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Macmillan is a well know charity and support organization for people that live with illnesses such as cancer; it can be found all within the United Kingdom and is one of the most successful organizations that helps fight against cancer through the means of cure research. (Carlyle, 2015)
This report will explain why Macmillan organization is important for the UK population, how has Macmillan impacted lives; it will discuss the way the organization interacts with people and the means used to bring awareness of the impact of cancer. 


[bookmark: _Toc112193378]ABOUT MACMILLAN CANCER SUPPORT 

Macmillan Charity has been founded in the UK back in the 1911 by Douglas Macmillan – back then, Macmillan’s purpose was to create an organization that would help prevent cancer rather than offer a cure. Mr. Douglas was inspired by his father to create the organization and as well by the fact that people were not able to obtain treatment in hospital for the terrible disease and doctors and nurses had to offer care and help in patient’s homes with limited means. (Quaraishi, 2018). 

Further down the line, the organization enlarged and became Cancer Relief Macmillan Fund in the late 1980s; By 1998, it has become a national institute and had a team of 10 lecturers and cancer and palliative care professionals. In 2000, the charity funded its 2000th nurse and built a mobile unit to provide information within the whole country, about its services. (Quaraishi, 2018).
According to the charity’s website, there are a range of services they can provide, such as: funding healthcare professionals, they provide healthcare related services, cancer support and information, assist patients with low income, provide emotional and social support and support practical services. 

Macmillan is estimating that there are approximatively 3 million people in the UK that live with cancer and there will be a rise in ill patients of 2.3 million by the end of 2040 – the increase is directly related to UK’s growing population, and ageing population; In the UK, every 90 second a person is diagnosed with cancer. (Macmillan Cancer Support, 2021).
The charitable organization is laying its impact on people through their generous support services, financial support, guidance, and help. 

Gies, (2021) explains in Charity Fundraising and the Ethics of Voice: Cancer Survivors Perspectives on Macmillan Caner Support’s “Brave the Shave” campaign, that a charitable organization has multiple purposes: acting as an advocate for the disadvantaged people, bringing awareness, giving a voice to the unheard, social justice, fair distribution of resources, challenges of vulnerable groups. 
“ Charity is meant to be a free gift, a voluntary, unrequited surrender of resources. Though we laud charity as a Christian virtue we know that it wounds. I worked for some years in a charitable foundation that annually was required to give away large sums as the condition of tax exemption. Newcomers to the office quickly learnt that the recipient does not like the giver, however cheerful he be.” (Douglas, 2002, p. ix)
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We can define community as a group of people that hold different characteristics but who are linked by sharing the same perspectives, that have linked social ties, collaborate in a joint action from different parts of the country or the world and are living in different settings. (MacQueen et all., 2011)

Engagement is a strenuous implication, that is based on people’s common thoughts, goals, and purposes; this concept gives people a sense of involvement, responsibility and belonging. (Watson, 2007)
Macmillan understands and puts great value into communication and information – they have many ways of engaging with the British community such as: campaigns, slogans, charity stores, fundraising, physical activity races, donations, etc. (Carlyle, 2015)

Keeping a continuous and well-established relationship with the donors, it is a must for every charity that is supporting a good cause; Macmillan is already engaging with people through the means of social media, magazines, TV commercials, newspapers. 

[bookmark: _Toc112193380]“BRAVE THE SHAVE” – What is the real purpose of the campaign? 

This is Macmillan’s most known campaign – in order to be part of it you had to sign up, choose a date and a location for the shave, ask family and friends to help sponsor your intention and of course, the event itself. This practice would be recorded and further shared on social media; the scope of the campaign was to gain as many donations as possible but as well, was addressed to the wide population of UK with the vital purpose of bringing awareness to what people carrying the illness had to go through. (Gies, 2021)
Needless to state that the campaign was an immense success, gaining  a whooping £22.7 million; it has become one of the most successful campaigns and travelled continuously through social-media and it is still an active campaign on the charity website, at this moment. (Gies, 2021)
However, it is one of the most criticized campaigns the charity has developed – it was harshly criticized and condemned as insensitive, as lacking originality and offensive; it was argued that healthy people are not condemned to shave their hair and that the results of this campaign clashes with the debilitating side effects of chemotherapy. Although the critics have come in a wave, Macmillan’s position was definite and argued that they cannot give up on such a financially successful campaign. (Gies, 2021)

