Race for Life and Stand Up to Cancer allow people to do something amazing by joining in and fundraising for CRUK.
Cancer Research UK's approach to fundraising exemplifies the relationship marketing approach, engagement grows over time through trust, gratitude for contributions, and bringing people and communities together. Each campaign is thoughtfully designed for the purpose of fundraising, but also deepening affective ties with supporters, involving supporters in fundraising for CRUK, strengthens social ties, creativity and affective support.
Through social media marketing, the charity promotes their events using humanistic visuals where potential donors can in turn see other's experiences and 'share' their own. With this marketing approach, donors or fundraisers will begin to feel part of something that is more important to them than themselves.
Every pound raised gets researchers closer to a better understanding of cancer, and to another step in defeating cancer altogether. The campaigns show that no matter how small the actions appear to be (like the traditional 5K or cake sale), cumulatively those actions arise to impact and take action at the global level.
Learn more or get involved: https://www.cancerresearchuk.org/get-involved/fundraise.
They actively use hashtags like #RaceForLife #CRUKFundraising #BeatCancerSooner to have volunteers and supporters share their experiences on social media.
As a fundraising charity, Cancer Research UK takes action through repeat engagement and effective campaigns that work to increase awareness and implement that awareness into action that is meaningful to the multitude of supporters.
Blog 2
The Hope Approach/Funding Cancer Research UK
 Cancer Research UK (CRUK) is one of the world's largest independent organisations for cancer research, and they strive to maintain the fight against cancer through trailblazing research and community activity, which changes and saves innumerable lives year after year.
CRUK fully understands the commitment to consistent communication through several channels as an example of Integrated Marketing Communications (IMC), whether it be through vital funded clinical trials research, or prevention awareness they demonstrate how important communication must be consistent through several communication channels.
Social media, community events, and national campaigns through storytelling are examples of how CRUK quickly reaches a widespread yet diverse community.
The tone of the charity is hopeful and empowering and by telling stories of cancer survivors and cancer research accomplishments CRUK develops emotional attachments that drives longer-term loyalty. This emotional attachment conveys the AIDA model (Attention, Interest, Desire, Action) grabbed their attention through 'hope' they then sparked interest through cancer research, built desire for change, and gained action, through donating or volunteering to the charity.
There are ways to get involved amongst supporters online through donations. Supporters are welcome to share posts and spread awareness on all social media channels to notify the public of the charity and the work going towards funding important cancer research. Hashtags like #TogetherWeFight #CRUKCommunity assist in promoting conversation and awareness.
Through maintaining a clear hopeful message Cancer Research UK continues to inspire millions of individuals a day to believe that one day we will be able to cure all cancers.
Please visit if you want to get involved: https://www.cancerresearchuk.org/get-involved/fundraise 
 













Blogs evaluation
The blog articles "The Hope Approach/Funding Cancer Research UK" and "Awareness/The Importance of Fundraising" both contribute useful messages to support Cancer Research UK's (CRUK) brand and the overall marketing plan. Together, these articles use straightforward language, emotional storytelling, and digital engagement as means to deepen the charity's brand, loyalty, and involvement.
The initial post emphasises CRUK's positive and hopeful message, and consistent communicated across a variety of channels. This indicates an effective use of Integrated Marketing Communications (IMC), an important theoretical principle that describes the necessity to communicate the same message across all forms of outreach for the audience to receive a cohesive brand image (Key & Czaplewski, 2017). The reference to social media and initiatives both national and community events indicate how CRUK has been able to integrate traditional and digital media effectively. A joined-up marketing approach can generate awareness and build trust whilst engaged with the charity identity (Kingsnorth,2025).
The blog post's hopeful and empowering tone also supports emotional engagement, which is critical to nonprofit marketing. By featuring stories of survivors and research advancements the readers were pulled into the charity's mission, all whilst creating an emotional connection to encourage loyalty. This blog follows the AIDA model (Attention, Interest, Desire, Action) that encapsulates action from the reader; donation/volunteer to the charity (Kumar,2023). Emotional storytelling also captures the human side of CRUK, portraying authenticity and empathy, which are both crucial for growing trust with audiences (Evans, Bratton & McKee, 2021).
