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Introduction

The Ellen MacArthur Cancer Trust brand reflects our ethos

In this section...
as an inclusive, friendly, fun, and impactful organisation.

04 About the Ellen MacArthur Cancer Trust
These guidelines outline the main elements of the Trust's 05 What we do
brand identity and provide guidance on its application. 06 OurImpact — Theory of Change

The purpose is to give anyone who has a legitimate reason
to use the Trust brand - including but not limited to agencies,
design consultancies and media - the tools to make informed
decisions about how to apply the brand appropriately.
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About the Ellen MacArthur Cancer Trust

The Ellen MacArthur Cancer Trust inspires young
people aged 8-24 to believe in a brighter future
living through and beyond cancer.

Young people remain vulnerable after cancer
treatment as it comes at a time of rapid physical,
emotional and social development.

For many young people simply picking up where
they left off before their diagnosis just isn’t possible.
So, when treatment ends the Trust’s work begins.

Why we're needed

Cancer treatment can have a significant impact on
a young person’s mental, emotional, physical and/
or social wellbeing.

NV

Poor mental health and
emotional wellbeing

Lower educational
achievement

g

Ongoing late
physical effects

Barriers to
getting a job

Cancer in young people leads to...

Body image
issues

Relationship
difficulties
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What we do

The Trust runs free sailing and outdoor adventure
e oo e B andbeyend Because of the Trust, young people feel...

Young people typically join the Trust for the first time
for a fun four-day yacht sailing trip from our bases in East
Cowes, on the Isle of Wight, or Largs, on Scotland’s west coast.

5

Many young people need continued support over time too.

So, once a young person has sailed with the Trust for the first Independent Optimistic

time, they can stay involved, either by returning for further They have fun and rediscover Their sense of purpose and self-worth

annual trips or, if they are aged 18+, by becoming a ‘Graduate independence away from home increases and they start to re-establish

Volunteer’ to support other young people like them. and their ‘cancer bubble’. They their place in the world by getting
realise what they are capable of back into education or work

It is incredibly powerful and aspirational for a young person again, physically, mentally, and reconnecting with

to meet an adult who had cancer when they were younger - and socially. family and friends.
‘Graduate Volunteers’ symbolise a brighter future ahead
and inspire those more recently off treatment.

Improved

@ mental
7/

wellbeing
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*CRUK 2022

Our Impact — Theory of Change

THE NEED

OUR VISION

Every year, 4,200 children & young people (0-24)
are diagnosed with cancer*. Cancer affects physical,

emotional, social, and mental wellbeing and education/

career prospects. These can be long-term.

Every young person feels accepted,
independent and optimistic living
through and beyond cancer.

OUR PURPOSE

To inspire young people to believe
in a brighter future living through

and beyond cancer.

Young People

o Aged 8 - 24 (&siblings)

e Living in UK

e Living through and
beyond cancer

Trust team network

e Hospital & charity
partners

e Shore-based staff

e Skippers & volunteers

e Medics & medical adviser

e Yacht charter & outdoor
activity partners

INDICATORS

Sailing, outdoor activity
and canal trips

e Physical challenge

e Recreational experience
e Socialisation

e Peer support

e Inspiring role models

e Being away from home
e Change of perspective

Graduate Volunteers
Training programme
for over 18s who have
previously been on trips
and return to support
other young people

NIV

How we know

e Number of young people
on first time trips

e Number of young people
on return trips

° Response rates to surveys

e Online engagement

e Satisfaction rates
with trips

e Safe management
of trips

e Graduate Volunteers
trained

e Volunteers trained
and retained

Increased sense of purpose
e Sense of accomplishment

e Personal growth

Increased feelings
of self-worth

e Reduced anxiety

® Reduced self-doubt
e Reduced isolation

Improved optimism

for the future

o Feeling able to take
the next step

Improved autonomy
e Moving from patient
to post-treatment
e Independence from

treatment/family

Improved
mental
wellbeing

Ability to believe
in a brighter future

J  \\ J
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The logo

Our logo suite has been updated for 2022 and includes
variations of both logos and straplines. This section outlines
how each of these should be tailored to the required audience
and can provide flexibility in design.
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In this section...

08 The Ellen MacArthur Cancer Trust logo
09 Standard logo

10 Incorrect use of the logo

11 Variations of our logo

12 Standalone straplines

-
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The Ellen MacArthur Cancer Trust logo

Our logo

The Ellen MacArthur Cancer Trust logo has been specially |

drawn and spaced. It comprises two elements - the charity 1

name and unique sailboat icon. i x

Aclear exclusion zone has been defined around thelogo [ 77T T T T T T T T T T T T g, T T T 3 ”””””

where nothing should appear - no text, pictures, or graphics. |

This should be the same size as the width of the sail at its l

widest point. e I I e n 1

4 = D Ellen MacArthur Cancer Trust Style guidelines 8



Standard logo

Colours

The preferred version of the Trust logo has all elements

in the Trust primary blue - Pantone 639. It should be
reproduced in full-colour and never as a tint of this colour.

This logo must only ever be used on white backgrounds
or on light photos which give enough contrast so
the logo stands out.

