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Agenda

• What is a brand?

• How do others  do it?

• Our brand review – quick recap

• Our brand – where are we now?

• Some of the challenges along the way

• How are we doing integration?



What is a Brand? – a shared definition

A service or product with 

tangible and intangible,

rational and emotional attributes, 

which together make a unique offer.



Can I trust…?
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How do other people do it? 

Tangible

� Boats

� Equipment

� Sou’westers

� Bearded Sailors

� Heritage

Intangible

� Tough

� Courage

� Skill

� Risking life

� Cold & wet

Rational

� National rescue service

� Training

� Technology

� Prevention

Emotional

� Volunteers

� Saving lives at sea

� Danger - high seas

� There when it’s at its worst



How do other people do it? 
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How do other people do it? 



� Our challenges

� We have to raise the cash!

� Don’t scare the horses

� And drive people to our services 

How do we do it? 



1930 ?



£144m

£306m

£91m

£82m

£119m

£91m

£74m

£84m

£76m

£134m

Competition - £1.2bn



• the public didn’t know who we were

• people affected by cancer didn’t know what we could do for 
them

• people didn’t know how they could help

source: OLR Research

we faced three problems



cure terminally ill
living 

Macmillan

the space we want to occupy



everyone can add something

everyone can help

everyone is part of Macmillan

we are all affected by cancer

we can all help

we are Macmillan

everyone is a partner



• why?

• …our name does not reflect what we do 

‘It was the ‘Relief’ that actually made me think, oh, this is 
the end of the line’

‘Relief sounds like…the earthquake appeals, Tsunami 
relief, that sort of relief’

‘You think that they’re going to be giving you a lot of 
morphine’

we changed our name













Our first brand campaign

2007 



��



outdoor posters





Our second brand campaign

2008 



Autumn 2008









Our third brand campaign

2009 





‘When you’re living with cancer, the difference 
between a good day and a bad day can often 
come down to really small things. 
Getting answers on something you’re 
worrying about. Finding out you can get 
some financial support. Or just having a chat 
with someone who understands. 

Everyday Macmillan helps thousands of 
people to have a good day.’



Objectives – it’s all about getting 
people to call!

• Make Macmillan more immediate and accessible to 
more people by launching the new phone service and website

• Drive 24,000 calls to the our new helpline number and deliver a 
high quality experience

• Build on previous campaigns and reinforce ‘living with cancer’
• Integrate activity across Macmillan for biggest possible impact



Brand 2009 ��





Inserts and door drops







Encouraging key communities to spread the 
campaign message

� Macmillan health and social care professionals
� Non Macmillan health and social care professionals 
� Cancer Voices and self help and support groups
� Community Fundraising
� Coffee Morning hosts
� Macmillan supporters



Integrating with Fundraising

� Including an insert in 5,000 cold DM packs in October
� Involving a range of Corporate Partners in the campaign including 

Nationwide, npower, RBS, Outfit, Moto, and Diary Crest (who are 
delivering 1.7 million door drops for us to their customers)

� Including an insert and integrated letter in 30,000 
Sales Christmas catalogue re-mail

� But…





How did we do? 

� “I think whoever thought up the idea for this advert deserves a medal. For 

the first time I saw an advert which really made me feel good. Some of the 

Adverts about Cancer on T.V. have made me feel sad and depressed. But 

the Macmillan Good Day advert, gave me a feeling of happiness and 

comfort.” Member of general public

� “I dunno what it is about Macmillan ads..They're brill and always seem to 

hit the pulse. I'm currently a patient, and the ads always bring a tear to my 

eyes in the way they are so true… “ Sim Handley (via facebook), general 

public
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Thank you!

Questions? 


