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Introduction
Together, our ambition is to improve the lives of every one of the two million people living 
with cancer in the UK today. To ensure no one faces cancer alone, we need to show people 
that we offer many kinds of support for every stage of someone’s cancer journey.

Help and support in local communities
We need to make finding that support as 
simple and straightforward as possible. 
And because more than 800 people each 
day are told they have cancer, we need to 
keep our profile high all the time. Many 
people will be introduced to a Macmillan 
professional when they receive a cancer 
diagnosis and will be guided by them to 
other Macmillan services. Others, who do 
not have this initial contact, may need to 
look for additional support themselves.

To make sure no one faces cancer alone 
we need to raise awareness of the support 
the Macmillan team gives to people across 
the UK. We encourage people to find the 
help they need by calling the Macmillan 
Support Line on 0808 808 00 00 and 
visiting our website macmillan.org.uk

However, many people are looking for 
face-to-face help and support in their local 
community – help that you and your service 
can provide. They can only get that help if 
they know about you, what you offer and 
how to contact you.

You’re the expert
We created this toolkit to give you  
practical ideas, tips and resources to  
help you promote your service. You 
understand your service or role and know 
what it offers to people affected by cancer. 
So you are the expert – the best person to 
explain it to others. If you have no previous 
experience of marketing or working with 
the media, you will find help here to get 
you started. Even if you already have  
skills in these areas, we hope you’ll still  
find the resources, examples and case 
studies useful.

If you are already busy with a full case 
load you may wonder if this is relevant to 
you. But do your patients or clients really 
understand what you do and how you can 
help them, or do you have to spend time 
explaining? Do your colleagues and other 
health and social care professionals refer 
people to you at the right time and for the 
right reason? Would finding ways to talk 
about what you do help both you and the 
people you work with?

And if you are a Macmillan information 
professional working towards achieving 
the Macmillan Quality Information and 
Support Services Standard, the advice  
in this toolkit can also help you in  
achieving Quality Area Nine: 
communications and promotion.

Throughout this guide you will find links to 
templates and resources available for you 
to download and use immediately from 
the Macmillan website. You will also find 
the contact details of your local Macmillan 
team in section 7 of this guide.

We hope the ideas in this toolkit help you 
tackle your particular communications
challenges. If you have any feedback on 
how you’ve used this toolkit, we’d love 
to hear from you. Please get in touch by 
emailing your communications contact.
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Being based in a well-known local organisation or service and having the backing  
of a well-respected UK charity will benefit your service, but it can bring challenges.

Working with your partner organisation(s) and Macmillan

Your post or service is likely to be the 
result of a partnership between Macmillan 
Cancer Support and another organisation, 
or sometimes more than one organisation – 
most commonly the NHS, a local authority, 
Citizens Advice, a hospice or another 
charity. You will usually be employed by, 
and based in, the partner organisation 
(referred to in this guide as your host 
organisation), but funded by Macmillan  
for a number of years.

Normally the aims and activities of your 
host organisation and Macmillan will 
complement each other. But occasionally 
you may feel you are trying to satisfy 
conflicting demands.

Whose style?
Macmillan is working to create a strong 
brand and has a distinctive and unique 
look and style, which is an important  
part of this. Your host organisation may 
have an equally strong brand and its  
own look and style.

Normally there will be no problems in 
the two brands working alongside each 
other. In fact this will help to emphasise 
partnership working. In most cases an 
agreement on this will have been  
reached during discussions on  
establishing the service.

It is important that people know who 
a communication is coming from, so 
Macmillan strongly discourages you from 
creating a separate brand or logo for 
your service as this can prove confusing 
for service users. On printed materials 
using the service title with the Macmillan 
and host organisation’s logos, you could 
add a sentence explaining the relationship 
between the two organisations.

Co-branded Macmillan and Citizens Advice Bureau 
poster available from be.macmillan
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Here’s some more advice:
•	  Guidelines on dual branding, which 

cover most situations, can be found on 
our be.macmillan website under ‘how 
we look’. If there are problems, your 
Macmillan communications contact 
(see section 7) and host organisation 
communications contact, if you have 
one, will be able to help find a solution.

•	  Your communications contact  
can advise on fixed items such as  
signs and notice boards which are  
in the Macmillan style. 

Conflict of interests
As part of the Macmillan team, you are an 
ambassador for the charity and we hope 
that you will get involved with many of  
our campaigns, see our campaigns  
web-page. But on rare occasions you 
may feel a Macmillan activity is not in the 
interests of your host organisation. For 
example Macmillan’s campaign on local 
hospital car parking may look unfavourably 
on your host organisation’s policies. If this 
happens please contact your Macmillan 
communications contact to discuss the 
situation and any action you should take.

Donations and fundraising
If your host organisation is a charity in 
its own right or the hospital trust that 
employs you has a charity fund, you may 
be involved in fundraising activities. It 
is important to ensure donors are told 
whether the money they give is supporting 
Macmillan or the host organisation. Your 
local Macmillan communications contact 
can offer advice on this. We can produce 
a ‘donor choice’ leaflet which clearly sets 
out how Macmillan or the host organisation 
spends its money and asks the person 
making the donation to indicate which 
charity they would like to give their money 
to. As a Macmillan professional, you should 
not fundraise for another charity using the 
Macmillan name. 

If you are given donations for Macmillan or 
asked about leaving a legacy to Macmillan 
by the people you support, please ask 
them to contact us directly on 0300 1000 
200 or fundraising@macmillan.org.uk. 
In some circumstances you may feel you 
should accept a donation on Macmillan’s 
behalf. If this occurs, please record the 
donor’s details (name and contact details) 
and why they’re making the donation. 
Please then call 0300 1000 200 or  
email fundraising@macmillan.org.uk

Above are two examples of jointly branded wallet cards above.
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Good promotion can help people find you or your service. Here are some questions  
to consider to ensure you get noticed and suggestions for taking action as you seek  
to raise the profile of your service.

Getting noticed

Signs and directions
•	  Is there a sign at the main entrance  

of the site directing people to your 
service? Are there signs at junctions 
and stairs? If not, and you are based 
in a hospital, speak to your estates 
department or building manager  
about additional signs.

•	  Ask your Macmillan development 
manager about ordering more 
Macmillan directional signs.

•	  Consider a pull up banner to direct 
people. Your Macmillan communications 
contact can help you with this.

•	  Use posters (see section 6) as  
additional signposts.

•	  Is the door to your service/office  
clearly and obviously signed? If not,  
ask your Macmillan development 
manager about Macmillan door signs 
and notice boards. 