Contrast

Black - for when printing in colour is not available
or reproduction quality is likely to be poor.
Reversed/white - for dark or bright backgrounds
where it is not possible to use the standard logo.

The white version can be used on the Trust blue,
Deep blue and Moonspray blue only.

All logo variations are available from the Trust in:
e EPS, JPEG, PNG, TIFF and PDF file formats
e CMYK or RGB colour profiles

You can download the logos from our Media Gallery at
emctrust.photoshelter.com (registration/approval required).

ellen
macarthur

cancer trust

ellen

macarthur
cancer trust

ellen
macarthur
« cancer trust

Minimum size

ellen
macarthur
&) \¢BZ. cancer trust

25mm
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Incorrect use of the logo

Protecting our brand

Protecting the integrity of the logo, by remaining faithful
to the original artwork, is important. These examples
demonstrate, but are not limited to, ways in which the
logo should not be used.

Please do nof...

1. Distort the proportions of the logo.

2. Attempt to recreate the logotype in other typefaces.

3. Stray from the recommended colour scheme.

4.Add shadows or keylines.

5. Enclose the logo within a shape.

6. Alter the arrangement of the logo.

7. Place the logo on top of busy images.

8. Alter the proportions of the logo elements.

9. Use the standard logo on a similar tone or colour
that clashes with it.

3 X )
ellen ellen
macarthur macarthur
e cancer trust &J\¢BZ. cancer trust
6
e X ellen e
ellen ellen macarthur
macarthur macarthur cancer trust

Y. cancer trust

©« cancer trust

8 X

ellen
e macarthur
YeEe cancer trust
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Variations of our logo

In addition to our standard logo (and contrasts) there
are three approved variations, which can be used for
the following purposes:

Logo with strapline

This variation incorporates the strapline ‘Believe in

a brighter future’. It should only be used on content for
which the primary audience is young people (and families).

Extra-long logo

This variation incorporates the strapline ‘Inspiring young

people to believe in a brighter future’. It can be used for the

following purposes...

e when a longer/landscape logo works better than a square
logo (for e.g. banners).

e on content for which the primary audience is fundraisers/
donors/supporters.

e on general ‘About the Trust’ content, which is not specifically
for/targeted at young people/families.

‘Proudly supporting’ logo

This variation incorporates the strapline ‘Proudly supporting’.
It should be strictly used by approved fundraisers/supporters

only and supplied in agreement with the Fundraising Manager
and CEO.

If you have any questions about which logo to use,
please contact media@emcancertrust.org

Logo with strapline

Extra-long logo

ellen macarthur
cancer trust

believe in a brighter future

ellen macarthur cancer trust

& inspiring young people to believe in a brighter future

‘Proudly supporting’ logo

Proudly supporting

ellen
macarthur
¢« cancer trust
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Standalone straplines

To provide flexibility in design, the two straplines -

‘Believe in a brighter future’ and ‘Inspiring young people

to believe in a brighter future’ - can be used separate to but
as part of the same layout as the standard logo. See pages
27-29 for examples of the logo and strapline in use.

The standalone straplines should only be used for the same
purposes as the logos with straplines as per page 11.

All logo variations and straplines are available from
the Trust in:

e Black and/or white/reversed colour variations

e EPS, JPEG, PNG, TIFF and PDF file formats

e CMYK or RGB colour profiles

You can download the logos and straplines from
our Media Gallery at emctrust.photoshelter.com
(registration/approval required).

All advice around ‘Protecting our brand’ applies to
each logo and strapline variation (see page 10).

If you have any questions about which strapline to use,
please contact media@emcancertrust.org

Long full strapline

inspiring young people to believe in a brighter future

Double line full strapline

inspiring young people to
believe in a brighter future

Shortened strapline

believe in a brighter future

A
Il
v

Ellen MacArthur Cancer Trust Style guidelines 12


http://emctrust.photoshelter.com
mailto:media@emcancertrust.org

Brand assets

The Trust has a clear brand identity, rooted in the fun, friendly,
accessible and impactful organisation it has always strived
to be. Use of colour, fonts, photography and icons are core
to that identity. This section outlines how these assets can be
used and/or combined to capture the essence of the Trust.

In this section...

14 Brand colours

15 Colour accessibility — Primary palette
16 Colour accessibility — Secondary palette
17 Brand typography

18 Everyday typography

19 Photography

20 Icon styles
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Brand colours

The Trust palette comprises 3 primary
‘brand’ colours and 8 secondary colours.

Primary colours
The blues represent the sea and sky, and the freedom of
being outdoors on the water experienced on Trust trips.

The primary brand colour is Trust blue (Pantone 639),
used for all logo elements.

To have its greatest impact, the Trust blue should
be used with restraint, for example it should only
be used for the logo and graphics.

Moonspray blue (Pantone 2945) and Deep blue (Pantone
648) provide alternative design options to Trust blue,
especially when accessibility (see p15-16) is considered.

Secondary colours

These include several green tones to continue the nature
theme and sit comfortably alongside the Trust blues.

