




TALKING HANDS

Using social media to share ‘We can. I can.’ key 
messages, the ‘Talking Hands’ campaign - officially 
launched on 4 January 2016 - is a fun and easy way to 
get involved in World Cancer Day and show your support. 

How does it work?

Be as creative as you like! Individuals, groups of friends,  
co-workers, companies, etc.: everyone is invited to join the WCD 
‘Talking Hands’ social media campaign and show that ‘We Can’ 
as a collective, or ‘I Can’ as an individual, take action to help 
raise awareness and join the fight against cancer. 

Alternatives to writing on your hands are either using all kinds 
of mediums (e.g. piece of paper, post-it, notebook, blackboard, 
writing in sand, printing on a t-shirt, computer/mobile screen, 
etc.) or using the special A4 document containing a patchwork 
of the WCD visual elements that you can find here: 
www.worldcancerday.org/materials 

Please use products that can be used on skin eg body paint, 
makeup. Please note that ballpoint pens or other water-based ink 
pens can be safely used, but make sure to avoid using permanent 
markers. For more information: thewannabescientist.com/is-
writing-on-your-skin-bad-for-your-health/

WALL OF SUPPORT

Show your support of World Cancer Day by taking and 
sharing pictures on social media (e.g. of your talking 
hands, of your WCD event or activity, of friends and you, 
etc.). 

All pictures shared on social media using the hashtags 
#WorldCancerDay AND #WeCanICan will be featured on 
our Wall of Support* on www.worldcancerday.org.

*	We reserve the right to moderate the images published. 

THUNDERCLAP

UICC has created a Thunderclap campaign for World 
Cancer Day 2016.

Sign up to Thunderclap on Facebook, Twitter or 
Tumblr from 4 December 2015, and join the WCD 2016 
Campaign: worldcancerday.org/thunderclap

SOCIAL MEDIA
CAMPAIGN

Support World Cancer Day  
on social media  for increased  
impact and visibility.
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Tweet about it
Help promote the campaign and get others involved by 
using the following ready-made tweets:

Join the #WorldCancerDay #TalkingHands campaign to 
spread the word that #WeCanICan help prevent and fight 
#cancer! [upload your picture or insert link to  
www.worldcancerday.org/TalkingHandsCampaign

On #WorldCancerDay join the global effort by sharing a 
picture of your #TalkingHands featuring #WeCanICan 
messages. [upload your picture or insert link to  
www.worldcancerday.org/TalkingHandsCampaign

Write a supportive WCD 
message on your hand 
using the ‘We can. I can.’  
theme.

Take a picture of 
your hand featuring 
the message.

Share the picture on 
your social accounts 
using both the hashtags 
#WorldCancerDay and 
#WeCanICan.

Visit worldcancerday.org  
to see your picture  
featured on the Wall  
of Support.

I can 

ASK
1

2

3

4



WORLD CANCER DAY IS A 
TRULY GLOBAL EVENT.  
IN ORDER TO ACHIEVE OUR 
OBJECTIVE OF REACHING  
AS MUCH OF THE WORLD’S 
POPULATION AS POSSIBLE,  
WE NEED YOUR HELP.

EVERY ACTION COUNTS
Whether you do something as large 
as running your own World Cancer 
Day campaign, or as simple as 
sharing our template messages 
amongst your networks, every action 
has an impact. Show the world that 
'We can. I can.' do something about 
cancer.

WANT TO DO YOUR OWN THING?
We appreciate that your 
organisation may have different 
needs and priorities, so whilst 
we greatly encourage you to 
incorporate the Day (and the 
theme ‘We can. I can.’) into 
existing outreach programmes, 
we also welcome you to create 
your own policy/awareness 
campaigns which are in-line with 
the specific area(s) of focus within 
your organisation.

THE POWER OF A GOOD QUOTE
Quotes can act as a powerful tool 
for reinforcing your key messages 
in any press or educational 
materials you produce.

World Cancer Day 2016  —  Campaign Toolkit24

BE ENGAGED



1 Create your own cancer society or patient group

2 Put in place self-examination demonstration stations / mobile screening units

3 Distribute World Cancer Day materials to your network

4 Put together a media campaign to help raise awareness and educate people

5 Publish an article on your website

6 Celebrate World Cancer Day in your local hospital to cheer up cancer patients

7 Organise a healthy breakfast to promote healthy lifestyles

8 Order a weekly delivery of fruit to your workplace, and better still, replace the 
vending machines with healthy alternatives

9 Set up a public seminar relayed on a local TV channel and in the newspapers

10 Organise a fundraising event (concert, theatre, exhibition, etc.)

11 Create an advocacy push to encourage your government to place cancer as a 
priority on the health and development agenda