•	  If your service is closed or you are not 
available, can visitors see your opening 
hours or alternative ways of making 
contact? If not, consider a permanent 
notice or use posters designed on 
be.macmillan.

•	  Is the information easy to understand 
for people whose first language is not 
English or who have learning difficulties? 
You can get guidance on writing in plain 
English on be.macmillan in the ‘how 
we talk’ section.

Can people direct visitors  
to your service?
 Do receptionists, porters and volunteers 
who meet and greet visitors (if you work  
in a hospital) know who you are and  
where you are located? If not:
•	  Invite key staff to an open day/drop  

in session (see section 4).
•	  Make a point of introducing yourself  

to new staff/volunteers.
•	  Make sure details of your service, 

including a contact phone number  
are held at the reception desk.

•	  Publicise your service in any internal 
newsletters and on the intranet to  
reach as many staff as possible.
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Can people reach you by phone?
•	  If people ring a main switchboard 

number will they be put through to 
you? Try it. If the switchboard does not 
connect you correctly, take action.

•	  Can someone find you through 
Directory Enquiries? Try it. If you are 
not successful, speak to your host 
organisation’s communications contact 
to see if they can list you as a separate 
entry in phone books.

•	  If people ring your number and you 
do not answer, is there a friendly and 
helpful message on the answer phone?

Can people find you online?
•	  Can you find your information service 

listed accurately on Macmillan’s 
website? If not, speak to your 
Macmillan communications contact.

•	  Is your service easy to find on your  
host organisation’s website? If not, 
contact your host organisation’s web 
manager to see how this can be 
improved, for example by setting up  
a web page dedicated to your service.

For more details about promoting your 
service using the internet, including social 
media, see section 5. 

Are you listed in the right places?
Is your service listed in any directories/
guides/databases/websites used in 
libraries, Citizens Advice offices, by social 
and healthcare colleagues and local 
authority staff?

Is your service visible in the  
local community?
You can distribute posters, flyers or leaflets 
(see section 6) to community centres, 
libraries, places of worship etc to help 
raise your profile in the local community. 
If you are running an outreach or drop in 
session in a public place, you can ask your 
Macmillan communications contact to help 
you create promotional materials that will 
make you more visible, such as a table top 
banner or posters or you can order them 
from be.macmillan.Make sure you’re on your host  

organisations, website.
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We’re surrounded by advertising. Making sure that your promotional activities reach the 
right people needs some thought and planning – but the results are well worth it.

Targeting your audiences

What promotion is all about
On your journey to work this morning you 
will have been bombarded with advertising 
and promotions. A billboard at the 
roadside, an advert on the radio, an article 
in a free newspaper … the list goes on.

Some of these will have grabbed your 
attention, others will have gone unnoticed. 
It depends to some extent on your interests 
and concerns at the time. If you are 
thinking of changing your car, for instance, 
an advert for a new car may have caught 
your eye.

In a similar way, an advert or promotion for 
a Macmillan service is most likely to be of 
direct interest to someone who is personally 
affected by cancer, such as someone with 
cancer, or their family and friends.

So, you need to find effective ways of 
reaching those audiences with messages 
they want to hear, in a way, at a time 
and in a place that works for them. We 
recommend answering the questions  

below before you plan a promotion.  
It should help you reach your audience 
more effectively.
•	  Who do I want to see or hear  

this message?
•	 What do I want to tell them?
•	 Where is the best place to reach them?
•	 When is the best time to reach them?
•	 How should I present the information?

You will also need to think about the time 
you have to spend on promotion, what  
help you can get – perhaps from 
volunteers, and whether you have the 
budget to cover your planned activities.

Get the answers to these questions  
right, and there is a good chance you  
will succeed.

Macmillan advertising on a billboard in Manchester
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Identifying your audiences
You will probably have a good idea  
already of some of the audiences that  
need your service. Others will become 
apparent as your service becomes 
established or develops.

You will always need to bear in mind  
that cancer affects people from a diverse 
range of backgrounds, so equally diverse 
and imaginative ways of reaching them  
are needed.

It might help to think of your potential 
audiences as:

Service users – the people who use  
the ‘product’ or receive the benefits  
of the service.

Service referrers – the person or 
organisation recommending, referring  
to or funding the ‘product’ or service.

Service future funders – the people who 
are in a position to provide additional 
funding or support for your role or service.

Identifying your message
Having identified a target audience you 
now need to decide what message to send 
them. We’d suggest concentrating on one 
or two straightforward messages, as it is far 
more effective than trying to communicate 
lots of information. You can always come 
back to the same audience with a different 
message at a later date.

Identifying how, when and where
to reach them
There are many different methods and 
types of promotion which are covered in 
more detail in later sections of this toolkit. 
You need to identify the most effective 
method for both your audience and 
message. And you need to think about  
the best place and time to reach them.

Using appropriate language
Always bear in mind who will be reading 
the material you produce. Could it be seen 
by someone whose first language is not 
English or who has a low level of literacy? 
We suggest keeping your sentences short 
and to the point.

Avoid using medical terms and jargon if 
there is an easier and clearer alternative.

For example:

Phrase

Colorectal cancer
Oncologist
Access services

Quality assured 
information
Domiciliary care

Replace with

Bowel cancer
Cancer doctor
Find the help  
you need
Information  
you can trust
Care at home

Think about asking someone who is not 
involved in cancer care to check that
they understand what you have 
written. For example, there is a story 
of a consultant who told his patient his 
tumour was ‘progressing’. The patient, 
not unreasonably, assumed this was 
encouraging news and that he was  
making good progress.

Targeting your audiences   12
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Putting it into practice
Here are some examples of how to  
identify your audience, message and  
the communications methods you might 
choose to reach them for different types  
of Macmillan services:

1  You are the manager of a well used 
information centre. Less than 20 per cent 
of your visitors are men and very few are 
younger men. To address this you could 
produce a flyer detailing the help you can 
give with financial problems and work 
related issues. You could recruit a male 
volunteer to give these out to patients 
visiting the urology clinic and chat to 
patients about the centre. 
 
You could also contact the HR 
department of a local company with a 
predominantly male workforce and offer 
to hold an outreach session in a private 
section of the canteen (providing posters 
to advertise this beforehand).

2  You are a palliative care clinical nurse 
specialist (CNS). You may think you 
have no need to promote your work 
as you have a full case load already. 
But are patients being referred to you 
appropriately? Do some GPs ask you to 
see patients whose needs could be met 
by the district nursing teams? Are other 
patients referred to you too late by GPs 
for you to have an effective input? You 

could produce an eye-catching postcard 
to send to GPs with a diagram of referral 
criteria. A simple step like this may 
improve both your work load and the 
lives of the people you help.