A number of bright, warm colours are also available to create
fun, vibrant designs fitting for a young person’s organisation.

e When printing in four-colour, CMYK percentage values
should be used.

e RGB values are provided for digital use.

e Tints in the stated percentages are also permitted.

Primary colour palette

Moonspray blue

Pantone: 2945
RGB: o/105/170
CMYK: 100/45/0/14
HEX: #0069aa

Deep blue

Pantone: 648
RGB: o/52/104
CMYK: 100/62/0/52
HEX: #003468

Secondary colour palette

Purple dreams

Pantone: 512

RGB: 135/33/117
CMYK: 50/100/15/10
HEX: #872175

Playful pink

Pantone: 206
RGB: 228/14/98
CMYK: 0/100/38/3
HEX: #e40e62

Lovehate lime

Pantone: 382
RGB: 193/216/47
CMYK: 29/o/100/0
HEX: #c1d82e

10%
30%
50%
70%

90%

Violet night

Ocean green

Pantone: 2607
RGB: 80/8/120
CMYK: 87/100/18/6 70%
HEX: #500878

Pantone: 3165
RGB: 0/83/94
CMYK: 100/0/28/65

HEX: #00535€e
90%

. 10%
Sunshine yellow
30%
Pantone: 7408
RGB: 255/194/34 50%

CMYK: o/25/95/0 70%

HEX: #ffc222
o
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Colour accessibility — Primary colour palette

Accessibility

The Trust is committed to being an inclusive, accessible
organisation. Using the Web Content Accessibility Guidelines
(WCAG) 2.0, combined with guidance from accessibility
experts, we advise the following when considering text colour
combinations for printed collateral and online/digital content.
Combinations on bigger, more prominent marketing materials
should be considered on a case-by-case basis.

If information must be absorbed and understood, content
should comply as far as possible with this text guidance. Visuals,
such as graphics, diagrams, and images, should be used with,

or instead of, text to make it easier to access and understand.

This accessibility colour grid is specifically for text on websites
or PDFs, but it is also a valuable indicator for any content which
could end up being viewed on a screen or printed.

Large text: standard weight larger than 18pt
bold weight larger than 14pt

Digital designs that meet the AAA , AA and AA18 standards are
highly accessible. These are the different levels you need to
adhere to in order to be compliant with the latest WCAG
accessibility standards.

TRUST BLUE

ANY TEXT

LARGE TEXT ONLY

MOONSPRAY BLUE

Pantone: 2945

ANY TEXT

White (AA)

LARGE TEXT ONLY

Lovehate lime (AA18)
Sunshine yellow (AA18)

DEEP BLUE

Pantone: 648

ANY TEXT

White (AAA)
Lovehate lime (AAA)

Sunshine yellow (AAA)

LARGE TEXT ONLY

WHITE

ANY TEXT

LARGE TEXT ONLY

Black (AAA)

Deep blue (AAA)
Purple dreams (AAA)
Violet night (AAA)
Ocean green (AAA)
Moonspray blue (AA)
Playful pink (AA)

Emerald green (AA18)
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Colour accessibility — Secondary colour palette

PURPLE DREAMS ANY TEXT LARGE TEXT ONLY VIOLET NIGHT

Pantone: | White (AAA) Pantone:
512 Lovehate lime (AA) 2607

Sunshine yellow (AA)

ANY TEXT LARGE TEXT ONLY

White (AAA)
Lovehate lime (AAA)
Sunshine yellow (AAA)

PLAYFUL PINK ANY TEXT LARGE TEXT ONLY OCEAN GREEN

Pantone: | White (AA) Pantone:
206 3165

ANY TEXT LARGE TEXT ONLY

White (AAA)
Lovehate lime (AA)
Sunshine yellow (AA)

SUNSET ORANGE ANY TEXT LARGE TEXT ONLY EMERALD DREAMS

Pantone:
3282

ANY TEXT LARGE TEXT ONLY

White (AA18)

SUNSHINE YELLOW  ANY TEXT LARGE TEXT ONLY LOVEHATE LIME
Pantone: Black (AAA) Pantone:
7408 Deep blue (AAA) 382

Violet night (AAA)
Purple dreams (AA)

Ocean green (AA)

ANY TEXT LARGE TEXT ONLY
Black (AAA) Moonspray blue
Deep blue (AAA) (AA18)

Violet night (AAA)

Purple dreams (AA)

Ocean green (AA)
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Brand typography

Fun, warm, and accessible typefaces

Logo typeface

The logo and straplines are set in a mixture of Light and Bold
weights of the VAG rounded typeface. This font is simple,
modern, and easy to read. It reflects our ethos as an inclusive,
friendly, and fun organisation.

To have its greatest impact, VAG rounded should be
used with restraint, for example in titles and headers.
It should not be used for blocks of text.

Brand typeface

Freight sans is a clean, highly accessible font that relays

a friendly feel. It is available in several weights and is
primarily used for the main body text within a document.
It can also be used for headings when appearing in
corporate focused documents.

Where Freight sans is not available, for example, MailChimp
or Salesforce, it is appropriate to use Trebuchet.