12 Create a ‘Wishing Tree'; write down your wish, pop it on the tree in the name of 
someone who is fighting cancer

13 Run a social media campaign

14 Organise a sports competition/event to promote physical activity

15 Invite a nutritionist to your workplace to introduce employees to  
healthy eating habits

... and much more!
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IDEAS ON HOW YOU 
COULD MARK THE DAY



UICC MEMBERS
France
More French cancer institutes, societies and hospitals 
than ever before engaged in World Cancer Day 2015, and 
collectively increased awareness of the Day amongst the 
country’s population. To name a couple: The Bergonié 
Institute in Bordeaux, a member of UNICANCER, 
was visited by the French Minister of Health, Marisol 
Touraine, to monitor progress on the implementation 
of the national cancer plan that was launched on World 
Cancer Day 2014. The French League against Cancer 
(La Ligue) partnered with national television and radio 
outlets to raise the profile of cancer throughout the 
week, harnessing the opportunity to reach a large public 
audience and provide a platform to engage with cancer 
and health experts.

India
At least 74 events were promoted in India on the 2015 
World Cancer Day Map of Events, many of which focused 
on cancer prevention. Activities focused on empowering 
communities to raise awareness of healthy lifestyle 
choices such as healthy diet and physical activity as ways 
to encourage and promote positive change.

Brazil
FEMAMA, a federation of breast cancer organisations 
in Brazil, used the full ‘Not Beyond Us’ campaign and 
adapted it to their own needs in Brazilian Portuguese. 
Dr Maira Caleffi, FEMAMA’s President, participated in a 
webinar on Breast Cancer Screening and Early Detection 
organised by the Pan American Health Organization 
(PAHO) in collaboration with the Global Breast Cancer 
Alliance to commemorate World Cancer Day, which 
provided an important platform to advocate for improved 
breast cancer measures in Latin and Central America. 
Her contribution to the webinar included presenting 
the experiences of the Bahamas in implementing a 
breast cancer screening programme and the growth of 
community mobilisation in Brazil, both of which were 
supported by FEMAMA. 

United Kingdom
On World Cancer Day 2015, Cancer Research UK 
announced that one in two people in the UK will be 
diagnosed with cancer at some point in their life, and 
that the need to accelerate progress in the fight against 
cancer is more acute than ever. 

Every action taken by individuals contributes towards 
Cancer Research UK’s goal to bring forward the day 
when all cancers are cured.

On that day, over 210,000 people in Great Britain united 
with Cancer Research UK to remember lost loved ones, 
celebrate the triumphs and fight for future generations. 
They did this by wearing a Unity Band, making a small 
donation and showing their support on social media. 
Featuring a classic reef knot design, the Unity Band 
symbolised the strength in the collective that is needed 
to bring forward the day when all cancers are beaten. 
The nation rallied together on this one day, and posted 
pictures on social media of themselves wearing their 
Unity Band with the name of the person they were 
personally supporting written on their hand, shared their 
stories and made their donations. 

Public support, particularly through the use of 
celebrities to get the messaging through hugely helped 
to raise awareness of cancer and promote its prevention, 
detection, and treatment with all funds going towards 
vital research.

HARNESSING A NETWORK FOR  
BIGGER IMPACT
International Society of Nurses in  
Cancer Care
The Asian Oncology Nursing Society (AONS), Canadian 
Association of Nurses in Oncology (CANO/ACIO), Cancer 
Nurses Society of Australia (CNSA), European Oncology 
Nursing Society (EONS), International Society of Nurses 
in Cancer Care (ISNCC), and Oncology Nursing Society 
(ONS) developed a new position statement, ‘The Role of 
Cancer Nurses in the World’ in honour of World Cancer 
Day 2015. The statement emphasises the importance 
of implementing sustainable policies, nursing in the 
healthcare and political system and focuses on what 
cancer care and cancer nursing education should be.

HOW OTHERS HAVE 
MARKED THE DAY

We are proud to share the tremendous 
success of previous World Cancer Days 
by highlighting some key activities and 
figures that showcase the impact of this 
global awareness day.
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NCD Alliance
The NCD Alliance (NCDA) harnessed their online 
communications channels to promote World Cancer 
Day through news and videos posted on their website 
frontpage, eBlasts about the preparation and build-
up of the campaign, as well as a strong social media 
presence. Messaging was also reinforced during 
webinars and conference calls which included 
participants from the NCD Alliance network which 
includes over 2,000 civil society organisations.

INFLUENTIAL CORPORATES
Amgen
Having produced a video featuring testimonials from 
staff around the world explaining why they believe 
that cancer is ‘Not Beyond Us’, Amgen showcased the 
importance of awareness raising within companies, 
particularly amongst employees, whose understanding 
and feeling part of what their organisation supports is 
crucial to spreading the cancer awareness message 
even further.

