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Words included in Individual’s Blog 
My colleagues and I are participating in our group assignment at university to showcase the incredible role that Macmillan Cancer Support plays, and this week we are showcasing their campaign about awareness through emotional engagement, which is an important marketing theory. According to marketing theory, audiences are likely to engage with other people more strongly when a message relates to them personally and emotionally, especially issues such as cancer. 
Cancer is something that most families experience at some point, and the support that Macmillan provides is not just in medical care. Macmillan provides emotional support, practical support, and specialist advice and information to help people and families living with cancer to not feel overwhelmed in life. The Macmillan Support Line provides free, and confidential support for anybody who needs it: 
🔗 https://www.macmillan.org.uk/get-help   
You do not need to have cancer to benefit, someone in your community could benefit from your support without you realising it. 
With this post, I want to start a conversation, because marketing is not about broadcasting information, but rather it is about building a conversation with your audience. We want you to come away feeling informed, educated, and included. We do not want you to feel like we are just talking at you, instead we want to promote open conversation throughout the campaign. 
If you are impacted by cancer, or someone you know is impacted by cancer, resources from Macmillan are always available. Macmillan also has an Online Community where people are able to share their experiences and ask questions in a friendly and support environment: 
🔗 https://community.macmillan.org.uk   
Discussion Prompts:
What type of support do you think people need the most when faced with cancer; emotional, financial or practical? Please let us know your ideas in the comments below. 

We think that raising awareness and your opinions matter.
Here are three simple ways to support Macmillan, even if you are busy, low on money, or unfamiliar with fundraising:
1. Hold a Macmillan Coffee Morning or attend one 
This is one of Macmillan's greatest annual events. It is fun, very simple, and an excellent way to bring people together.
🔗 https://coffee.macmillan.org.uk  
2. Sign up for a fundraising event
Macmillan has hikes, runs, and other ear-raising fun ideas before your exam cycles are over in time for you to fit it around your studies.
🔗 https://www.macmillan.org.uk/fundraise 


3. Share Macmillan resources on social media
Even sharing a small amount of awareness from Macmillan's resources is a way to assist others in finding support when they need it.
We selected these three actions as they align with the student behavioural patterns outlined in the literature related to marketing research and to students new to fundraising, as students are likely to respond to low-cost, social, or easily adaptable activities. In communication and digital reports, we will communicate using media literacies in our tone, such as Instagram or Blogger, so that we can connect with our audience and have more reach for our campaign.
If you would like to learn more about Macmillan and how they support people, please visit:
🔗 https://www.macmillan.org.uk/cancer-information-and-support  
Tell us your thoughts in the comments: 
Which student societies or sports teams would consider fundraising for Macmillan? We would love to hear suggestions for our next campaign activity!