The blog is also focused on relationship marketing, which connects to marketing through long term emotional connections, compared to simply receiving one donation. Through its work to share posts and hashtags like #TogetherWeFight, CRUK provides another two-way engagement opportunity for its supporters, where they turn into advocates for a specific cause. This kind of exchange enhances the feeling of belonging and supports the concept of social media a low-cost high-impact social marketing channel for building community and loyalty (Castronovo & Huang, 2012; Nuseir, 2016).
The second blog post, “Awareness/The Importance of Fundraising,” shifts the discussion to the concept of everyday people and the meaningful contributions they can make toward the charity’s success. It explains, every little bit helps, such as hosting a bake sale or running a 5K. Even these small acts are working together for a big change. This ties into societal marketing concepts, which dictate that marketing should offer value not only to the customer but also society at large (Ward & Lewandowska, 2008). By linking small personal acts to a carcinogenic fight around the world, the post leverages empowerment, and purpose beyond self-interest.
It also supports CRUK's brand positioning. By displaying how fundraising activities contribute to life-saving research, it defines CRUK's value proposition and unique differences among other charities. The meanings positions CRUK as trustworthy, community focused, and purposeful. As a rationale for why the content supports the organisation's brand positioning, consistent brand storytelling strengthens recognition and builds emotional memory, both of which support a non-profit's efforts to acquire attention and funds, often through similar channels (Kingsnorth, 2025; Kotler et al., 2015).
Both are strong examples of digitally leveraging a marketing strategy. They promote sharing, conversation, and participation with hashtags like #RaceForLife and #BeatCancerSooner, displaying an understanding of how social media spreads claims for social awareness quickly and cost-effectively. These posts encapsulate how social and digital channels have become a core component of an emerging marketing communication model (Castronovo & Huang, 2012). The charity’s efforts are also aligned with interactive marketing since readers are not passive receivers of information, but are involved participants through likes, shares, or touching fundraising posts (Rachmad, 2024).
The posts also illustrate models of customer engagement cycles whereby supporters first became aware of CRUK’s mission (awareness), engaged emotionally (interest and desire), and finally took physical action to support the cause (through fundraising or volunteering). Keeping audiences involved regularly by providing fresh content helps to create a pathway to convert awareness to loyalty. This confirms and supports Nuseir (2016) who identified that on-going digital engagement leads to retention, which builds brand loyalty when the offer of value is clear, evidenced and consistent over time.
From a marketing mix perspective, the blogs succinctly communicate to the reader the charity's “product” (life-saving research), “price” (donation), “place” (online fundraising platform), and promotion, utilising storytelling to engage the reader. They also appropriately identify the “people” who have made change happen, either highlighting survivors, fundraisers, or even researchers. Overall, the messaging demonstrates alignment to the extended “7Ps” and therefore reinforcing the clarity and credibility of the charity’s offer (Darmawan & Grenier, 2021).
The blogs are then also about competitive advantage for CRUK, as they seek to be viewed as transparent and trustworthy attributes that a lot less established organisations lack. Narrative storytelling through emotionally situated text combined with calls to action helps the charity cut through online rand clutter and remain relevant in this “attention economy” (Sudirjo, 2023; Haris, Samosir & Lubis, 2023).
In conclusion, utilising the restorative paradigm of marketing constructs both blog posts build on the idea that both were effective in case building for Cancer Research UK improving a challenging task of extending complex goals into simple and inspiring human messages. They achieved this by employing narrative storytelling structures, tone and engagement sourced in emphaty creating emotionally accessible content that builds engagement with the audience, which ultimately strengthens CRUK’s reputation as a global leader of cancer research. In addition, through brand integrity, integrated communication and digital engagement, both blogs provide evidence and support key aspects of contemporary marketing theory, most clearly IMC, relationship marketing and creating value for society, such that they not only build awareness, but also move in to inspire awareness for action, and action for hope, for a future without cancer (Kotler, 1994; Kingsnorth, 2025; Kotler et al., 2015) .
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