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Engaging your audience to make good habits stick 

Maren Hallenga, Fundraising and Communications Manager and 

Kris Hallenga, Boob Chief – Coppafeel! 

 

Introduced and chaired by Ben Jeffries, AMA board member and Director of Marketing, Perth 

Theatre and Concert Hall.  

In a moment I’m going to introduce you to Maren and Kris Hallenga who are the founders of 

Coppafeel!, founded in 2009. Coppafeel! is a charity on a mission to stamp out late detection and 

mis-diagnosis of breast cancer. With a clear vision, a unique brand and a strong understanding of 

its target audience Coppafeel! has become a prominent organisation effectively reaching out to 

young people across the UK. During this session you will hear how Coppafeel! engages its 

audience and plans effective, award-winning marketing campaigns.  

 

Kris and Maren began with a short clip – Coppafeel! in the dark: 

http://www.youtube.com/watch?v=Ce4GcQcZHf0 

 

Kris Hallenga, Boob Chief 

We’re here to talk to you about Coppafeel! and first I need to take you back to 2008 when I found 

a massive lump in my boob. As you should and thanks to pestering by my mum and my sister, I 

went to the doctor to get it checked out. They told me that everything was fine because I was 22 

years old, that there was nothing to worry about and it was probably just hormonal. So, I had the 

chance to go to China, and I went to China. The last thing I had to worry about was my boobs. But, 

the pain was pretty bad, it was keeping me awake at night and the symptoms were getting worse. 

Six months later I came home and decided to go back to the doctor because there was obviously 

still something going on. And once again, they said it was nothing, that I was far too young to have 

anything seriously wrong with me and I certainly shouldn’t be worried about anything as serious as 

breast cancer. So I didn’t until my mum got involved and she got a bit angry. She’s a bit of a 

pessimist anyway but I’m glad that she is because if she hadn’t got involved then I wouldn’t have 

gone back to the doctor and I wouldn’t have got the shitty news that it was actually breast cancer. 

It took eight  months from the first time I went to the doctors to the final diagnosis of being told that 

http://www.youtube.com/watch?v=Ce4GcQcZHf0
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it was breast cancer and not just that but it had already spread from my breast to my spine. Never 

in a million years, especially at the age of 23, did I think that I would be hearing the words ‘you 

have breast cancer’ – obviously, four words that completely floored me and changed my world and 

that of my family forever. My first thought was ‘breast cancer = death’ because never had I heard 

anything positive about cancer or breast cancer. I didn’t know anyone who had had the disease 

but everything I’d read wasn’t particularly great. I stupidly did some ‘Googling’ about it when I got 

home and really thought that I was going to die at the age of 23. I’m almost 28 now.  

 I needed to be treated straight away, was thrown into treatments and it gave me a lot of 

time to think. It made me think about why it was I didn’t know I could get breast cancer at such a 

stupidly young age and made me think why I didn’t check my boobs sooner, why was it only when 

the lump was really noticeable did I go to the doctors and why was it that my friends and I weren’t 

talking about our boobs. The more time I had on my hands the more I wanted to become 

motivational and this became our motto: you can’t polish a turd … but you can roll it in glitter. 

There had to be a reason why I had got breast cancer at such a young age, I’ve got an identical 

twin sister and she hasn’t got breast cancer, no-one in our family has breast cancer, why did this 

happen to me? We decided that potentially it was because something had to be done about the 

lack of awareness for young people and breast cancer.  

 Being part of Generation Y, we Google’d; breast cancer awareness for young women. 

Nothing came up. We did our research and wanted to find out why it was that I wasn’t told to 

check my boobs and why there wasn’t any time in my life where that conversation was started. We 

realised that no-one was telling young people to check their boobs and if they were they were 

obviously not doing a very good job. We did some research about the disease and discovered that 

5% of breast cancer cases are found at Stage Four which was the stage that I was at when it had 

already spread beyond my breast. To us that seemed ridiculous, that doesn’t need to be 

happening as if it is found early it can be treated successfully. It is killing 12,000 people every year 

and it is in the most common cancer in women under 39 year’s old which is not something that we 

hear very often. We more often hear of older people having it. It is being diagnosed in 48,000 

people annually in this country and that includes 400 men. From doing our own research we found 

that less than 10% of under 30’s know the symptoms – unless you know what you are looking for, 

why would you be checking? The more research we were doing, the more it came up that early 

detection is the best form of defence and that is the most important fact throughout everything. 

That goes for a lot of cancers but for us we want to make that clear that if it is detected early, it can 

be treated and it can be cured.  
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I gathered some friends and told them about our dilemma, told them what research we had done, 

and we brainstormed, doodled and the clichéd ‘light bulb moment’ for Coppafeel! happened that 

very same day back in 2009. We decided that young people needed to be told to check their 

boobs, that we needed to educate them on all the signs and symptoms and, most-importantly, we 

needed to make them feel empowered to go to their doctor and to tell them that they know their 

boobs better than their GP.  

