Case Study

BATTLE BUS BRINGS ‘DON'T BE A
CANCER CHANCER' CAMPAIGN TO LIFE

Testimonial

We were very pleased with the way the EMS mobileitinontributed to
the ‘Don’t Be A Cancer Chancer’ campaign that wadied out in Ashton,
Leigh & Wigan. Being able to mobilise the campaigio the heart of the
community made a real difference because the publicere able to seek
advice and be sign-posted quickly and appropriately

Kay White, Group Account DirecteMcCann Erickson

The Brief

EMS was tasked with bringing to life a hard-hittipgblic health campaign
for Ashton, Leigh and Wigan Primary Care Trust (Pevised by
marketing communications agency McCann Erickson &g Christie
Hospital, the ‘Don’t Be A Cancer Chancer’ campalgghlights the
importance of early detection of lung, breast andWwel cancer
symptoms. EMS was required to deliver a high-pl®fioadshow to
spearhead the campaign, sadly in Wigan Borough arddifty people
each year will lose their lives as a result of pegging late to their GP with
cancer symptoms.

Our Response

Staff selection and training was as important tdgltampaign as the
roadshow vehicle and itinerary; EMS ensured thdtmbmotional staff
were able to deliver the campaign messages sengtiv The company
produced an eye-catching roadshow vehicle - dubb#te ‘Battle Bus’ -
which displayed the hard-hitting ‘Don’t Be A Cand@hancer’ imagery
inside and out. The vehicle offered a welcoming dmnformal
environment for visitors to seek information and aide from on-board
health professionals. The campaign was launchedhaat high-profile
event at Wigan FC’s JJB stadium.

Delivering the Campaign
EMS supervised the design and fit-out of the stnifgj 7 metre
Cancer Chancer Battle Bus
EMS conducted detailed local research to ensure rimanm
engagement with communities in each of the eight @é&n borough
wards targeted
In addition to the roadshow, EMS delivered thredgh-profile
match-day campaigns at the JJB stadium, involvieafleting by
promotional staff and a pitch-side banner

At a glance... Results

Tour Dates 227 people visited the Battle Bus - healthcare pesfsionals were on board
‘Don’t Be A Cancer Chancer’ February and March 2008 to provide information and sign-post appropriatebn average of more
Battle Bus Locations than 25 consultations per day

The campaign achieved the PCT’s objective of disiting more than 300

e ; E;%t ;?Cﬁ I;ﬂﬁgﬁ I?gaetltrlza;uasr;d ‘Don’'t Be A Cancer Chancer’ information bags peltyda
MqCann Erlc_kson UG S paig ’ The Battle Bus itself generated considerable lotgkrest and featured in a
Leigh and Wigan PCT plus three match-day

three-minute television news piece
EMS have since been commissioned by Manchester RE€Tonduct a
similar campaign

campaigns at JJB Stadium

Vehicle (promotional staff only).

7m Explorer Vehicle

Targeted experiences, impeccably delivered