3  You are the manager of a benefits 
service. In the second year of Macmillan 
funding, you are asked to give a 
presentation where senior members of 
the local authority who could be making 
a decision on your future funding will be 
in the audience.  
 
In your talk you could include statistics 
showing the number of people you have 
helped so far and the amount of money 
you have helped them claim. You could 
also include testimonials from clients (or 
ask them to speak at the talk), comments 
from colleagues on the difference your 
service has made, and show clippings 
from local papers about the service. 
At the end of the talk you could invite 
anyone who is interested to come on a 
home visit to a client with you.

On the following pages are some 
more examples of targeting messages 
and methods of promotion to different 
audiences to get you thinking.

Targeting your audiences   13
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Audience

Newly diagnosed patients

People living with cancer and their relatives 

Specific groups eg black & minority  
ethnic community

Carers

‘Worried well’

General public

Messages

We’re here to offer help and support 
whatever stage of your cancer journey 
you’re at , so you don’t have to face  
cancer alone.

Ask us about money worries

A new breast cancer self help and support 
group is starting up

Art therapy is now available in the 
information and support centre

We have a benefits advisor who speaks 
Punjabi

We provide a range of free services  
to help you in your vital role of a carer

We can answer your questions  
about cancer

Know the symptoms of bowel cancer

A new cancer information centre is open 
– if you or your family ever need help, 
contact us

How to reach service users
Method

Poster about information centre 
prominently displayed in outpatient clinics

Flyer in pack given to new patients

Posters advertising open afternoon,  
with guest speaker and free refreshments

Interview with art therapist on local BBC 
radio

Article in local Asian newspaper with  
quote from community representative 
endorsing your service

Open evening for carers with social 
element

Bookmark in health books in library

Article in local paper during Bowel Cancer 
Awareness Month – interview with bowel 
cancer patient with contact details for 
information centre, website, helpline etc.

Interview on local radio station

Targeting your audiences   14
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How to reach service referrers

How to reach service future funders

Audience

Cancer nurses

GPs

Student doctors

Librarians, CAB staff, local authority staff, 
HR staff in big local employers, religious 
and community leaders, other charities 
whose clients may be affected by cancer

General public

Audience

Local authority

Commissioners

Messages

Benefits services can help your patients with 
financial worries so you can concentrate on 
medical and emotional issues

Macmillan information service can provide 
the emotional support that you struggle to 
find time to give to cancer patients

What Macmillan CNSs do and don’t do 

You can signpost cancer patients and 
carers to local sources of help, to ensure 
they don’t face cancer alone.

Local Macmillan services can help people 
affected by cancer – like your family, 
friends and work colleagues

Messages

The benefits advice service has helped 
more than 3,500 people living with cancer 
during the past year and helped them 
claim more than £1 million in benefits.  
The service is vitally important to your  
town and must continue after the 
Macmillan funding ends

With your support, the information service 
could develop to offer outreach work in 
rural areas

Method

Business card with benefits service  
phone number

Sticky note pad with information centre 
contact details

Presentation during training

Drop in open day in information centre 
with timed talks and lunch

Talks to local social and community groups 
eg rotary, WI, church groups

Method

Produce an Annual Report for the service 
with statistics and case studies

Presentation at a cancer locality meeting

Targeting your audiences   15
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Holding a launch event, an open day or a talk about your service can help raise its profile 
and celebrate success. This section is particularly relevant for services such as information 
centres and welfare rights services. However, it may also be useful if you need to increase 
your profile, or address misconceptions about your role within your organisation or the  
local community.

Launches, open days and talks

Official opening or launch event
Having an official launch event for your 
service or an opening ceremony if you are 
based in a new or refurbished building or 
area that offers an opportunity to:
•	 publicise the existence of your service
•	 showcase the facilities/services offered
•	  celebrate the partnership between your 

host organisation(s) and Macmillan
•	  acknowledge the support – financial  

or otherwise – of donors, supporters, 
contractors, etc

•	  promote the service to potential  
future funders.

It does take some time and effort to 
organise but Macmillan’s communications 
contact and hopefully your host 
organisation’s communications contact  
can offer you help.

Different styles of event
A high-profile event may include:
•	  ribbon cutting, plaque unveiling or 

something similar by a local dignitary  
or high-profile guest

•	  invited guest list with local dignitaries, 
representatives from Macmillan and 
partner organisation

•	 speeches
•	 refreshments
•	 displays
•	 publicity in the local media
•	 guided tours
•	 temporary closure of service.

A low key event may include:
•	 a select guest list – mostly internal
•	 be within service hours
•	 have no media involvement.

Three new Information and Support Centres opened 
in Lincolnshire on the same day and at the same 
time – quiet a logistic triumph. Here is the report of 
the events from the United Lincolnshire Hospitals 
NHS Trust newsletter.
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There are of course many variations in 
between. If you need advice on planning 
your event or are unsure as to what would 
work best for your service, speak to your 
Macmillan communications contact. 

Checklist
This checklist runs through the areas you 
need to think about and make decisions  
on in order to run a successful event.

Celebrity
Who to ask to attend, for example to 
officially open your service. Ideas  
might include:
•	  local celebrity (or celebrity who already 

has strong links to your organisation,  
for example they or a family member 
may have been treated at your  
hospital), sportsperson, titled person  
or someone well known performing  
at the local theatre

•	 the local mayor
•	  local politicians, such as MPs  

or councillors
•	  a ‘special person’ eg centre volunteer, 

significant fundraiser, someone who has 
benefited from service, retired member 
of staff.

When
•	  allow plenty of lead time for planning 

the event, as it often takes more time 
than you think to organise

•	  check the availability of any celebrity, 
key dignitaries or key guests, as well  
as convenience for service and  
partner organisation

•	  check that the date you have selected 
does not clash with any local events, 
religious festivals, building work, etc

Plaque, ribbon (or equivalent)
•	  plaque – if you would like to unveil a 

plaque, discuss this with your Macmillan 
communications contact

•	  ribbon – if you would like to cut a 
ribbon, your Macmillan communications 
contact can supply this

•	  commemorative cake – if you would  
like to cut a cake to mark the occasion, 
ask your catering department if you 
have one, local firms, or volunteers  
to make one.

Refreshments
Consider your budget, who will provide  
and serve refreshments and what is 
needed. You could ask the following people 
to provide refreshments for free or at a 
reduced price:
•	  your host organisation catering 

department
•	 local restaurants/caterers (as donation)
•	 a local catering college
•	 volunteers.