VAG rounded light

a Aa

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopgrstuvwxyz
01234567891?/@£$%&*()

VAG rounded bold

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqgrstuvwxyz
0123456789!?/@£$%&*()

Freight sans book

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
0123456789!2/@£$%8&*()

Freight sans medium

ABCDEFGHIJKLMN

OPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz
0123456789!2/@£$%&*()

Freight sans bold

Aa

ABCDEFGHIJKLMN
OPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

0123456789!2/@£$%8&*()
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Everyday typography

All everyday communications e.g emails, letters should be
written in Trebuchet. This is an accessible typeface, which can
be used in Microsoft Office 365, Windows, Apple macOS,
Salesforce and Mailchimp.

Use font size 12 for blocks of text.

Make your text as accessible as possible...

o Avoid underlining and using italics - use bold for emphasis.

e Don’t write words using all capital/uppercase letters.

o Left align text, without justification.

e Use only colour combinations classed AAA or AA on the
Contrast Grid (pages 15-16).

e Spelling and grammar matter - inaccuracies and/or using
unexplained abbreviations can make text difficult to read
for someone with dyslexia or for whom English is not their
first language. It could also affect screen readers.

Trebuchet regular

d

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqgrstuvwxyz
012345678917/ @LS%&*()

Trebuchet bold

Aa

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopqrstuvwxyz

012345678912/@£$%&* ()

A
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Photography

Authentic, positive, and inclusive

When selecting images for any Trust branded materials or
content it is important to use real-life photography.

Stock imagery should only be used as a last resort.

All images should reflect the Trust’s positive vision of ‘a
brighter future living through and beyond cancer’ and be
representative of all young people who are treated for cancer
in the UK and can access Trust support, including (but not
limited to) gender, sex, disability, age, race, religion or belief,
and/or sexual orientation.

Active, upbeat photos should be prioritised over staged,
passive/flat images to capture the essence of the Trust’s
impact.

Brand assets

The Trust has a bank of photos approved for use for
promotion and publicity - these can be accessed at
emctrust.photoshelter.com (registration/approval required).

Archived images saved on hard drives and/or other sources
must not be used without getting permission from the Trust’s
Communications team at media@emcancertrust.org.

This is to make sure only photographs with the up-to-date
consent of young people and/or parents/guardians are used
publicly, and that the Trust can appropriately manage the
process of withdrawing photos from use if required.
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Icon styles

There are two styles of icons available to use. These consist
of filled icons and outlined icons. It is recommended that
the outlined version should be used for corporate focused
collateral. Both styles of icons can be used within a circle
or isolated.

You can view and download the full suite of icons
from our Media Gallery at emctrust.photoshelter.com
(registration/approval required).

Filled icon style

&
i O

Outline icon style

@

©
i @

A
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Brand in use

The Trust works with distinct audiences across the beneficiary,
fundraising and corporate spectrums. Each of these requires
a different tone and/or treatment, which includes use of colour.

This section provides examples of how certain colours and
brand asset combinations are used for certain audiences
to differentiate them and give them their own ‘brand within
a brand’ identity.
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In this section...

22
23
24
25
26
27
28
29

Corporate audiences

Trip focused

Fundraising

Friends of the Trust

Inspire — the Trust's annual magazine
Stationery

Clothing and merchandise

Flags and banners

-
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Corporate audiences

ellen
macarthur

BETTER CONNECTIONS

BIGGER IMPACT

ELLEN MACARTHU

OUR AMBITIONS FOR 2020-2022

YOUNG PEOPLE

CANCER IN YOUNG PEOPLE

BECAUSE OF THE TRUST,

YOUNG PEOPLE GAIN.. TELL US THEY...
(o)
Confidence \\\ \ ‘ | 11/ 92 /0
N E E D E D They discover what they \\ // achieved things
are capable of again,along > & they didn’t think
withashiftinselfperception DY canstart (A
andfeelings of self-assurance Iy toplanfor L
and self-belief - — 0,
=\ ABRIGHT 87%

S feltmore
S optimistict

g\ FUTURE

Independence
Poor mental health Young people are happy away Z,
motional from home, oftenfor thefirst /7, QN
4 ITTEN 0,
Ibeing timesincetreatment, anddoing 1 A
things ontheir own. They geta
sense of normality war‘:‘ more
confident*

Friends

Theystop feeling ke ‘the only
one’andfindasense of belonging
sothey canstart to think
differentlyabout themselves
without fear of beingjudged

Have improved wellbeing and mental health

References “Every trip the same sparksare ignited
and the same happiness s brought back.
Thetrips pull you out of that ‘depression
rabbit hole’”

. CUICSargent 2017 Hidden
Costs- Thementaheatth
impact ofacancerdagnsis

4 Reuters Health (019 Study
Teens whosurvive cancer may
havetroubleadaptingintheir

nyoungpeope’ une 2017 adulyearsBusines nsider UK

2 CLCSargent (o) Counting. [Onine] 0.1y 2015
The Costsof Cancer-the 5 CLICSargen (2016 CanceR

Costs- The fnancil mpact
oftreatmenton oung cancer
patentsandiheir familes'

September 016

Happiness Get back into education or employment

Thetripsare fun,and the young
peopleachieve togetherand

“I have a better attitude and more

QUcSargent 03 Noyoun PN
3 CuICSargen cor Noyoung motivation. Ive started college and

