
 

 

Category: Outstanding In-House Public Relations Team 

Company: Cancer Fund for Children 

 

 
Number of staff employed - including executive / support staff - and annual 

public relations budget, showing areas directly under the control of the in-

house team: 

 Communications Manager 

 Marketing and Digital Communications Officer 

 Graphic Designer 
Budget of £147,047 includes staff costs and covers the following: 

 Website 

 Design and Photography 

 PR and Media relations 

 Media Monitoring and licencing 

 Social Media 

 Internal Communications 

 Email marketing 

 Brand development and implementation 

 Marketing of Services 

 Outdoor advertising  

 Printing costs for education and awareness materials.   
Cancer Fund for Children’s fundraising target is over £2.5m per annum. 
 

Business objectives and analysis of team performance against budget over 

the past three years: 

 Brand awareness, positioning Cancer Fund for Children as Northern Ireland’s leading 

children’s cancer charity. 

 Support the Commercial Team to meet and exceed their annual fundraising target of 

over £2.5m. Income achieved in 2016 £2,616,830 and £2,561,505 in 2017.   

 Increase awareness of our services for children and families affected by cancer. 

 Build relationships with key stakeholders including Ambassadors, Service Users, 

Health Care Professionals, Staff, Donors and Board Members. 

 Continually perform under budget, despite introducing new web development project 

mid-year.   

 

 



A brief overview of business / team strategy: 

 

 Take a more integrated approach, changing the focus of our communications from 

fundraising to family stories. Through storytelling, our aim was twofold - increase 

awareness and highlight a fundraising need. 

 Key to our integrated communications approach are our social media channels and 

newsletter. We reviewed our newsletter so it was less fundraising focused, instead 

highlighting the difference our donors have made to families affected by cancer. We 

also focused communications across four main social media platforms to reach and 

connect with our key stakeholders.   

 We have widened our PR focus from traditional media to navigate the changing 

digital landscape. Key to this was our strategy to increase video content which has 

generated some of our highest engagement across social media.   

 Develop strategy document and key messages to ensure stakeholders including staff 

and volunteers speak knowledgeably, allowing volunteers to take on more 

responsibilities.   

 Increase brand awareness through implementation of new brand guidelines 

documents to ensure consistency of all visual communications.   

 Manage charity agreement with outdoor advertising provider to promote our calendar 

of core events and campaigns throughout the year.   

 

A summary of commitment to CPD and professionalism: 

 The Communications Manager is Vice-Chair of the CIPR Committee in Northern 

Ireland. In January 2018, she received the Chair’s Award. 

 The Marketing and Digital Communications Officer is also a Member of CIPR 

Northern Ireland and has completed her first year of CPD. 

 The Graphic Designer is currently completing an ILM Level 5 Diploma in Leadership 

& Management. 

 Strong emphasis on personal and professional development, with each team 

member regularly attending networking events and training courses to develop skills. 

 

A summary of recent outstanding achievements: 
 

 Launch of new mobile-optimised website, enabling the organisation’s 

stakeholders to access information, make a donation or sign up to events. 

Website statistics illustrate a 10% increase in users from mobile devices. 

 Recruitment of Ulster and Ireland captain Rory Best as an ambassador. 

 Joined conversation around World Cancer Day, highlighting how we support 

local families devastated by cancer. An integrated communications plan 

utilising PR, digital and social tools achieved 18 pieces of national and 

regional coverage, and reached over 13,000 social users. 



 Received the Queen’s Award for Voluntary Service in recognition of our 

commitment to developing our volunteer programme, and raising awareness 

of the value of volunteering. A video on our social media channels reached 

over 8,000 people and generated 350 engagements. This achievement 

received coverage in daily and regional titles.   

 Played a key role in the launch and implementation of Q Radio’s three day Q 

Radiothon supporting four local charities. This inaugural campaign provided 

valuable airtime, PR and social media coverage, helping to raise vital 

awareness of our vital services. Fundraising is on track to exceed target. 

 Development of social media tools. Launched our Instagram profile in April 

2016, which currently has over 1,200 followers. We also re-launched our 

LinkedIn strategy and have grown our followers by 127% in 18 months. 

 Commissioned the filming of a series of videos highlighting the services 

provided at our short break centre, Daisy Lodge, with the aim of alleviating 

some of the fears families may have about staying. Videos have over 3,800 

views on our YouTube channel. 

 

A summary of a campaign you are particularly proud of, including details of 

the brief, objectives, strategy, tactics, outputs, outcomes and budget: 

The Bog Run 2017 

 

Brief/Objectives 

 

This was the third year of Cancer Fund for Children’s Bog Run, a 5K mud run through 

various primitive and natural obstacles in Castlewellan Forest Park.  

Key Objectives: 

 Recruit over 300 participants 

 Raise over £50,000  

 Highlight how participation can make a difference to local families 

 

Strategy and Tactics 

 

With the event in its third year, new artwork was created to refresh the campaign. 

An integrated communications plan was implemented, focusing on attracting the core target 

audience via the following key tactics: 

 Social media campaign including both organic and paid content   

 Development of online and offline promotional tools  

 Outdoor advertising campaign, with 7 cycles of promotion (July/August 2017) 

 Media partnership secured with Belfast Live  

 Targeted regional PR campaign 

 

Outputs 

 

 36 pieces of engaging social media content across Facebook, Instagram, Twitter and 

LinkedIn and 1 Facebook advertisement for budget of £100. 



 One professional video captured on the day for social media. 

 20 pieces of campaign artwork e.g A4 posters, Facebook banners, website banners. 

 300 Adshels and 30 billboards  

 Two articles published on Belfast Live, with additional support across their social 

media channels for cost of £500. This included an emotive feature on the Murphy 

family, who were taking part in the event in memory of their son/brother Michael. 

 14 press releases/captioned photos issued to regional press  

 

Outcomes 

 

 Social media channels were key to driving awareness, with 108,000 users reached 

and 4,000 engagements generated throughout the campaign. 

 Video content had positive impact on social engagement with the Bog Run post-

event video viewed over 3,800 times. 

 A Facebook advertisement reached over 22,000 people and generated 100+ 

engagements. The cost per click was a reasonable £0.19. 

 Collectively, the two stories on Belfast Live generated 3,812 views. They also 

reached 85,399 people on Belfast Live’s Facebook and Twitter channels and were 

shared over 1,100 times. 

 18 pieces of coverage generated in regional media publications. 

 353 participants registered to take part on the day (+48% compared to 2016 event), 

and over £50,000 raised from participant fundraising. 

 

Budget and Effectiveness 

Marketing expenditure - £3,191 

Overall return on expenditure vs income – Approx 4:1 

 