Parking
Make sure that you have made any  
special arrangements required for 
dignitaries and celebrities.

Security
Ensure that you have considered:
•	  the security of any equipment during  

any public guided tours
•	  if a well known celebrity is attending 

your event, what to do if members of  
the public come to see him or her.

Television presenter Nicholas Owen accepts a 
Macmillan quality environment award on behalf of 
the Olive Tree Cancer Support Centre, West Sussex, 
from Sue Barrow, Macmillan Senior Macmillan 
Development Manager.
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Invitations and programme
You can produce invitations and 
programmes for your event on 
be.macmillan (see section 6) and print 
these for free or use a template letter/
email. You will also need to agree who will 
send out the invitations and record replies.

Guest list
•	  make sure that you set maximum 

numbers based on the size of the  
room available and health and  
safety considerations

•	  consult with host organisation(s) and 
Macmillan to produce your guest  
list – this may include volunteers,  
staff, local dignitaries, service users, 
Macmillan supporters.

Service closure during your event
You will need to make arrangements  
for informing patients/clients/staff in 
advance if your service will be closed 
during your event.

Allocation of duties
Draw up a list of who is responsible for 
all the key tasks that you’ll need to carry 
out on the day. For example, meeting and 
greeting guests, hosting the event, serving 
refreshments, guiding guests around the 
service, speaking to the media, managing 
the photographer etc.

Materials and equipment
•	  plaque – if you are unveiling a plaque 

you may need a temporary stand and/or 
curtain with which to cover it beforehand

•	 ribbon and scissors
•	 cake – knife to cut
•	  balloons, banners etc to decorate the 

area – Macmillan’s communications 
contact can supply these.

Speeches
Think about who you would like to speak 
at the event and draw up a running 
order. Do you need to write speeches 
or provide briefing notes for speakers? 
Recommend that speeches are kept to 
five minutes maximum per speaker, and 
ideally compare speeches beforehand 
so the individual speakers do not repeat 
each other, for example in thanking key 
colleagues involved in setting up the 
service. Ideas about who might speak at 
your event include:
•	 representative of host organisation
•	 Macmillan representative
•	 member of staff, service user, volunteers
•	 official ‘opener’, eg mayor or MP.

Media
•	  liaise with Macmillan’s communications 

team and with your host organisation’s 
PR department or/agency for a local 
media list, writing, signing off and 
distributing press releases (see section  
5 for press releases)

•	  set up photograph and interview 
opportunities and brief potential 
spokespeople

•	  arrange for someone to take 
photographs on the day as backup. 
These can be sent to the local 
newspaper afterwards if the journalist 
can’t attend.

Mayor cutting cake at Canterbury Welfare  
Benefits Service opening.
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Open days
An open day can cover anything from a 
high-profile day with organised tours, talks
and displays to an informal ‘drop-in and 
have a cup of coffee’ session. Either can
achieve the aim of letting people discover 
more about you and the service you offer.

Timing
When you decide to hold an open day can 
be as important as what you do during it. 
Think about having your open day:
•	  before you launch – this can be a good 

idea for a clinical service where a later 
open day may be disruptive

•	 when you launch your service
•	  when you have something new to  

talk about 
•	  when you have a particular message  

for a selected audience who use your 
service (see section 3) 

•	  during awareness weeks and months, 
such as Breast Cancer Awareness Month 
in October or Carers Week in June – 
displays or talks could be organised  
to link in with these events.

Talks and presentations
Some groups may include people who 
could benefit from your help either now or
in the future; others may include ‘pillars of 
the community’ – the sort of people who
are often asked for help and advice.

You may find that you receive an invitation 
to give a presentation to a group and
once one group has heard of you, other 
invitations may follow. Otherwise approach
groups yourself and offer to give a talk.

Your local Macmillan fundraiser will have 
useful contacts and will be very grateful
if you offer to talk to a group.

Groups to approach:
•	 self-help and support groups
•	  community groups eg Rotary, Women’s 

Institute, luncheon clubs, mother and 
toddler groups

•	 religious groups
•	  groups representing different sections of 

your local community, eg black, asian 
and minority ethnic or people with 
disabilities

•	 schools and colleges
•	 colleagues
•	  student doctors, nurses and other 

healthcare professionals
•	  other professional groups eg social  

care workers, librarians, advice staff.

Your Macmillan fundraising contact  
will be also very grateful for any time  
you could spare to give talks at local 
Macmillan events such as committee 
meetings, fundraising events and  
cheque presentations.
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Planning your talk
•	  if you are asked to give a talk make  

sure you have information about who 
will be in your audience – age and 
gender, for example

•	  remember that most people will be 
affected by cancer in some way – there 
may be someone in the audience who is 
newly diagnosed – so bear this in mind 
when thinking about your talk

•	  avoid using medical terms or acronyms 
unless your audience are familiar  
with them

•	  if you know your audiences first 
language is not English, do you need  
an interpreter?

•	  decide how long your talk should last 
and whether there will be an opportunity 
for the audience to ask questions

•	  the purpose of the talk – are you being 
asked to give information, entertain or 
educate?

•	  is any equipment available – laptop and 
projector, flip chart for example?

•	  if you decide on a PowerPoint 
presentation avoid too much text, use a 
large font that can be seen by people at 
the back of the room.

There is a Macmillan presentation 
template available to help you when 
giving a talk, which explains where we’ve 
come from, who we are and what we do. 
It also illustrates where we’re going and 
our strategy to meet the future demands of 
cancer care. It can be adapted and tailored 
for your purposes. 

Telling stories about how your service 
helped particular individuals is always 
very effective and memorable for both 
professional and non-professional groups 
when speaking in public. You can change 
people’s names to protect their identities. 
Statistics about the number of people 
accessing your service, referral criteria and 
funding could be included for professional 
groups. And don’t forget to mention the 
partnership between Macmillan and your 
host organisation.
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Displays and venues
Outreach work may be an agreed part 
of your role. Even if it is not, you may 
want to find ways to take information 
about your service out into your local 
community. It may be possible to arrange 
to have a small, permanent display in a 
local building. In this case a simple poster 
or small display board and a supply of 
flyers or leaflets may be sufficient. But do 
remember to keep replacing the leaflets –  
a job for a volunteer perhaps?

You may be offered or can ask for  
space at a local event. Check with local 
venues to see what events are coming  
up. Some organisers charge for attending. 
As a Macmillan service you can always  
try to negotiate free space or at least a 
charity discount.

Macmillan can provide materials to help 
you mount a display including a branded
tablecloth, ribbon, balloons and small 
items like pens and car stickers, which can 
be ordered at no cost from be.macmillan.

