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we faced three problems

At he public didndét know who we

Apeople affected by cancer didn
do for them

Apeople didndét know how they co

source: OLR Research



the public did not know who we were

A amongst all charities:
A despite being 7th in income tables

A but 28th in awareness

A amongst health charities:
A 4% awareness

A Cancer Research is 32%
A only 1% got the name right

A only 3% correctly attributed the bow to Macmillan (when given a
choice)



we are not doing enough for

A the people who needed us

A the people who supported us

source: OLR Research
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ambition

A Macmillan is dedicated to improving the
lives of people living with cancer

A we want to reach everyone living with cancer by 2010



the space we want to occupy

terminally ill




what we do

A we improve the lives of people affected by cancer. We are a
source of support providing practical, medical, emotional and
financial support.

A we are a force for change listening to people affected by
cancer and working together for better cancer care.



moving

from ‘

A angels of death

A institution

A accommodating

A volunteers as supporters

A charity

to

A force for life

A part of life

A assertive

A volunteers as a force

A movement



more than a charity, a movement

A a movement to improve the lives of people affected by cancer
A that everyone can be part of
A that everyone benefits from

Athat is part of peopleds every



we claim this because cancer affects us all

Acancer doesndét discriminate
A one in three of us will get cancer

A 1.2 million of us are living with cancer

A everyone is affected by cancer

A we believe all of us can help to improve the lives of people
affected by cancer: today, tomorrow, for all our futures



everyone is a partner

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



we changed our name

from Macmillan Cancer Relief

to Macmillan Cancer Support



we changed our name

A why?

A é our name does not reflect what we do
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cancer relief

WE ARE
MACMILLAN.

CANCER SUPRORT




WE FUND NURSES
WE CLIMGB MOUNTAINS
WE FIGHT INEQUALITY
WE GIVE OUR TIME
WE SUPPORT FAMILIES
WE MAKE COFFEE
WE GIVE GRANTS
WE LIVE WITH CANCER
WE CHANGE LIVES




WE ARE...
WE KNOW...
WE CAN...
WE WILL...
WE THINK...
WE DO...










