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Åthe public didnôt know who we were

Åpeople affected by cancer didnôt know what we could 

do for them

Åpeople didnôt know how they could help

source: OLR Research

we faced three problems



Åamongst all charities:

Ådespite being 7th in income tables 

Åbut 28th in awareness 

Åamongst health charities:

Å4% awareness 

ÅCancer Research is 32%

Åonly 1% got the name right

Åonly 3% correctly attributed the bow to Macmillan (when given a 

choice)

the public did not know who we were



Åthe people who needed us

Åthe people who supported us

source: OLR Research

we are not doing enough for
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ÅMacmillan is dedicated to improving the 

lives of people living with cancer 

Åwe want to reach everyone living with cancer by 2010

ambition



cure terminally ill
living 

Macmillan

the space we want to occupy



Åwe improve the lives of people affected by cancer. We are a 

source of support providing practical, medical, emotional and 

financial support. 

Å we are a force for change listening to people affected by 

cancer and working together for better cancer care.  

what we do



from

Åangels of death

Åinstitution

Åaccommodating

Åvolunteers as supporters

Åcharity

to

Åforce for life

Åpart of life

Åassertive

Åvolunteers as a force

Åmovement

moving



Åa movement to improve the lives of people affected by cancer

Åthat everyone can be part of

Åthat everyone benefits from

Åthat is part of peopleôs everyday lives

more than a charity, a movement



Åcancer doesnôt discriminate

Åone in three of us will get cancer

Å1.2 million of us are living with cancer

Åeveryone is affected by cancer

Åwe believe all of us can help to improve the lives of people 

affected by cancer: today, tomorrow, for all our futures

we claim this because cancer affects us all



everyone is part of Macmillan

everyone can add something

everyone can help

we are all affected by cancer

we can all help

we are Macmillan

everyone is a partner



from Macmillan Cancer Relief

to Macmillan Cancer Support

we changed our name



source: OLR Research

Åwhy?

Åéour name does not reflect what we do 

óIt was the óReliefô that actually made me think, oh, this is 

the end of the lineô

óRelief sounds likeéthe earthquake appeals, Tsunami 

relief, that sort of reliefô

óYou think that theyôre going to be giving you a lot of 

morphineô

we changed our name