Ideas for where to hold a display or do 
outreach work:
•	  hospitals, health clinics and hospices
•	 libraries
•	 CAB and local authority offices
•	 shopping centres, supermarkets
•	 village halls, churches, religious centres
•	 factories and offices of major employers
•	 colleges and schools
•	 professional and educational events.
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Your local newspapers, radio stations, TV and the internet can play a major role in  
helping promote your service. This section gives you ideas and tips on working with  
these channels.

Media and Advertising

How can they help you?
Readership of UK-wide newspapers may 
be on the decline but according to recent 
figures, 40 million people now regularly 
read a local paper. Around 70 per cent 
of people listen to a local radio station at 
some time during the week and local TV 
news programmes attract large numbers  
of viewers.

Getting regular coverage about your 
service in the local media is going to  
help you reach many of your target 
audiences. And as long as you rely on 
free editorial coverage rather than paid 
advertising, it is also a very cost-effective 
method of promotion.

Most people only read or listen to  
stories about cancer when it affects them 
personally, so you must keep getting your 
service regularly featured if you are to 
reach people when they need you.

What do we mean by local media?
•	  daily, weekly and free newspapers  

read in the areas where your service 
users live

•	  BBC and commercial radio stations 
listened to in the areas where your 
service users live

•	 hospital and community radio stations
•	  TV programmes local to your area,  

eg BBC Look North, Central TV
•	 regional, county or town magazines
•	  newsletters and magazines produced  

by your partner organisation,  
eg hospital newspapers

•	  newspapers or newsletters produced  
by your local authority

•	  parish magazines and village 
newsletters etc

•	  online versions of any of the above,  
local community websites and blogs

•	  social media sites such as Facebook, 
which may have local group pages.
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How to find out more about your  
local media
•	  speak to your local Macmillan 

communications team
•	  speak to the communications team in 

your host organisation
•	  ask colleagues, patients and user groups 

what they read and listen to
•	  read local newspapers and listen to 

local radio
•	  go on sites such as The Newspaper 

Society, which has an A-Z list of 
newspaper websites and a searchable 
database of local  
print media

•	  make contact with the editorial team  
of any potentially useful publications  
you notice.

Working with Macmillan and your  
host organisation(s)
•	  The communication teams in Macmillan 

and your host organisation(s) will also be 
working with the media in your area on 
a regular basis. To avoid any overlap or 
conflicting messages you should check 
with them before sending out press 
releases, making comment or agreeing 
to a radio or TV interview. They may be 
able to offer you help or suggest ways of 
gaining even more media coverage for 
your story.

•	  Someone from Macmillan – a member 
of the communications team or 
sometimes the local fundraiser – may 

contact you to ask for your help with 
a Macmillan media story. This could 
be by providing a quote or help in 
finding someone who can talk about 
their cancer experience, for example. 
They will always make sure your host 
organisation’s press team knows about 
this request. For example, a Macmilllan 
nurse advised behind the scenes on a 
cancer storyline on Eastenders.

•	  Macmillan is always looking for good 
stories to use with the national press, 
in magazines and in Macmillan 
publications so that more people know 
about the support that the Macmillan 

team can offer. So please do remember 
to tell your Macmillan communications 
contact if, for example, you win an 
awarded, start a new service or know of  
a patient with a powerful cancer story.

What interests the local media?

Something new
•	 a new service that will help local people
•	  something new happening in an 

established service
•	  human interest stories featuring patients 

and volunteers.
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Something topical
•	  link with something that is happening 

nationally or locally, eg a newly 
appointed breast care CNS during 
October – Breast Cancer Awareness 
month; a display on staying safe in the 
sun during August or Sun Awareness 
Week in June; a request for more 
volunteers during Volunteering Week

•	  link with a big news story, eg a feature 
on what help a local Macmillan service 
offers to tie in with the news that a 
celebrity has been diagnosed with 
cancer; a story about a benefits service 
in January when people might be 
struggling with post Christmas bills.

Facts and figures
On the anniversary of your service 
launching you could create interest about 
how many people you have helped; how 
much money in benefits you’ve helped 
them claim, etc.

Human interest stories
A local service user (or relative/carer) 
talking about how they have been helped 
makes a very powerful story. People are 
often happy to talk to the press or be 
interviewed on radio if they think it will help 
people in a similar position. Don’t be afraid 
to ask people who use your service for their 
help. People can say no but many will say 
yes as they will see this as a positive way 

of ‘giving something back’ to a Macmillan 
service that has helped them. You could 
ask patients who are interested in sharing 
their story to fill out a Macmillan ‘Tell 
Us Your Story’ form, which are available 
from your communications contact. The 
communications team will then be in touch 
with them to talk through their story.

Finding someone who has been helped by your 
service who is willing to share their experience  
can be a very powerful story.

Making use of Prostate Cancer Awareness Month  
in March to talk about the work of a Macmillan 
urology nurse.
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Someone to interview
Can you find someone, maybe you or 
a patient, to talk about your service, or 
comment on a news story or take part in  
a phone-in programme?  See later in  
this section for hints on radio and  
TV interviews.

Something interesting to film
TV programmes need to show something 
visually interesting, so think about 
something linked to your service that would 
get viewers to pay attention to their TV,  
eg someone receiving a complementary 
therapy, a wig fitting, a self help and 
support group meeting or a home visit  
to help with form filling.

Getting your story used

Deadlines
Be aware of deadlines:
•	  if you’re approaching a weekly  

paper, find out the deadline for  
that week’s edition

•	  if you want to put something in the 
monthly hospital news, make sure it  
is ready in time.

Sending a press release
•	  A press release is a document that you 

can use to write up your story and send 
it to the media. Most journalists now 
prefer to receive press releases by email. 
If you do not have the email address of 
a specific person, send it to a news desk 
(newspapers) or forward planning desk 
(radio/TV).

•	  You can sometimes submit a story  
via the ‘Contact Us’ section of a  
paper’s website.

•	  Remember you are giving the facts, not 
writing the story – that’s what you want 
the journalist to do.

•	  Ring to check that it has arrived, often 
it will not have been read and this gives 
you a chance to send it again to a 
named person.

A person affected by cancer receiving an  
alternative therapy such as massage could  
make an interesting feature. 
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•	  Make sure you put a clear description  
in the subject box, eg New benefits 
advice service for local people affected 
by cancer.

•	  Make sure you include details of 
someone a journalist can contact easily 
during the day for further information.

Ring and talk through your story
•	  This can work well if you have an idea 

for a feature (a longer piece than a 
news story) or an interview on radio.

