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Campaign case study: Beating Bone Cancer 
 
 
 
In October 2012, Aberfield completed a low budget, national PR campaign for a small charity, where 
we far exceeded the client’s (and even our) expectations. 
 
We think this case study demonstrates perfectly our ‘positive influence’ promise.   
 
 

The task 
 
Bone Cancer Research Trust enlisted our help this summer to get people talking about primary bone 
cancer during its awareness week in October.  
 
Our objectives were to: 
 

• Improve the public’s awareness and understanding of primary bone cancer  
 

• Raise awareness of the fact that the disease often goes misdiagnosed by GPs because it is 
harder to spot than other cancers, and therefore the need for faster X-ray referrals 

 
Knowing that a charity awareness week alone was not enough to get the media to cover it, we 
needed a strong news hook which would make us stand out.   
 
That came in the form of medical research from the West Midlands Cancer Intelligence Unit, which 
said that survival rates of primary bone cancer (a disease that mainly affects children and young 
people) had stayed the same for the past 25 years.  
 
We repackaged the research and turned it into a news report for the media, leading with a call from 
the charity for faster X-ray referrals from GPs in order for earlier diagnosis of this hard-to-spot 
cancer.  
 
The news story was backed up by inspirational case studies which brought the campaign messages 
to life, and generated extensive media coverage across print, online and broadcast channels. 
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Demonstrating influence 
 
Rather than just measuring the ‘thud factor’ of the media coverage, we aim to demonstrate what 
our activity has actually influenced people to do, to show PR achieving something tangible as well as 
getting column inches. There was a 60 per cent rise in Google searches for bone cancer during Bone 
Cancer Awareness Week, and traffic to the BCRT website tripled in comparison to the same period 
last year. The campaign generated a 340 per cent increase in Facebook fans, with over 700 people 
engaging with the charity’s Facebook page that week (significantly more than normal weeks).  
 
Key message penetration was particularly high, with 97 per cent of the media coverage carrying the 
message that faster X-ray referrals are required from GPs to improve survival rates, and 92 per cent 
name checking BCRT or featuring the web address for more information.  
 
And we think this letter from Best magazine is a great demonstration of what we achieved with our 
campaign – after seeing a piece on TV about bone cancer, a parent wrote to the magazine to enquire 
about bone cancer symptoms.  
 

 
Now that’s positive influence for you! 
 
 

Number crunching 
 
The campaign generated over 100 pieces of media coverage in less than a week, including a five 
minute feature on BBC Breakfast, Sky News, ITV, The Sun, The Times, The Independent, Health 
Service Journal and Nursing Times, over 40 regional newspaper cuttings, radio interviews and TV 
features. The campaign had an overall reach of 41 million – that’s almost two thirds of the UK 
population. Over a third of the media coverage featured case studies, which meant double page 
spreads in print media and longer features on TV and radio. 
 
 

Client testimonial 
 
“The team managed this campaign expertly from start to finish.  For such a small charity, with such a 
limited budget, the exposure we received far exceeded all expectations.      
 
“Aberfield really understood what we were trying to achieve. It felt like they were our in-house team, 
and in this situation, that familiarity was a winner. We’d have absolutely no hesitations in 
recommending them.” 
Julia Kermode, Chief Executive, BCRT 


