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Brief and objectives: 
CMT UK is a small charity that supports people with Charcot Marie Tooth, a rare inherited 
neurological disorder that is life changing if not life threatening. 
 
It is thought 23,000 in the UK have CMT, although most don't know as they don't what the 
symptoms are and many medics don't know what to look for. 
 
If it is caught early it can be managed, if not, people can end up in wheelchairs. 
 
There was only one SMART objective - tell people what CMT is and what the symptoms are. 
 

Rationale behind campaign, including research and planning: 
I needed to tell as many people as possible for as little money as possible and did this by 
utilising the charity’s most valuable assets – its members. 
 
I got information quickly and effectively by asking the charity to put a shout out for members 
willing to help via Facebook, Twitter and its e-newsletter. 
 
I asked them to fill in a Survey Monkey with age, location, symptoms and anything quirky 
and could see at a glance which were interesting enough for the media. I then talked to them 
to draw out my angle and get the real gems. 
 
I found Sarah-Lyn Mumberson, a 28 year old lawyer who: 
 
When she was younger, was refused entry into bars because bouncers thought she was 
drunk (muscle shrinkage with CMT causes hammer toes etc. so people wobble). 
 
Her feet were shrinking (she’d gone from size three to one) 
 
Due to her hammer toes she couldn’t wear heels so Sarah-Lyn wore white Doc Martens on 
her wedding day. 
 

Strategy and tactics, including creativity and innovation: 
As CMT is a rare health condition, it is hard to place as many health editors will only cover 
common diseases - like breast cancer - that will appeal to the masses. 
 



I therefore made the decision to target news pages as a priority and then the health pages, 
with radio interviews too. 
 
I wrote a strong case study that told how Sarah-Lyn's feet had shrunk and found a great 
picture of her getting married in her white Doc Martins. 
 
Armed with just these assets, and to save my time, I persuaded the Press Association to put 
the story on the wire (giving me time to follow up and place all the other strong case studies). 
 

Implementation of tactics: 
I got on the phone to members and to media and implemented a strong media campaign 
with lots of quirky and emotive angles, organising photography and interviews in minimum 
time. 
 

Measurement and evaluation: 
** A press cutting service is too costly for this small charity so all coverage is what I've found 
and been sent by understanding journalists. Not very cutting edge, I know, but I did what I 
could with what I had and I know there is much, much more out there ** 
 
I wasn't judged by the charity on press coverage, but response to it. However, I got stories 
out nationally and around the world. 
 
Sarah-Lyn was covered nationally from both PA and myself in the likes of BT.com, I 
newspaper, Fabulous Magazine, The Sun print and online, Mirror print and online, Sunday 
Post print and online, MSN UK and in many regionals around the UK such as Yorkshire Post 
and Jersey Post. Sarah was interviewed on her two local radio stations. Her story eventually 
got picked up around the world (where many more have CMT), as far and wide as Australia, 
Italy and Germany. 
 
Other case studies achieved a DPS in the Daily Express and express.co.uk; Candis, Sunday 
Post and Choice. Other members still were featured in their local papers such as St Helen’s 
Star, Weekly Post and Middlesbrough Gazette. 
 
As part of CMT Awareness Month 2016, we also launched an awareness video at 
Westminster with medics and MPs. I got more coverage at express.co.uk and lots of trade 
press with links to the video, which was viewed and shared thousands of times. 
 
Of the coverage we know about, 80% explained what CMT stood for, 100% covered the 
symptoms, 50% included the website address, 30% the phone number and 25% the Just 
Giving address. Enquiries to the charity went up by 150%. 
 
I realise with this being the CIPR Awards, my entry should possibly be more technical, but in 
reality this is just a strong media relations campaign that got the name Charcot Marie Tooth 
and the symptoms of the disease to millions of people in UK and even worldwide. 
 
Here is a little client feedback... 
''Following the article in Weekly News, we’re getting deluged with people thinking they’ve got 
CMT." 
 
'I’ve just had a couple of ladies in the office who saw the article in Choice magazine, and 
they think the daughter might have CMT. Given them some info and a neurologist in their 
area to see, and received a £50 donation. So it works….!' 



Budget and cost effectiveness: 
I discounted my day rate and charged £2,000 overall - the charity ONLY paid for my time. 
 

 143,814 eyeballs per £ spent 

 At least 287,628,758 opportunities to see 

 Average domain authority for online coverage – 73 

 150% increase in telephone enquiries throughout the month 

 100% increase in website hit 

 800% increase in social media likes 

 15 pieces of national coverage, 30 pieces of regional coverage, 2 radio interviews 

 Delighted CMT UK members feeding back that people have mentioned CMT to them 
and understand it better - this is invaluable! 

 Approx 3-4 people that we know of going to get tested for CMT. 
 