•	  Avoid busy times: on the hour or half 
hour for radio and TV, before 12 noon 
for a daily paper, on deadline day for 
weekly or monthly title.

•	  Ask for a named reporter, if appropriate 
(women’s editor, health reporter, the 
reporter who covers a specific town or 
village) or the news desk.

•	  Summarise your story, giving 
information about people to interview, 
figures you can provide, possible photo 
or filming opportunities, and offer to 
follow up with written details.

Letters to the editor
•	  Having a letter published can often  

be a very effective method of getting 
across a message. If you can relate  
your letter to a piece of news in the 
paper it can increase your chance of 
being published.

•	  If you spot something inaccurate in 
the paper about your service, or even 
cancer in general, a letter can be a 
good way to set the record straight.

Building a long-term relationship
•	  The local media needs a constant  

supply of stories and if you can help 
supply them it will benefit both them  
and your service.

•	  If you are pleased with the coverage  
of a story or an interview ring and  
thank the journalist. It helps build a 
good relationship.

•	  If you meet or speak to a journalist, 
suggest that they contact you if they 
are looking for a comment on a cancer 
story. If you can’t help them yourself 
you can refer them to your Macmillan 
communications contact or your 
organisation’s PR contact who might 
want to comment.
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Taking photos for the press
If a newspaper is sending a photographer 
to cover an event, it will help if you think 
before they arrive who you want to be in 
the photograph, what they should be  
doing and where it will be.

A good photograph
For the press/magazines/websites, invite a 
press photographer along or email a photo 
to a publication’s news desk with a caption 
and press release.

If you or a volunteer are taking the 
photographs, remember to take as many 
as possible with a digital camera. It’s good 
to be able to choose the right shot from a 
wide selection.

Five ways to improve your photographs

Think about a location – is there 
something in particular that you want to 
feature? If not, choose a spot with the least 
distracting background. Patterned carpets 
and walls can be distracting in a picture. 
Choose somewhere with good light but 
watch out for reflections from windows.

Make your picture interesting – a line 
of people is boring. One or two people 
in close up can be much more effective. 
People doing something or looking at 
something other than the camera will make 
a better photograph. Using appropriate 
props can help. A flower or a plant in a 
shot can make a clinical setting look  
more welcoming.

Use different angles – stand on a chair 
or step ladder to look down on a scene, 
ask people to stand on a staircase so you 
can look up at them, or crouch down to  
get a different perspective on the scene.

Get permission – make sure that everyone 
who appears in the photograph is happy 
for it to be used. Explain to them exactly 
where and when it will appear. With 
children, you must get the written consent 
of their parents. Check whether you need 
your host organisation’s permission for 
photography to take place.

Diversity – think about how the people 
in your photos reflect the people who will 
use your service in terms or age, gender, 
ethnicity etc.

A welfare benefits team in Bedfordshire  
celebrates success.
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Radio and TV interviews
If you are doing a radio or TV interview  
for the first time and would like to  
talk through what might happen, your 
Macmillan communications contact or  
host organisation press team will be happy 
to help. They will be able to ensure that  
you feel confident about saying the right 
things and will not expect you to be 
interviewed on a subject outside of your 
area of expertise. They can run through  
a practice interview over the phone with 
you to help you to anticipate how the 
interview might go.

Before the interview – things to check
1  Discuss the opportunity with your 

Macmillan contact and/or host 
organisation(s) press team. It may be  
a politically sensitive issue or a subject 
you may not feel qualified to discuss.

2  Check that you are sure what the 
interview will be about and what will 
be covered. Ask yourself if you are the 
best person for the interview or would 
someone else be better able to answer 
the questions?

3  Will the interview be in the studio?  
If so, how will you get there?

4  Ask if the interview is to be live or pre-
recorded and when will it be broadcast 
(don’t be surprised if what is used is an 
edited version of what was recorded).

5  Radio interviews can be given down  
a phone line. Landlines are much  
better than mobiles and being in a  
quiet room will help.

6  If TV wants to film on your premises  
do you need permission? Can you 
arrange parking close by? If people 
(perhaps patients) may be in the 
background of the film are they happy 
with this? If any children appear you  
must have their parents’ permission.

7  Is anyone else being interviewed as part 
of the same story? If so, what are they 
likely to say?

8 How long will the interview be?

9  For TV, avoid stripy clothes, jangling  
or sparkling jewellery. Accept make-up  
if it is offered. 

Think about what you want to say
1  Identify three key points that you 

want to get across.

2  Think about the questions you  
might be asked and how you  
would answer them.

3  Make sure you know any key  
facts and figures connected  
with the story.

4  If you hope to give out a phone 
number – make sure you can 
remember it.

5  Think about a very short patient 
story relevant to the subject that  
you could tell if you have time.  
It can bring an interview to life.
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During the interview
1  Aim to sound friendly and confident. 

Remember you are the expert on  
this subject.

2  On the radio sound levels will be checked 
before you start to record – you should 
just talk normally.

3  Look at the interviewer’s eyes and not 
at the camera. Try to vary your facial 
expression but be careful of smiling  
too much if the subject is serious.

4  Be brief, use short sentences and simple 
language and stop when you have got 
your point across so the interviewer can 
ask another question.

5  Try not to get side-tracked. Remember 
your three key points.

6  Do not lose your temper however 
annoying the interview is.

7  If the interview is pre-recorded you can 
ask to record a question again if you 
make a mistake.

8  If the interview is live you cannot ask to 
stop but you can correct yourself if it is 
really important.

9  If you want people to get in touch make 
sure you mention a phone number, 
website address or location. Don’t  
wait for the interviewer to ask as  
they may forget.

Problems and crisis management
•	  Local journalists should not be trying 

‘catch you out’. But if you feel you are 
being pressured by a local journalist 
contact your organisation’s or 
Macmillan’s communications team  
for advice.

•	  You will not normally be given the 
opportunity to read a story before it is 
published. If you say something to a 
journalist they may well use it as a quote 
from you so think about what you say.

•	  Make sure that any service users 
you involve in a story are happy to 
be identified (giving their name and 
perhaps in having their photograph 
taken) and are also aware that there 
will not be an opportunity to check the 
article before it is printed.

•	  If something serious happens connected 
to your service, immediately alert your 
Macmillan service and communications 
contacts and your host organisation’s 
communications team. Direct any 
journalists who ring straight to your 
host organisation’s or Macmillan 
communications team. However well  
you know the journalist do not be 
tempted to speak to them.