& cu
impactofanceroneducation 7. Batcheor . z019) Thsiing overcome their fears. They enjoy feellike | can handle ‘real life’ better”
employmentandtraning’ spotlght The Pychologit apositive changein perspective

November zor3 Novemberzon(2)pp 3438 n their s

8 | BETTER CONNECTIONS, BIGGER IMPACT OUR AMBITIONS FOR 2020-2022 | 9

“It helped me believe

AMBITIONS UPDATE

BIGGER IMPACT

When ‘Better Connections, Bigger Impact - Our Ambitions
2020-2022' was launched in early 2020, no-one imagined a
pandemic threatening the Trust's three-year strategy. But, heading
info year three, the ‘Ambifions’ are firmly on course as the Trust
adapted, innovated, and transformed

I could do anything.”
RYAN, 10

OUR AMBITIONS FOR.

OA{ SHOUT LOUDER - improve how we talk about the difference

What we've done in the first two years
= New purpose and vison o better communicate impct.
= Communications Offcer (North) appointed ful-time.

 REACH MORE - evolve our systems, infrastructure and

©) 0, d
I s et et

What we've done in the first two years

= Digitaled sgn-up processes inclucing via iebsce

= Formal partnership with Young Lives v Cancer and
.

= Virtualsupport programmes engaged new young pecple.
= “Taste of the Trust’ days enabled frst.timersto safely jin the Trust n 0,
= New pocket guide showcasing opportuniies and impact.

DELVE DEEPER - make a real step change in how we measure our

S S

What we've done in the first two years

= New pre and post.rfp impact questionnaires o better
2ssess outcomes and impact.

= Partnered with chariy, Mind Over Cancer, to provde professional

mental heith support to young peopl.
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Trip focused

O it's free! © UK wide

- 4 ellen macarthur
A\ AlTrustiripscostyou  Youcancome wherever you ivein
an

allthe dityou need,

athoughyou canbring %
altle pocket money = ]
] © Grouped by age O Not a competition ’
Youwillbe ith peopleofasimiar Youdon ?
THlNGS ‘age when you: ab apl ’j “mv“""‘
TO KNOW Py cancome,
a

© No cut off O Never sailed? @ New friends

Neither w Youbond quickly
3 n

ome preparation before a frip. Please use this checklist to V
" re you have fulfiled the criteria. Once all the boxes have
been ficked, you're all sef fo go!

Mentaland physialeffects of cancer caniast

longaertreatment ends. e welcome young

) peopleaged8-24(ish) on ailingand outdoor Ho

Two references provided by frsi-fime volunteers. activitytripstosupportandinspirethemtobelieve  [NISICISISICHSIEIA! efif?
i inabrighter future through and beyond cancer.

« Anincreased sense of purpos
o prond o s
of accomplshment

IR = o references. Thatswhereyou come n!Your enthusiasmand
can-doatttudewillensureyoungpeople have

Completed DBS/PVG checks oftheexperiencetoo.

nplishmen.

L ——

B e g cpcocrccoe

o e g ot b ntouh. PRGNSR - o o oo v i
ecraermenwnneykanmonsl e

Yo ercoumgemert s e

S —————

e
ung.

people.You

learn together.

Attended a Volunteer Training & Update event

Tripsare firstand foremost about having fun,

e Tremensowtngresomonorome SRR
O i I . o .o e
Experience a trip now
S

beinga positive role model across the week.

t A ¥
qmm medics | 4 d

oneverytrip.

Completed a Child Protection course

Adventurous actiiies bring young
people fogether, alowing for peer-fo-
peer supportand encouraging them

o get invoived ond fee! in conirol ogain.

RN c ¢, Whichpprovidesacertfcate.  Going through cancer as a young
person s solafing. A Trust rip may
bethe firs fime they have met
someone fheir own age who fhey

o rele fo.

A trip is for you if you.. Keeping you safe Support the Trust

Signed our annual Safeguarding agreement

We...

orTETE T
processesand responsibiltes
e et « Annually review our Code of

wuinerable adults. = BY TEXT:

. F-Mshmq physicalboundares ond
Is hel

P ndrun

L ;aveguammwammg

tripand were diagnosed before. very poor
youturnedas.

« Areatleastone;
Marrowor Stemcel mnsplam

e mmme o mh\wng

« Respecting young people makes
@ huge difference o fheir sense
of sell-worth,

et ready ellen

macarfhur

o volunteer! concertrust

P EMCTRUSTand
(e EncTRUST 1)

« Ensureour safetyprocedures
forallactvtiesmeetorexceed  Have guidance for staffand
«LiveintheUk. g industy standards. volunteers about socil media

et h. S useand confdentiay.
« Canselfadmirister njections. | o Usebestpracticeinsafer
recruitmentandiraining for « Are guidedby feedback from

aemerust
lemmacarturcancestorg ! |
< Hovethemovementrange oget andriningor i
e iy e serossthe Tt communts
S inandoutofabathyoursef - K e (e e

« Volunteer handbool

Ellen MacArthur Cancer Trust Volunteer handbook » 3

Support across the UK
“It helped me
believe | could
RO T e S b T do anythi
+ RYAN

believe in a brighter future

What works for you Hope
It's good fo have a ‘toolkit o help support your e 'rr“:—"\:“:r‘.wf'“"rhr'i"
wellbeing and mental health. Here are some ideas. Don'tbeafrai

thowyoufeslandask

—

FOUR-DAY
SAILING TRIPS

Journaling

“It changes your
outiook and just
makes everything

feel lighter.” : P R oo
MOVING ON {5 ) fndusthrough..

