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Student ID: 2414914
Name of Students in Group: Neculai Balaceanu, Ilie Sbircea, Loredana Paula Morosan 
Link to Individual Blog / Social Media Site: https://groupassignmentmarketing.blogspot.com/ 
Words included in Individual’s Blog (references included at the end)
Go Sober for October – Do It for You, Do It for Them
Let's be honest, for some of us the idea of taking a month off drinking doesn't sound easy! However, think of taking it off in honour of someone who has, is going through, or has received the news that they have cancer... that is a different thing! 
Sober October is one of Macmillan's most effective fundraising events. It is as it sounds, don't drink for 31 days, get sponsored, and raise money for people living with cancer. In return you may end up sleeping better, saving money, feeling more alert (all good things) and at the same time supporting essential services for people living with cancer. A win-win! 
Macmillan cleverly picked October because it comes right after the summer social scene has ended, and many people are looking for a reset. It gets great traction on social media with mocktail recipes, weekly challenge updates, and check ins to help keep interest alive. The event feels communal, like a team effort, and this is one of the contributing factors of its success! 
Here is how to get started: Head to www.gosober.org.uk and sign up 
Share on social media, the good news is that you will be joined by others 
Ask friends or family to support you 
Switch cocktails for mocktails and track your days 
And if you're struggling halfway through? That is okay! Pop into the Macmillan online community, someone else has probably struggled too... 
Have you completed Sober October before? Please leave your best tips in the comments below, and tag us in any of your mocktail photos, you may be featured! 
You got this and if you happen to struggle? Just reset and keep going. It is not about perfection. It is about progress, and about people! 
#SoberOctober #MacmillanChallenge #MocktailsOnMood #RaiseForCancerSupport

Raise a Cup for a Cause – The Power of Macmillan’s Coffee Morning
Every September, Macmillan Cancer Support host the World's Biggest Coffee Morning - and YOU can get involved! Whether you are hosting a coffee morning in your kitchen, your workplace, or on campus, you will be raising life-changing funds for people living with a diagnosis of cancer.
When you are marketing a coffee morning, timing and platform are so important. Macmillan promoted the event in late summer using visual content, video and Facebook ads - in 2017 overall participation increased by 43% - why? Because people love content that has good visual content with real human stories that engage them and inspire action. Short streams of video illustrating cake baking, laughter and real people sharing their real-life stories creates an emotional connection that is hard to describe.
 And again, this isn't just marketing activity and process, it will make an impact - every pound raised from a coffee morning can help fund Macmillan Nurses, Support Groups, help lines, and ultimately, someone, somewhere, really needs a fundraising team to organise a coffee morning.
You can host your own:  www.coffee.macmillan.org.uk  
Tip for planning a coffee morning is to work with your student union or local cafe and remember to share your coffee morning on social media with #MacmillanCoffeeMorningShare images, tag Macmillan, and promote their activity. Show others that Fundraising can be fun, inclusive and accessible.
Have you been to, or hosted a Macmillan Coffee Morning? Let us know in the comments what made it special.
Let us help you make every cupcake count! Because when they bring people to a table, to share a cup of coffee and cake, they do more than eat cake - they bring hope!
#MacmillanCoffeeMorning #CupcakesForACause #FundraiseWithCake #MacmillanMatters

Evaluation of marketing theory that underpins your blog
As part of our group assignment for the Marketing Fundamentals module, we developed two blog posts each student for the Macmillan Cancer Support. The aim was to use content marketing and teamwork implementation via digital storytelling to heighten awareness, engagement, and fundraising such as Sober October and Macmillan’s Coffee Morning. In the following, I will evaluate how marketing theory shaped my blogs, who were targeting, how l intended to engage the target, and how l intended to evaluate the success of each post. First, content marketing theory played an important role in shaping the two posts. The goal was to ensure each blog contained value, emotion, and a call to action. Koob (2021) expressed effective content marketing depends on how well the brand establishes a relationship with the brand audience while building trust and promoting engagement. Therefore, for the Sober October blog, l did not want to merely present facts, l wanted to present emotion. I used relatable, and supporting language to encourage readers to join in on the challenge not for their own benefit, but the benefit of others battling cancer (Koob, 2021). 
Storytelling also had an impact. Storytelling is an incredibly helpful element of nonprofit marketing, and l took advantage of this tool throughout the blogs to generate emotional ties. Korzh and Estima (2022) stated that storytelling helps create personal branding while moderators for memory development and message persuasion. The overall objective was to illustrate the authenticity of the campaigns like Coffee Morning as a way for the readers to visualise how to genuinely help others all through baking a cake or giving up alcohol. This type of emotional appeal aligns with what Kotler and Lee (2008) refer to as social marketing, which aims to inspire positive behaviours for the benefit of society.
I was also mindful of the AIDA model: Attention, Interest, Desire, and Action (Yadav et al., 2025). Each blog was formulated around this series. For instance, in the Coffee Morning blog l opened with a catchy title for attention, followed with real life inspiring stories and fun tips for interest and desire. Finally, l provided outreach to prompt action, with calls to action, such as "Host your own" or "Tag us in your photos", This was encouraging for people to take part (Alia et al., 2024).
The target audience was primarily students and young adults, with a particular focus on those using social media seeking ways to engage in a meaningful cause. I adopted a casual and friendly tone to be relatable. They were also quite conditioned to hashtags, community challenges, and photo prompts; so, considered their online engagement preferences. Digital marketing specialists, such as Chaffey and Smith (2022) refer to this generation as preferring content that is fast, emotional, and visually engaging, prompting us to share things like mocktails and cupcakes.
Furthermore, the goals of each blog post were also unique and different. Sober October was primarily to generate signups and sponsorship for the challenge. For the Coffee Morning blog, l emphasised encouraging participation and shared tips for hosting Coffee Morning events. In both blogs, l really wanted to enhance Macmillan's online presence and create a sense of community around their campaigns.
To engage readers, was implemented a few digital techniques. I wrote a short message and motivational content that could easily be shared via social media. Additionally, asked questions, notably "Have you hosted a coffee morning?" with a view to provide a comment invitation. Smith (2022) outlines the significance of engagement strategies when building digital trust and strengthening brand relationships. Also used repetition of hashtags and positive language to keep the tone uplifting and consistently communicated.
Regarding measuring success, various core marketing metrics that could be used in my evaluation, however, the American Marketing Association (2019) calls upon engagement rates such as: likes, shares, comments, click-through rates, and conversion rates (for example, how many have signed up for Sober October, after reading the blog). These are indicators of what content works and where improvements can be made.
In the not-for-profit space, the Association of Fundraising Professionals (2025) listed participation rates, donation amounts, and community feedback as important measurements too. observably, for my blogs, l could track how many people clicked on the links provided to Macmillan's official sites and hashtags suggested. These would be good indicators of how well the blog connected with the audience.
Ultimately, l provided thought if my blogs aligned with the values linked to strategic marketing. Aaker and Moorman (2023) discussed how every marketing message should have a place for, reflect or showcase the organisation's higher purpose. 
Finally, the writing of the blogs has led me to gain more understanding of how a piece of marketing theory plays out. I actively used content marketing, storytelling, social marketing approaches and digital engagement techniques to support Macmillan's campaigns. While, the audience was student and young adult, we remained within building emotional connections and behavioural actions that can create or have an impact. I have learnt that it takes a lot of focus and consideration into even a short blog, and just how important it is to evaluate content and measurable marketing metrics to improve and grow.
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