Host organisation publications
If you are based in a NHS Trust or local 
authority, they may produce a magazine 
or newsletter in which you can ask to 
place a news story or article about your 
service. Some organisations have different 
publications for the public and staff. You 
maybe able to negotiate free advertising 
space in these as well as news coverage.

Company newsletters
Some of the major employers in your area 
may produce a staff newsletter. You could 
try to get an advert or coverage about your 
service in these.
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Using the web and social media
The internet offers lots of free ways to 
connect with your audience and promote 
your service, especially if you use a bit of 
imagination. Social media websites, such 
as Facebook and Twitter, are great for 
promoting events, while video-sharing 
websites such as YouTube are perfect for 
raising awareness or showing what a 
service does.

Do I need a website?
Often the best thing to do is make a list 
of everything you want to achieve online. 
If free websites such as Facebook can do 
it all, then maybe that’s the way to go, 
saving you time and money. It’s also likely 
your host organisation will have a website, 
so get in touch with the site administrator 
or communications contact to see about 
setting up a dedicated page. And don’t 
forget to keep the main website updated 
with any news about your service so they 
can promote it. 

Your Macmillan communications or local 
fundraising contact can also help you 
promote your service via the In Your  
Area sections of its website. (Also see 
section 2 – getting noticed).

What about social media?
Today, two thirds of the world’s population 
visit social media websites. So there’s a 
good chance you’re familiar with social 
media and are signed up to websites  
such as Facebook and Twitter.

Benefits
Social media can be great for promoting 
your service, particularly to audiences 
who might not find out about it through 
traditional media routes such as local 
newspapers. You can build relationships, 
tell people what’s happening and easily 
direct them to useful information with  
links to other sites.

There are many local groups online, 
especially on Facebook, so it’s always 
worth checking these out to see if they can 
help you spread the word. And if you ‘like’ 
another group on Facebook or ‘follow’ 
someone on Twitter, there’s a good chance 
they’ll return the gesture, which could help 
raise awareness as others will see this.
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Social media channels 

Macmillan’s online community 
Macmillan’s own social network is open to 
anyone involved with Macmillan, including 
healthcare professionals. It’s a great way 
of connecting with others working in your 
area, as well as Macmillan staff and people 
affected by cancer.

Facebook
A social network site where you can create 
a profile, add other users as ‘friends’ 
and swap messages. You can also join 
common-interest groups which can be 
about absolutely anything.

Twitter
A social network service where you can 
send and read text-based posts of up  
to 140 characters (known as ‘tweets’).

YouTube
A video-sharing website where you can 
upload, view and share videos made  
by yourself and other users.

Flickr
A photo and video hosting website  
where you can upload and share 
photographs and videos made by  
yourself and other users. 

LinkedIn
If you are a Macmillan information 
professional, you have the opportunity  
to join the ‘Macmillan Cancer 
Information Support Services’ LinkedIn 
group. This is a place for sharing 
experiences, requesting or offering support 
and accessing templates and guidance to 
develop and improve your service. 

Any Macmillan professional as well as 
your colleagues can join ‘Mac Voice – 
Sharing good practice in cancer care’ 
LinkedIn group. In here, you can join in 
discussions about cancer care, connect with 
other professionals, find links to interesting 
articles and news and receive updates on 
Macmillan’s latest information resources, 
including Mac Voice magazine.

You can keep up-to-date with what’s 
happening at Macmillan on our official 
pages at Facebook and Twitter. Your  
local Macmillan communications and 
fundraising contacts also have Facebook  
or Twitter accounts and it’s a good idea  
to link-up with them as they’ll happily 
promote your service.
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Tips on using social media

•	  You can set up your social media 
account in a number of ways. It could  
be private (in which case you use it for 
non-work information and don’t mention 
your job). It could be personal, but also 
used for work (in which case you state 
where you work and use a disclaimer 
to say all views are your own). Or you 
could set up a team or service account 
which you and maybe volunteers or 
colleagues run together (in which case 
the contributors are named and all the 
content relates to your role or service).

•	  Remember your position as a Macmillan 
professional and do not say anything 
that will bring Macmillan or your 
employer into disrepute.

•	  Be human – remember you’re not 
making an official speech, so it’s okay  

to write in a personal and friendly way.
•	  Be interesting – people opt-in to hear 

what you’re saying.
•	  Keep up-to-date – if you set up a social 

media account, make sure you use it 
regularly. You may have a volunteer  
with a good knowledge of the internet 
and online tools who can help.

•	  If you want to keep something private, 
don’t post it in the first place. If what you 
post was ever visible to another person, 
then subsequently hiding, deleting or 
protecting it will make no difference.

•	  If you accidentally post something, 
remove it, acknowledge a human error 
was made and apologise if necessary.

Your host organisation will have guidance 
for staff on using social media, or you can 
contact your Macmillan communications 
contact for further advice.
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As a Macmillan professional you can order a wide variety of promotional materials from 
Macmillan, for free.  Here’s some advice on what’s on offer and how best to use it.

Promotional materials

Planning and evaluation
Producing and distributing any sort 
of promotional material can be time 
consuming and expensive, so you need  
to make sure it will be effective. Some 
services enthusiastically produce thousands 
of leaflets when they first start because  
‘you need a leaflet’. Too often these end  
up gathering dust in a cupboard because 
the information is quickly out of date or 
other methods of promotion proved  
more effective.

So, before you think of producing any sort 
of promotional materials stop and ask 
yourself who, what, where, when and how? 
(see section 3).

For example:
You are the manager of an information 
centre and have just found a volunteer
who can offer one-to-one advice on  
coping with hair loss. How could you 
promote this service?

Who: people – particularly women –  
who have or are likely to suffer hair loss
What: we can offer free support and 
advice
Where: chemotherapy clinic, oncology 
outpatients 
When: before and during treatment  
(and continuously as new people will  
be coming to the clinics all the time) 
How: eye-catching posters, and flyers  
with more information and contact details

If you have a set of aims and objectives  
in place you will then be able to evaluate
against them to judge effectiveness and 
inform what you do in the future.

See section 3 for more ideas about 
audiences and messages.
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Producing printed materials
Be.macmillan is a simple and helpful 
website designed to meet many of your 
communication needs. On there you can 
order Macmillan resources for yourself 
and people affected by cancer, and create 
business cards and promotional materials 
for free. You can also learn about why 
Macmillan looks and talks the way it does.

Get registered
Head to be.macmillan to create your 
my.Macmillan account where you can 
access be.Macmillan as well as the 
Macmillan online community. Select 
‘Create account’ in the right hand side  
corner and then follow the simple 
instructions. Once you’ve registered 
everything you make or order on 
be.Macmillan will be saved in your  
account. If you have problems registering, 
please call the be.Macmillan team on  
020 7840 4921 or click to email 
be.mac@macmillan.org.uk.