Lilly
On the eve of World Cancer Day, PACE, a Lilly Oncology 
initiative, launched the PACE Continuous Innovation 
Indicators, an evidence based tool for policy makers 
and other key oncology stakeholders to review progress 
against cancer over time for 12 cancer types. On 
4 February, the Lilly Foundation also announced a 
commitment of US$1 million to AMPATH Oncology 
Institute in Kenya to help Kenyans receive quality care. 

GOVERNMENTAL ACTIONS
Afghanistan
Rula Ghani, the First Lady of Afghanistan, was the 
official keynote speaker at a meeting organised jointly 
by the Afghan Society Against Cancer (ASAC), the 
Afghanistan National Public Health Association (ANPHA) 
and the Ministry of Public Health of Afghanistan. An 
ideal platform to press for the inclusion of cancer in the  
country’s agenda, the meeting raised awareness about 
cancer among the community and addressed the need 
for the government of Afghanistan to establish a national 
cancer control programme.

Canadian Partnership Against Cancer
The Canadian Partnership Against Cancer hosted an 
invitational meeting on World Cancer Day with nearly 100 
Canadian experts to take stock of their shared progress 
to advance cancer control. The Partnership presented 
the results of a national public opinion poll that showed 
94% of respondents support a national strategy to 
reduce the burden of cancer. Minister of Health Rona 
Ambrose attended and expressed her gratitude for the 
work being done on behalf of Canadians in the fight 
against cancer. She also highlighted the Partnership’s 
landmark study – the Canadian Partnership for 
Tomorrow Project.

NOTABLE INDIVIDUALS
Many celebrities and well-known individuals threw their 
support behind the campaign, particularly on social 
media by using #WorldCancerDay and #NotBeyondUs, 
helping to increase worldwide visibility.

THE POWER OF SOCIAL MEDIA
Whilst the English hashtags were a phenomenal 
success, the hashtag #DiaMundialContraElCancer 
also took on a life of its own trending for many hours 
on Twitter and giving extra visibility to the campaign in 
Spanish-speaking countries.

The World Health Organization held a live Twitter Q&A 
that gave people the opportunity to chat with a cancer 
expert and have their questions answered. As a trusted 
advisory body, this effort helped increase the impact and 
influence of #WorldCancerDay.

TOOLKIT FOR CORPORATES
For more information about 
corporate activities and how you 
could engage with the private 
sector to mark World Cancer 
Day, please download our World 
Cancer Day Toolkit for Corporates 
available here:
www.worldcancerday.org/
materials
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STOP THE PRESS

A great way to engage all 
audiences in World Cancer Day 
is through your local media. 
We encourage you to build 
relationships with influential/
relevant journalists to help 
generate coverage of your local 
World Cancer Day activities as 
an integral part of the global 
awareness raising movement.

We encourage you to develop your own 
media outreach programmes at national 
and local levels on 4 February 2016 and 
also utilise the key messages, social 
media hashtags, quotable quotes and 
other resources contained within this 
toolkit.

A template press release will be 
available mid-January for your use and 
adaptation to outreach to your local 
press and media.

We also encourage you to use the day as 
a hook for any media activities you may 
want to do around the launch of a new 
campaign, report or research findings.

MORE INFORMATION
Further information and support 
on creating media materials and 
communicating with media can be 
found on 

www.worldcancerday.org/
presskit

“World Cancer Day is the ideal opportunity 
to show how joining forces at an individual, 
community or organisational level can 
positively impact the global cancer burden. 
Globally there are wide disparities in the 
diagnosis, treatment and care of cancer, a 
disease that is not only a health issue but 
has wide-reaching social, economic and 
development implications as well. Through 
initiatives like World Cancer Day, UICC aims 
to fulfil our mission of promoting greater 
equity in access to services across the whole 
continuum of cancer care - working together 
with governments, leaders, communities, key 
stakeholders, partners and individuals around 
the world to press for change.”

Mary Gospodarowicz, UICC Immediate-Past 
President, Medical Director of the Princess 
Margaret Cancer Centre at the University 
Health Network, Canada
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DEFINING THE STORY

Media relations efforts need to begin with 
clearly articulated statements and answer 
the following five “w’s” to define the story.

•	 Who is central to the story?

•	 What is the news you want to report? 
When answering this question think 
carefully about what you want this story 
to accomplish.

•	 Why has it happened?

•	 When did it happen?

•	 What will the consequences be?

−− A story must be new or offer a new 
angle, in order to be considered 
news.

−− Experts must offer reporters 
something new, a clear opinion and 
an additional insight, or they may not 
write the story or use that expert as a 
resource and look elsewhere to find 
the facts needed to write the story. In 
the worst case, they may discount the 
story completely.