Although the charity does engage with the community by different means, I see here a huge lack of understanding towards the cancer bearers; it seems though as the responsible of the marketing segment are unable to see past the success of the campaign and understand the emotions of the cancer patients. 
Macmillan has been using social media platforms for “Brave the Shave” campaign, it was advertised on their websites, in Banbury Guardian newspaper and online website, TV, etc. People from all walks of life were taking part to the campaign, raising money and as well, the charity used their website to create a timeline for people reaching their sponsorship targets. Moreover, the campaign creators have developed merchandise for people taking part, such as: coffee mugs, hats, and t-shirts with the message “Brave the shave”; participants were encouraged to take photos of themselves wearing them and post it on social media platforms together with the hashtag “Brave the Shave”. Gies, (2021) Furthermore, on the charity’s website there are the statistics related to the money raised, such as: the amount gathered in one year, the number of people who signed up for the shaving, the number of nurses funded in 1 year with the money raised and the shaves per week. Naturally, all of the statistics were encouraging and engaging, even young children were taking part; there have been groups created on Facebook, people creating an individual Facebook page just for the sole purpose of raising money and the social media platforms quickly became filled with little videos, postings, messages about people taking part to the “Brave the Shave” campaign. On their Facebook page, Macmillan were constantly posting videos of the campaigners which has a great impact on people – humans need to feel useful, to belong and by taking part, they have encountered a large community of people united by the same purpose. I believe Macmillan’s idea was that the illness non-bearing people to come together and show the support that the cancer patients need; I see it as their intention of bringing awareness of what the cancer patients have to go through, how their lives have taken a turn away from normalcy and the tool the illness take on families and friends of patients. 

However, we cannot refuse to acknowledge the amazing results obtained by running this popular campaign, but all in all, the campaign was done in the wrong way and with that came the critiques. 
It has been argued that the little recordings of people are shaving their hair for charities were involving people having drinks, celebrating, and partying – this type of videos have been as “deeply disturbing” by people who suffer from the terrible illness. (Gies, 2021)
Back in 2015 at the very beginning of the campaign, the complaints started flowing and some were directly made to the Fundraising Regulator which has forced Macmillan to come out and speak about the complaints received. Macmillan argued that the campaign was not created for everyone and pushed forward the fact that in the first year since implemented, a staggering £4.4million were raised. According to the Thirds Sector website, the campaign was the 5th most lucrative and popular event that has benefited from a mass participation. (Birkwood, 2016).
The charity’s intentions were noble, full of purpose and heavy loaded with love and bravery, but I cannot help to believe that once the critiques from the ill patients took place, Macmillan failed the most important part of the cancer community and that is the people that are living with the disease and fighting against it or the people who have already lost a loved one because of it. 
Macmillan’s online community, went on the website’s forum due to their disapproval towards the campaign, they turned it into a place for activism. “Brave the Shave” has had cancer patients giving newspaper interviews related to the campaign, direct discussions with the creators of the campaign and even a petition was created against the charity. (Gies, 2021).
From my own point of view, the campaign is departing from its birth reason, and that is to help sick people, instead it has turned into a money-making machine that has divided the cancer community into two parts: the ones supporting the campaign and the ones understanding the outcome and implications of it. 
Huffington Post explained in an online article the intentions Macmillan had with this campaign but as well, how the campaign quickly turned to disappointment when cancer patients had to see videos with healthy people shaving their hair for cancer supportive purposes. A woman patient has declared that the campaign is intrusive and explained that when you lose your hair, eyelash, and eyebrows to cancer, you feel like your femininity is taken away part by part. Another patient said that is hard to see happy people shaving their hair and another one said that she felt no need to cheer her daughter when she had her hair shaved due to cancer. (Moss, 2016)
Although the purpose was reached, the gap created between Macmillan and the cancer patients was palpable and left the affected ones feeling helpless, feeling more mentally challenged and feeling more alone in their journey. People were stating that although the like Macmillan Cancer Support charity, they are not supporting the campaign that has brought so much grief. (Moss, 2016)
To my understanding, this is where Macmillan failed – it has engaged with the healthy community knowing they will raise money while creating more grief and anguish to the community already affected by cancer. Here are not only involving the patients, but as well their families, friends, colleagues, and neighbours and all those who know, had, or loved someone that has lost their battle to cancer. Although the campaign inflicted pride, a sense of helpfulness and generosity into the ones that signed up for it, many do not understand the real implications cancer has in someone’s life and the ones that understood, chose not to take part, and harshly criticized Macmillan. 
As cancer sufferers took over a “Brave the Shave” thread on Macmillan’s forum, they went to explain and argue how they felt, the charity went in to leave apology comments but as time went by, people grew disappointed and betrayed when they understood that Macmillan will not give up on their campaign regardless of its negative impact. Eventually the voice of the forum posters is not being recognized, Macmillan is failing to listen to client’s objections and through its acts it rejects people’s feelings and cancer experiences, this resulting in addressing an issue over an entire community experience. (Gies, 2021).


[bookmark: _Toc112193381]CONCLUSION

This report intentions were to highlight that we need to understand the community with which we want to engage by identifying its needs, understanding its preoccupations, and creating together a purpose that would be beneficial. As per the above, Macmillan’s intentions were to raise money for people affected by cancer and provide support to them and their peers, however, the campaign brought grief to the exact community that the charity was looking to help. The campaign turned out to be dehumanizing and brought desperation into the lives of the cancer fighters, the survivors or the ones that had their loved ones lose their fight to the disease. Although the purpose was related to a great cause, Macmillan divided the community by disengaging with the illness-bearers and engaging with the community that was able to raise all the money were needed. This practice raised concerns over the charity’s practices and concerns regarding its real purpose which is money. So how can we help a community in need if we dismiss its feelings and needs? Do money help communities engage truly purposefully? 
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