Fundfor Chidren,
“The Trust helped . - . Northern reland
rebuild my sense Find out more and join us for a trip T
A foratrip here
of individuality @ ) Speaktoyour Young Lives vs Cancer Social Workerorlead care nurse Trust (CHECT
and confidence.” (usually your Teenage Cancer Trust linical Nurse Specialistf you are/ o Trekstock

LAURA were ona Teenage Cancer Trust ward) for detalls, or

Self-care

\® visiellenmacarthurcancertrust.org/our-tips o egiser your nterest.

How does
sailing help? Under 185 Overigs
y - During reatment young people
arenaturallyprotected an
‘wrappedin cotton wool.On
Trustsaflingrips, young people. and relationships. By coming.
ave fun, mae riends, iy - gy e s, yong
~ou realise newthings,push themselves 4 adults find comfort nnot
beingthe‘only one’ redls:uver
you're not the 3 theirvoice and what:
odd one out. T
it tobemoreindependentand

canstart feeling positive about
changeinfour days. F thefuture.

Screen fime
‘Taketime out from social media,

the news,andscreen time. Several
studies have suggested higher
levels of screen usein children and
teenagersisassociated with reduced
physicalactivity,increased risk of
depression, and lower wellbeing,
‘Take control, have time out,

and switch them off.

Having cancer duringthese Sleep
Sleepisimportant. Weall needit.
Iesrecommended hatacsneed -5
hoursofsleepperight.Chicrenand
A A teenagers need more to enable their

growthand development. Calmisa
ellen wonderfulappthat can helpyourest

Looking after your macarthur andsleepell

mental health o e
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Fundraising

ellen
macarthur
= cancer trust

"Yvy

You’re our HERO!

Thank you for supporting the Ellen MacArthur Cancer Trust

Fundraising Guide

\ A /

Yyywvw

believe in a brighter future

ellen

<9

Welcome!

for useful i

your donat

“On the frips some magic
happens, and really ifs not
about sailing, ifs about being
fogether. We see a huge
ransformation in many young
people the first fime they come
with us. We often have lefters
from parents saying ‘thank you'
for giving us our son or
daughter back. Thank you for
helping us make a difference.”
Dame Ellen MacArthur,
Founder and Patron

macarthur
&2 cancer trust

Raising money
for the Ellen MacArthur
Cancer Trust

More info:

When treatment ends our work begins because for
many young people, picking up from where they left
off before cancer just isn't possible.

We support young people aged 8-24 fo rebuild their
confidence after cancer through sailing and adventure.

Registered with
FUNDRAISING
REGULATOR

I’i l, , (J‘ ‘ @emctrust ellenmacarthurcancertrust.org

Thank you for choosing fo support the Ellen MacArthur Cancer Trust
- we're so excited you're here! You are about fo join a group of

fantastic fundraisers doing something amazing to help young people
in their recovery from cancer.

How YOU are making a difference

Each and every one of our fundraisers are crucial in supporting more
young people in rebuilding their lives after cancer. Every penny you

raise will make a huge difference.

Where could your fundraising go...

i¥ers

Supplies summer essentialsincluding
awater bottleand sun cream forayoung
person ontheir trip.

Brings the fun by providing water cannons
for the Trust'slegendary weekly waterfights!

I £100

Coversthe cost of an essential volunteer
travellingwith young people toand from
tripsacrossthe UK.

S

“IV£350

Fundsayoung person who has been
supportedbythe Trusttotrainasavolunteer.
Thissort of peer supportis italnrecovery.

) £560

Paysforayoung personto come on their
first four day sailingtrip onthe isle of Wight
orScotiand

“It was just over a year
since | finished freatment.
Being around people who

understand 'm not always
100% physically able
was really important.
They helped me push myself
when | felf able.

“A lot of people my age can't
talk about cancer or get really
uplight over it | was with
people who understand
've had cancer and 'm still
healing. The impact of that
on your life is unbelievable.”
Katie

Fundrasing guide 3

()
TALKS ‘)
UIDE

Everything you need to kn
for whe s're talking or

ellen macarthur
cancer trust

believe in a brighter future

youn,
can start Jookin, 'g people

abrighter fytyre

9 ahead to
after cancer.

macarthyr
& cancer tryst

PUTTING YOUR
TALK TOGETHER

KNOW YOUR AU

NCE

Depending on your audience you will need to think about...
« The length of your talk

« Whatis age/audience appropriate content
« The language you use

. Jevel

« Ifyou can make it interactive and/or funny n places

Types of possible audiences

) e
Qe Q
[an)
Children’s reen and Cancer
groups young adults support
Schools, Schools, colleges, ~ General - saiing ~ Children - under
Brownies etc other youth clubs, Wigroups,  135and parents
groups,etc coffee m « Parents-only.
Funds o Teenagers