Evaluation of marketing theory that underpins my blog
The intention of the blog is to promote Macmillan Cancer Support by using emotional engagement and transparent action steps. It conceptualises how cancer affects several families and explains Macmillan’s emotional, practical and specialist support. This emotional frame allows the readers to traverse the AIDA attention/interest/desire/action, a classic way of working towards a persuasive marketing message (AIDA Model for Social Media Marketing, 2025; Rahmawati and Rino, 2025). Engaging in real feelings, such as being “overwhelmed in life” (Ibid), personalizes the issue, and make the content relatable in nonprofit communication (Oliveira et al., 2016; Bruhn and Zimmermann, 2022). 
The main target audience of the blog is evidently university students, and young adults. The post outlines exam cycles and student fundraising and societies, and the content is shared on Blogger, utilising a style that is equivalent social media culture. This fits with research that digital natives prefer online quality interactive content and short, practical suggestions (Ryan,2016; Smith, 2011). The measures that are low cost/flexible for example, coffee morning, or sharing resources on social media, relates to more typical student behaviour, where money/time is often restricted (Kotler and Armstrong,2008; Kapoor, 2021). 
All the sections of the blog link to a specific marketing goal. The opening paragraphs aimed to develop awareness and emotional attach points by explaining the impact of cancer and Macmillan's wider role beyond clinical support. This reinforces the "Attention" and “Interest” stage in AIDA by prompting readers to stop, relate and want to know more (AIDA Model for Social Media Marketing, 2025). The central section that details Macmillan's Support Line and Online Community and gives links has the purpose of solidifying the charity's reliability as support (Chaffey and Smith, 2022; Shikovets et al., 2022). The list of three simple ways to support Macmillan is prompted from the "Desire" and "Action" stage; interested parties may exhibit clear action behaviour such as fundraising, attending events, or sharing information (Rahmawati and Rino, 2025; Bagus, 2023).
The blog post employs multiple strategies to capture the audience's attention and keep them engaged. First, it uses conversational and inclusive language, for example the line “we want you to come away feeling informed, educated, and included”, this aligns with digital marketing industry practices to speak to the audience in a human tone and nurture the relationship rather than broadcast messages (Ryan, 2016). Second, it includes prompts for discussion and questions to the readers, e.g., “What type of support do you think people need the most...?” which lends itself to discussion and reader engagement (Warokka et al., 2020; Smith, 2011).
Moreover, this blog integrates explicit calls to action with hyperlinks to Macmillan’s main website, the Online Community, and Coffee Morning fundraising pages. This enables integrated marketing communications by providing a similar linkage of the student-led blog with Macmillan's official digital channels (Bruhn and Zimmermann, 2022; Chaffey and Smith, 2022). Another aspect of the blog is the potential to link the blog posts to social engagement such as coffee mornings, sponsored runs, and sharing on social media, which can incorporate elements of the promotional mix such as events, digital content, and word-of-mouth communications (Bagus, 2023; Kotler and Armstrong, 2008). The use of more than one touchpoint is useful for non-profits, which have more small touchpoints to establish long-term support for a cause (Oliveira et al., 2016; Shikovets et al., 2022). 
From a strategic perspective, the blog demonstrates its understanding of student behaviour and media habits. The suggested use of Instagram and Blogger are common platforms accordingly for young people, plus it rightly uses terms such as "media literacies" and "reach", which attaches to ideas surrounding digital marketing planning (Ryan, 2016; Chaffey and Smith, 2022). All three suggested actions are appropriately of lower barrier and social, which relates to research that suggests young adults tend to respond well to low-commitment social shareable activities when initially engaging with a cause (Smith, 2011; Warokka et al., 2020). When the content aligns with the audience behaviour, there is a higher chance the contact will lead to real participation. 
To measure the success of each blog post, it would be necessary to use the right marketing metrics. If the intended goal is to market awareness and attention, and engagement, metrics could include page views, unique visitors, and reach from social media as outcomes (Chaffey and Smith, 2022). Tracking time on page, interest, click-through rates on the Macmillan, and scroll depth would be helpful measures (American Marketing Association, 2019). In terms of desire and action, the group could capture the number of clicks through to the coffee morning and fundraising pages, any event sign-ups, and any email subscriptions or donations that result after the promotion of the blog (American Marketing Association, 2019; Chaffey and Smith, 2022). 
Engagement measures matter in a charity context as well. Measuring the number and quality of comments on the blog and the shares or reactions it garners on social media, indicates whether the blog is successful in its aim of starting a conversation (Ryan, 2016; Chartered Institute of Fundraising, n.d.). If the blog is shared through mailing lists, measuring the open rate and click-through rate would also help to assess how the content works across different channels (Chartered Institute of Fundraising, n.d.; Chaffey and Smith, 2022). Eventually, the data on open rates, click-through rates, shares, and comments will be valuable data to further refine headlines, calling to action, and topic selection (American Marketing Association, 2019). 
There are also areas to strengthen the blog further with theory. For example, the AIDA stages can be made much clearer if there is a stronger urgency or incentive in the "Action" area of the AIDA model (e.g. highlighting a fundraising goal or deadline for various events could reinforce motivation, AIDA Model for Social Media Marketing, 2025; Rahmawati and Rino, 2025). Additional visual elements (for example images or a super short video) could also further support attention and the emotional impact of the content, as audiences digitally scan content rather than read lengthy pieces (Ryan, 2016; Chaffey and Smith, 2022). Finally, the blog could link more systematically to a wider communications plan through a series of emails or follow up posts, this could work towards building a more integrated campaign over time (Bruhn and Zimmermann, 2022; Oliveira et al., 2016).
As illustrated across the above discussion, overall the blog has a strong approach to promoting Macmillan Cancer Support using emotional appeal, clear calls to action, and student-focused content. It reflects key concepts of AIDA that evidence the ideas of the digital marketing experts and nonprofit communication experts that echoed across the literature (AIDA Model for Social Media Marketing, 2025; Kotler and Armstrong, 2008; American Marketing Association, 2019).
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