Make your own promotional items
You can create your own promotional items 
by entering your information, including 
your organisation’s logo, into a selection 
of different templates. This means you can 
produce personalised items like business 
cards and posters to promote your service. 
As a Macmillan professional, you can print 
out what you create yourself or ask us 
to print copies for you. It’s a free service 
and we’ll deliver in just a few days. If 
you cannot find something suitable for a 
particular situation contact your Macmillan 
communications contact for advice.

Order information and merchandise
You’ll find a wide range of free resources 
listed in the Macmillan Resources 
catalogue. Many of the items are for 
health and social care professionals 
and people affected by cancer. From 
the Merchandise section, you can also 
order a range of Macmillan branded 
merchandise including bags, pin badges, 
pens, pencils, mouse mats, plastic bags, 
lanyards, coasters and mugs to use around 
your service or at promotional events such 
as launches and open days. Everything is 
free and delivered to you in just a few days.

Learn about our brand
You’ll discover useful facts and figures 
about Macmillan, information about  
our brand and hints on writing about  
your service.

Promotional materials   37

Contents

http://be.macmillan.org.uk
http://be.macmillan.org.uk
mailto:be.mac%40macmillan.org.uk?subject=
http://be.macmillan.org.uk/be/p-20362-macmillan-resources-catalogue-201213.aspx
http://be.macmillan.org.uk/be/p-20362-macmillan-resources-catalogue-201213.aspx
http://www.be.macmillan.org.uk/profmerchandise


Leaflets
At present you cannot produce two sided, 
folded leaflets on be.macmillan. If you think 
you need a leaflet to promote your service 
you can discuss this with your Macmillan 
communications contact. If you both agree 
that this is the most effective method of 
promoting your service to a particular 
audience and you have a distribution plan 
in mind they will help you write the leaflet, 
find suitable photographs and will arrange 
design and print. This will normally be free 
of charge, depending on quantities. 

Headed paper and compliment slips 
Your Macmillan communications contact 
can help you produce headed letter paper 
and compliment slips for your service.

Banner stands
A portable, eye catching banner can 
be very useful to signpost people to 
your service either permanently, or on 
clinic days and when you are holding 
outreach sessions. They can also be useful 
background for presentations and displays.

If you think you could make good use of 
a banner, discuss this with your Macmillan 
communications contact who can help with 
design and print.

Other promotional items
You may have ideas about other original 
promotional materials that you think 
would help you promote your individual 
service to a particular audience that you 
want to target. For example post-it notes, 
badges, postcards etc. If you speak to your 
Macmillan communications contact they 
will be able to advise you on producing 
such materials.

Services in Wales
New services in Wales are supplied with 
bespoke, bilingual materials to comply  
with the Welsh Language Act. These  
include leaflets and pop up banners  
and there are also a growing number 
of Welsh only and bilingual materials 
available on be.macmillan. Services 
displaying materials including posters  
in public buildings such as hospitals, 
council offices and libraries must display 
them in both languages. If you have 
any questions, please contact the Wales 
External Affairs team.

Distribution
Before producing any materials, you need 
to plan how you are going to make sure 
they reach your target audience.

Examples:
Posters
•	  How many places are there to  

display them?
•	  What size is appropriate? Some venues 

do not have space for big (A3) posters.
•	  How will you distribute them? In person 

– to give you a chance to explain what 
they are? Through the post or internal 
mail with a note or compliments slip?

•	  How long can they stay displayed before 
they are out of date or need replacing?

Leaflets and flyers
•	  Are they going to be displayed in an 

existing display rack or do you need to 
provide a holder?

•	  Could you ask for them to be included 
in a pack given to new patients?

•	  Could they be inserted in a publication 
being sent to a target group?

•	  Could they be handed out to the 
audience as they are leaving an event?
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Films
A short film showing your service in action 
can be very useful for presentations or 
posting on your host organisation’s website 
or on websites such as YouTube. Using a 
commercial company to produce a film  
will probably be beyond your budget  
unless you can get a good deal or 
sponsorship. However, if you are near a 
college or university that offers a media 
or film course it may be worth contacting 
them to see if any of the students would 
be interested in making a film for you as 
a project. Or you may be able to find a 
skilled volunteer to help.

Things to bear in mind:
•	  Making a film can be a time consuming 

project so ensure you’ve thought about 
its purpose and how you will use it.

•	  If your service is on hospital premises 
you need permission to film.

•	  If you include footage or interviews with 
any patients or clients you need their 
written consent.

•	  Filming always takes longer than you 
think it will. Allow enough time.

Your Macmillan communications contact 
can provide you with guidance on making 
a film.
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Useful contacts and resources
Keep a handy record of everyone who can help you promote your service.

Macmillan communications contact
Name:
Tel:
Email:

Macmillan development manager
Name:
Tel:
Email:

Macmillan learning and development manager
Name:
Tel:
Email:

Macmillan involvement coordinator
Name: 
Tel: 
Email:

Macmillan local fundraiser
Name:
Tel:
Email:

Host organisation communications contact
Name:
Tel:
Email:

Name:
Tel:
Email:

Name:
Tel:
Email:

Name:
Tel:
Email:

Name:
Tel:
Email:
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Photographs and articles kindly provided with permission  
by the following newspapers:
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Newspaper
United Lincolnshire Hospitals News
Scarborough Evening News
The Star

Useful contacts and resources   44

Contents



Macmillan Cancer Support, registered charity in England and Wales (261017),  
Scotland (SC039907) and the Isle of Man (604). MAC11599

As a Macmillan professional, you know that cancer is the 
toughest fight most people will ever face and that no one 
should have to go through it alone. 

You’re an enormously valued member of the Macmillan team. 
People tell us how the support you give them, their families 
and carers, helps them understand their condition and feel 
better prepared to cope with whatever lies ahead. 

That’s why we’re here to support you in your role.  
So please go to macmillan.org.uk/professionals to  
find out more about the support, resources and opportunities 
Macmillan can offer you.

And please don’t forget our cancer support specialists, 
benefits advisers, financial guides and cancer nurses  
are available to answer any questions your patients have on 
0808 808 00 00, Monday to Friday, 9am to 8pm. 

You already do so much. But if you or the people you support 
would be interested in holding a Coffee Morning, volunteering 
for us or campaigning for change, call us on 0300 1000 200. 
And help us make sure no one ever has to face cancer alone.
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