Lions, Rotaries,
Lodges,businesses

« Youngadults

SO, FOR EXAMPLE...
A

young lives, supp
e 2 people. Trips for
¥ ¢ for example, sad, scared,
happy, while talks for adults can be more descriptive. f you're unsure and want
i in touch with your

| EMCT TRUST SPEAK

Your generogit

more youn
their live

y il help

9 People rebyilg
S after cancer

inspiring youn, o
'9 People fo bejiey
©1n a brighter fyf
fure

L

TELL A STORY

Peaple remember good stories, not
lots of facts. Stories make an emotional
connection. They are about people

not organisations.

Start with your Trust story. Whether
Youve experienced the Trusts
impact s a young person or seen
the difference we make as a family
member, friend, or as part of the
“Trust team, your story willinstantly
grab the audience’s attention

Telling one person's story also connects
better than talking about many people,
tostart with anyway. A good story has
three parts (remember this as CAT)

1. Challenge - that you have had/have
seen someone face. How did you/
they feel?

2. Action - what positive intervention
occurred to overcome that - could
beawhole Trust trip or something
specific that happened on a rip.

w

. Transformation - the ways you/
the young person has positively
changed since.

intro - you er left)

2. What the Trust does
o Brief history

4. Call to action
What do we want the audier
doafter the talkz We will look at thi

inmore detail on the next two pages.

5. Questions
ople the chance to either ask

EMCT TRUST SPEAK

Ellen MacArthur Cancer Trust Style guidelines
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Friends of the Trust

This is the magic YOU make happen

When treatment ends ~ Who we support
ellen our work begins -
. the UK - there s no cut off towhen they can apply

N macarthur For many young people, picking up fromwhere e ey e
o). cancer trust they left off before their diagnosis just isn't possible. after treatment, ifthey were diagnosed before
turning 25and are 8 by their first trip.

« Young people, who have had cancer, from across Young people

We run freetrips for two different age-group

Hospitals
and charity

Direct
signups

The Ellen MacArthur Cancer Trustinspiresyoung .
4 future . urp Teenage Cancer Trust [t
livingthrough and beyond cancer. and Young Lives vs Cancer, we can reach, engageand
support more young people.
. jorkwith 43
o P “The Trust has been g .
Why you're needed and co-founded the Childrenand Young People an absolute sense ‘None of my friends have
ol Cancer Coalition e had cancer like me, so
idren (o- 5 -
Everyyearinthe UK around 1900ChiGren 0-)and |\ become e e 8 making new friends that
2,500 young people (15-24) are diagnosed with cancer one. [t changed my lite. i
volunteers once they are 18 - these volunteers : have had it helped me
—around12aday (CRUK, 2021). Young people remain otureand It brought a light over grow and want o come
treatmenta: f v i Canal trips
° recently off treatment. everything that had N & back and fry new things:
rapid physical, emotional and social development. happened. You don't = For those needing m .
. ntlyimpacted b - supportwith, oran ) o
want fo go home:’ q
asiblings'iiness. So, wealso runan adventure week 9 about, their mobility It worries me thinking
Gl the leukaemia | had is

forsiblings of young peoplethe Trust has supported.
going to come back.

18-24(ish) years . N
Can come back Can come on two But going on these trips
untilthey turn 18 returntrips helps because | know
everyone else has had
cancer as well.

Ourdooris

Cancer in young people leads to... atways open

Whenayoung

person feels ready
Volunteering tomove on from
Many return as trip volunteer the Trust,they
when th [g know they can
el heath Ongoinglate Bodyimage Lower educational Barriersto Relationship
and emotional . i achievement e difficulties they need us.

wh yare 18+
wellbeing
Daniel

FRIENDS
of the Trust

“The skills I've learned, |
never knew | could learn.
I didn’t know | could push
myself that far. | know
we can do anything.”

always returnif

inspiring young people to
believe in a brighter future

2 Friends of the Trust

The difference you’re making Al
macarthur
Because of the Trust, young people feel... e cancer trust

“The Trust has been

an absolute sense of Back ON BOARD! Young people returning
freedom from day one. to the Trust

It changed my life.
it brought a light over Many young people need support over time. 157 young
people, who had sailed with the Trust before, came back
everything that had for one of 12 outdoor adventure weeks or longer yacht i [/
happened. You don’t sailing cruises. These were like previous years, just with
want fo go home.” fewer young people to be COVID safe. o
s wih

Holl e upose ndse
v redsiior & an , B can st o ke the nt
v the e e y ps v
gl

Accepted
and mak

R —

Intotal

Supporting young people
for the first time ® young people got
#BackOnBoard

which leads to... Dame Ellen MacArthur wants
to thank YOU for being a.

