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Words included in Individual’s Blog 
Blog post 1
Real People, Real Stories/The Foundation of Cancer Research UK
Real people are at the heart of cancer research, behind every statistic are real people whose lives are touched by research and who need support surrounding the news of a cancer diagnosis. Cancer Research UK often shares personal stories by survivors, patients and their families to put a human face to their mission.
This emotional pull is a form of storytelling marketing, ultimately building empathy through people and hope. These kinds of stories build out the charity's work from an abstract cause into a tangible experience that makes sense to us.
Cancer Research UK tells personal stories by utilising blogs, social media, and video, which helps in developing relational marketing that reminds the public that the cause is scalable and personalises fundraising. The stories ache across CRUK's channels, inviting people to share their story, creating a community of people around shared experiences and collective hope.
Visitors are encouraged to read the stories or submit their own at: https://news.cancerresearchuk.org 
Hashtags like #RealStories #CRUKCommunity #TogetherWeFight invite ongoing engagement.
Through authenticity in storytelling, Cancer Research UK moves awareness into empathy and empathy into group action.

Blog post 2
Educating is Empowerment - Informing and Educating the Public for Cancer Prevention
 Cancer Research UK is a recognised leader in public education on prevention and early detection and communicates consistently through all means of communication which to convey the idea that up to 40% of cancers can be avoided if lifestyle changes are made.
This approach to communication is consistent with social marketing theory, which suggests that we can use communication to improve human behavior for the social good. By providing practical behavior change information about diet, physical activity, and screening recommendations CRUK is encouraging people to make healthier choices.
By retaining a level of calmness and factualness, and by using credible research to supplement the message and establish trust, the organisation designs social media posts and other educational materials specifically to create trust, which is a strongly promoted principle in health promotion and health communication generally. Educational content is paired with attractive visuals and simple infographics to represent complex scientific knowledge into simple information.
To learn more about Prevention and Early Diagnosis visit www.cancerresearchuk.org/about-cancer     
To join the conversation please use #CancerAwareness #EarlyDetection #HealthyLiving.
Ultimately, by educating and informing people, Cancer Research UK is empowering communities to take charge of their health and to develop a behavior that will contribute to longer-term declines in cancer rates.
Evaluation 
The blogs for Cancer Research UK align strongly with the charity's overarching marketing strategy. They combine education, narrative and engagement in the hopes to raise awareness, establish trust and establish motivation. This relates to important marketing concepts, such as a focus on customer relationships, and communicating to create value (Kotler et al., 2001).
The post “Educating is Empowerment - Informing and Educating the Public for Cancer Prevention” supports the charities goal of promoting knowledge about prevention and early detection. The posts content explains that many cancers can be prevented through lifestyle changes and encourages people to change their behaviour before complications arise. This relates to social marketing theory, where marketing tools are used to change behaviour for the public good instead of to generate profit (Mahoney & Tang, 2024). The posts calm tone, evidence-based content and behaviour change priorities support the idea of building credibility and trust. Darmawan and Grenier (2021) support this, noting that trust and credibility are significant sources of competitive advantage for companies. 
This educational post also relates to the marketing mix concept, especially the “promotion” aspect. The promotion aspect deals with the means of promoting the message to the audience in the most effective manner, in this case, to improve health. The featured facts presented in a concise manner and simplified language help engage the audience as well as establish trust in the charity’s advice. Visuals and infographics as a means of communicating multi-faceted issues, also help simplify the process and aid in audience engagement and understanding. Using readily available and easily understandable materials is just one example of the next generation marketing mix, which is oriented towards customer experience and the digital experience (Londhe, 2014; Khan et al., 2024).
Post two, titled, "Real People, Real Stories/The Foundation of Cancer Research UK" provides a clear example of a story that aims to create a connection at a personal level with, they audience. The post displayed real people that are patients, survivors and families that made personal Cancer Research UK's mission more relatable. The posting fits with the conceptual thinking of relationship marketing that seeks to build a personal connection over the longer term with organisation and its supporters and advocates (Jain, 2013). By showing real people's stories, Cancer Research UK has the option of humanising their work and making relatable references to people. The story format takes statistics and reduces them to human-related experiences that resonate with someone.
The charities use of storytelling as well, taps into the extended marketing mix, primarily from the dimension of "people, and "process",  "people" being broadly defined all those who engage, or come into contact with the brand and "process" refers to the way that the messages are delivered (Gilaninia, Taleghani & Aziz, 2013). The blog had a sense of community for the underlying benevolence of mutual hope by encouraging their readers to submit their own, personal, stories and continue to participate in the conversation through hashtags such as #CRUKCommunity. This exemplifies H2H (human to human) marketing too, based on the idea of being completely open and authentic is sometimes better than just doing a transaction (Kotler, Pfoertsch, & Sponholz, 2021).
The charity's use of social media and digital storytelling also reflects a solid understanding of contemporary online behaviours for audience engagement. Modern social understanding is certainly predicated on forming two-way communication, and communities all contributing to the same shared cause (Ohara, Suparwata, and Rijal, 2024). To that end, Atherton (2023) called social media as a logical continuation for really providing a connection between, meaning and opportunity to participate rather than merely visibility. The blog was a convergence of links, messaging and hashtags from real-life voices which were engaging and dynamic in a different pace, but still human in tone.
When looked together post 1 and post 2 demonstrate how the charity operates in practice to demonstrate marketing theory. Post 1 served to contribute to the idea of knowledge and awareness to lead its followers towards some degree of behaviour change using social marketing. Post 2 was about a build on personal engagement and loyalty through storytelling and digital participation. Both posts lead support the organisation's strategy of connecting knowledge, empathy, and community. Aaker & Moorman (2023) summarised the contrast in marketing thought by articulating that strong marketing operates best as, a combination of emotional and rational appeal, leading to a demonstrable difference to audiences.
In summary, the blog posts provide a clear representation of Cancer Research UK's strategy to meet its marketing objectives through education, inspiration, and connection to people. The first post focused on building trust using knowledge and legitimacy to action the readers and the second post was aimed at promoting emotional relevance to achieve ongoing loyalty to the organisation and its work. Each post utilised conceptually relevant marketing mix principles, relationship marketing, and social marketing theories. Both posts demonstrated the theory-based approach for how digital strategy and emotional concepts practically link together, to build awareness and action for a social cause. This human-centred, and value driven approach continues to support contemporary marketing principles about people, empathy, and a positive social impact (Kotler, Kartajaya, & Setiawan, 2021; Mahoney & Tang, 2024).
In short, the blog supports the marketing of the charity by identifying clearly, building trust, and encouraging action. The education post offers easy, evidence-based steps that enable an individual to avoid becoming ill, while the stories post evokes empathy and builds community. In this way, we see these two blog posts supporting the 7Ps in simple ways: advice is the product, lower fear is price, website and socials is place, short calls to action are promotion, real voices are people, easy steps are process, and facts and visuals are physical evidence. Tracking reads, shares, clicks and sign-ups, then testing out headlines and formats will achieve humane, consistent, and effective content over time (Kotler, Kartajaya & Setiawan, 2021; Aaker & Moorman, 2023; Atherton, 2023; Mahoney & Tang, 2024).
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