HOW TO DEVELOP OR LOCALISE  
A PRESS RELEASE

1.	 Find an interesting news angle e.g. new 
data, activities, important event etc.

2.	 Define your target group e.g. wire, trade 
or consumer journalist.

3.	 Develop a contact list.

4.	 Develop/write your press release and 
consider the following:

−− Why the release is being written?

−− Who is the audience?

−− Does the release contain invaluable 
or newsworthy information that will 
be used by the target audience?

−− What do you want recipients to take 
away from the press release?

Overall tone and structure

•	 Content: ensure that the release is 
grammatically correct and does not 
contain any spelling mistakes or errors, 
and that sources are quoted correctly.

•	 Concise: keep it punchy and do not 
use unnecessary flowery language e.g. 
‘cutting edge’, ‘revolutionary.’

•	 Factual: present the information for 
distribution that is true and correct.

•	 Objectivity: virtually impossible to do, 
but refrain from using over hyped quotes 
from sources, as they will be presented 
as being too biased.

•	 Timing: the press release may not be 
topical, but it may be possible to link the 
release with a more recent news event.

•	 Obtain approval of press release by legal 
team, communications department, CEO 
or relevant decision-maker within your 
organisation.

•	 Distribute press release via email, mail or 
fax (as required by your local journalists).

“Cancer Council Australia has been involved 
in promoting World Cancer Day for some 
years now. Participating in an international 
awareness day provides a strong platform 
for putting local cancer issues in the media 
spotlight. The event always generates a 
significant amount of media coverage and 
drives conversations about cancer on social 
media.”

Hollie Jenkins, Media Manager  
– Cancer Council Australia, Australia 
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Translate and ‘localise’ materials to 
best meet your needs

Share copies of the materials (printed 
or electronic) with friendly local media 
and other stakeholders

Provide copies of the materials across 
all appropriate functions within 
your organisation (communications, 
marketing, advocacy, etc.)

‘Localise’ and issue the World Cancer 
Day press release within your local 
media market

Host a World Cancer Day event or 
activity in your home country to 
highlight the local cancer burden and 
its contribution to the global cancer 
epidemic

Add your event/activity to the World 
Cancer Day Map of Impact  
www.worldcancerday.org/map

Be active on social media: engage in 
our official 'talking hands' campaign, 
use our ready-made tweets, promote 
the Thunderclap and spread the word 
on Instagram and Facebook.

We hope that you find both the guidance 
and the template materials contained and 
referenced within this toolkit to be useful 
resources.

We look forward to working with you in the 
lead-up to World Cancer Day, and then hearing 
about all your successes, particularly any 
media coverage of your activities.

You can also share your stories with us at  
info@worldcancerday.org for them to be 
featured on the website and in the toolkit  
next year.

THANK YOU IN 
ADVANCE FOR YOUR 
SUPPORT OF WORLD 
CANCER DAY!

FEEDBACK YOUR
SUCCESSES

NEXT STEPS
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UICC WOULD LIKE TO THANK THESE ORGANISATIONS FOR THEIR 
CONTINUED COLLABORATION AND SUPPORT IN THE DEVELOPMENT 
OF THE WORLD CANCER DAY CAMPAIGN.

The purpose and responsibilities 
of the Advisory Group is to provide 
input, feedback and support in 
developing and rolling out the 
World Cancer Day campaign.

Members of the Advisory Group are 
invited to participate because of 
their expertise, interest in and/or 
working knowledge of developing 
a marketing and communications 
plan for an international event.

The current World Cancer Day Advisory 
Group (WCDAG) consists of the following 
members:

•	 American Cancer Society,  
United States

•	 Canadian Partnership Against 
Cancer, Canada

•	 Cancer Australia, Australia

•	 Cancer Council Australia, Australia

•	 The French League Against Cancer, 
France

•	 Alliance of African & Mediterranean 
French Speaking Leagues Against 
Cancer (ALIAM), France/Africa

•	 World Cancer Research Fund 
International, United Kingdom

WORLD CANCER DAY  
ADVISORY GROUP

“It’s exciting to see how every year there is 
greater support for World Cancer Day. We’re 
delighted to back this important initiative and 
would encourage everyone to get involved.”

Dr Kate Allen, Executive Director of Science & 
Public Affairs – World Cancer Research Fund 
International 
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Union for International Cancer Control 
Union Internationale Contre le Cancer
62 route de Frontenex  •  1207 Geneva  •  Switzerland
Tel +41 (0)22 809 1811 Fax +41 (0)22 809 1810 email info@uicc.org 
www.uicc.org

Please email your questions and updates to info@worldcancerday.org
World Cancer Day is an initiative of the Union for International Cancer Control (UICC).

VISIONARY PARTNERS

SUPPORTERS - MEMBERS SUPPORTERS - CORPORATES