Instead of the usual four-day sail in Cowes Conts ] A - AL,
or Largs, 148 young people sampled a ) in 2021 E Improved Belief in a f,‘ ,\ Yy g
“Taste of the Trust’ sailing or outdoor © Whitemoor “coviD-adjusted v mental wellbeing brighter future ¥ 1 F R I E N D

adventure day, as we took the Trust to them o ' L

back for a four-day sailing
adventure in Cowes or Largs.

e to our usual First Time'and ‘Return’ programme in 2022, _
1 board this summer. But the mental and ef al inspiring young people to
any, many more believe in a brighter future
Trust. You are the ‘Friend’ who can be there for them.

4 = Ellen MacArthur Cancer Trust Style guidelines 25



Inspire — the Trust’s annual magazine

in numbers

@ hbelieve in a brighter future @ ISSUE 12 202 w8 2 95 9 47

Young Taste ofthe = Volunteers = Venues Hospital &
people Trust days supporting visited charity partners

Sailng i Northe

she . Taing
Come sailing
in 2022!
“Everyone a the Trust Find out more and sign up
ireats you like @ normal
person. Everyone was
so friendly, there was
ateam bond.”

e s

View from the helm

it doubl the magc

'J# Be curious,

Wider,

orizons

My Life Now is the Trust's
online series showing
brighter futures affer
cancer are a reality. Never miSS a
My Life Now

Ed’s life now

ellen
macarthur

Ellen MacArthur Cancer Trust Style guidelines
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Stationery

The Trust’s stationery should be set purely in the
VAG rounded typeface, in a combination of two colours,

Trust blue (Pantone 639), and Deep blue (Pantone 648).

For consistency across all elements of the stationery,
each document is set within a 9mm margin, with the

logo sized at 30mm height.

9mm

ellen
macarthur

&) cancer trust

ellenmacarthurcancertrustorg W @ K3 @EMCTrust
Units 53-57, East Cowes Marina, Britannia Way, East Cowes, sle of Wight, PO32 6DG.
tel 01983297750 email info@emcancertrust.org

ellen
macarthur
¢ cancer trust

30mm

ellen
macarthur
= cancer trust

inspiring young people to
believe in a brighter future

ellen
macarthur

&2 cancer trust

ellenmacarthurcancertrustorg W' @ Bl @EMCTrust

Lindsay Nehorai

Fundraising Manager

email lindsaynehorai@emcancertrust.org
tel +44 (001983 297750

mob  +44 (017983 273874

Units 53-57 East Cowes Marina, OffBitannia Way,
Eost Cowes, Ise of Wight, PO32 60G

inspiring young people fo believe in a brighter future

www.ellenmacarthurcancertrust.org

Units 53-57, East Cowes Marina, Britannia Way,
East Cowes, Isle of Wight, PO32 6DG
fel 01983297750 email info@emcancertrust.org

inspiring young people to believe in a brighter future

Rogisered adass: Unifs 5357, East Cowos Marino, Bonnia Way, st Cowes, Isle of ight, P032 606,
1096491 05Ck Regisered

EXAMPLES SHOWN AT 40% OF ACTUAL SIZE

A
[If
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Clothing and merchandise

On clothing and merchandise
Prominence should be given to the standard logo, and it
should be on the front or main part of the item. It is
acceptable to use the long logo in places the standard logo
does not fit or the proportions make it illegible, i.e. a pen/ acarthur

. 8. cancer trust
wristband.

Where appropriate, to maximise brand exposure, using a
strapline, full charity name, @emctrust social media handle and/or
website address can be included. Merchandise should only be
produced in colours from the Trust palette, with an
appropriate contrast of the Trust logo(s) when featured.

believe in a brighter future

Tee artwork courtesy of Musto

A
Il
v
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Flags and banners

Banners

Often very wide but with little height, the ‘Logo with strapline’
and ‘Extra-long logo’ should be considered for use (depending
on the audience). Where appropriate, to maximise brand
exposure, a strapline, full charity name, @emctrust

social media handle and/or website address can be included.

Display flags

With a tall, thin products such as a display flag, it may

be necessary to separate the boat icon from the logotype
to create maximum impact. However, if featured, the
logotype should remain spaced and set exactly as it
appears in the standard logo.

Pop ups

Designed to attract attention at events, any combination

of the logos and/or straplines can be incorporated into the
layout, depending on its purpose/audience. Where appropriate,
to maximise brand exposure, a strapline, full charity name,
@emctrust social media handle and/or website address

can be included.

ellen macarthur cancer trust

Inspiring young people to believe in a brighter future

ellenmacarthurcancertrust.org ¥ © Bl @ MCTrust

ellen macarthur
cancer trust

believe in a brighter future

“There’s no awkwardness...
you are finally around people
that understand you”

01983 297750
info@emcancertrust.org
ellenmacarthurcancertrust.org
¥ © K @EMCTrust

A
Il
v
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Contact

Registered address:

ellen
Pt i macarthur
Isle of Wight, PO32 6DG \.J\.J a can C er trust

Phone: 01983 297750
Email: info@emcancertrust.org

Registered Charity Number: 1096491
OSCR Registration Number: SCO44013

OO Y @ @emcirust
ellenmacarthurcancertrust.org

M

U inspiring young people to believe in a brighter future


mailto:info@emcancertrust.org
http://www.ellenmacarthurcancertrust.org
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