The name obviously enforces what we are trying to 

do – it couldn’t be more obvious if it tried. We 

wanted to give it a cheeky and fun tone and then 

ground it with a very important strap line to 

highlight the real and serious message behind it.  
 

The logo needs to include the hand for obvious reasons and we wanted strong colours. That pink 

is already associated with breast cancer so we added in the blue for the men so that we weren’t 

discriminating here as the guys should be checking their boobs too.  

 

Maren Hallenga, Fundraising and Communications Manager 

Our challenge was to position ourselves in a quite 

crowded, often very pink and fuzzy market yet we had 

quite a unique proposition. Other charities were focusing 

on research, supporting people with breast cancer and 

older women yet we purely wanted to be talking to young 

people. We are purely an awareness and education charity 

targeting young people. We wanted to become the young 

person’s breast cancer charity of choice and cement 

ourselves firmly among these ‘big dogs’: 

 

We were a tiny team with a loud voice and we wanted to be heard as much as everyone else. We 

needed to figure out how we could create a huge impact on the smallest of budgets. In short 

 We’re unique,  

 we’re the only breast cancer charity that targets young people,  

 and we’re the only charity that purely focuses on education and awareness. 

 

Because we are talking to a younger audience we can often use a more youthful, slightly daring 

and irreverent tone. We are different, we will be in your life whether you ask us to be or not and we 

will remind you to check your boobs when you least expect it.  
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Kris  

So, we knew what our message needed to be. We’d done our research and talked to other breast 

cancer charities and we knew our facts. Now we needed to know what our audience was doing 

and who they were – which was handy because we were young too and knew what we would be 

listening to. We’re young people, we’re fickle because there’s so much going on, we’re often quite 

image conscious and easily distracted so that’s quite challenging and difficult to break through. We 

needed to find out more about who they were, how they wanted to be told this important message 

because we might have the answers we needed to ask them how something like that needed to 

get through to them and we needed to find out where they were hanging out. We actually wanted 

to find out what breast cancer actually meant to young people because, for me, it now means that 

it is a disease that I have but for other people that might have breast cancer in their family or not 

know anything about it at all.  

Some of the phrases they came up with included: 

 shocking,  

 threatening,  

 massive spill-over effects, 

 life stopping 

 depression 

 damaging 

 turmoil  

Obviously very depressing words that said to us that we needed to do something very soon and to 

tackle and change the way that people saw the disease. Because, if you are thinking that it is 

something threatening or depressing then why on earth would you be thinking about it or doing 

something proactive like checking your boobs.  

 

YEAR ONE MISSION 

Year one was all about getting our name out there. I guess that from doing that research we had a 

real fire in our belly and given that I was the brand it was about milking my story and getting young 

people to realise that ‘I’m like you, this could happen to you too’. The first activity that we did was 

to go to a festival which was like a pilot for us. We thought if that worked then maybe we’re doing 

the right thing. We printed up some stickers, we had some T shirts, we had a gazebo and we 

called up a festival and said ‘can we come’. Thankfully they said ‘yes’ and that’s where it all began 

for us. We thought let’s how people react when we go up to them and ask ‘do you check your 

boobs?’ Luckily, we weren’t slapped in the face, we weren’t ignored and people actually did want 
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to have a conversation with us. Maren and I happened to be face painting each other while we 

were there simply because we like face paints but that ended up being the activity that we did all 

weekend as we realised it was the perfect activity to have someone in front of you for a few 

minutes where you could talk about boobs. Little did they know that you would be doing that when 

they came into our  tent and they were looking to get their faces painted. And, bonus, they were 

giving us money for it and that’s how we started fundraising too. We didn’t even take a bucket with 

us as that was the last thing on our minds but it so happened that we started talking about boobs, 

we started to raise money and did something that had never been done before at a festival. Later 

on that year it helped that I won a Pride of Britain award that I had to accept at a reception at 

Number 10 (Downing Street, London) and where I met Sarah Brown who helped along our Charity 

Commission status. It was a real mixed bag of a year but it was really about getting our name and 

our message out there… 

… as does ‘hijacking every pair of boobs in the UK’ which is what we did with our very first 

campaign; Boob hijack.  

(NB change from Kris to Maren? Apologies to Kris and Maren but it becomes difficult from the 

recording to tell who is speaking from this point on…)  

We wanted to make our mark, we wanted to shake things up a little 

bit and this message certainly helped us to do that. We were the first 

charity to claim everyone’s boobs in the country. We provided ‘Hijack 

Packs’ so people could hijack other people’s boobs and anything that 

resembles boobs. This was also the opportunity for us to actually 

segment our market for the first time. We’re not silly, we realised that 

we are just two people not even being paid yet and we had to be   

quite strategic about who we were targeting straight away. We couldn’t just blanket target every 

under 30 year’s old person in the UK and we chose to target one specific group straight away – 

students. They are a captive audience in one place and we did that at 14 universities using a 

student marketing company. It was a scary time and the first big money that we spent and we 

basically wanted to have university boob teams at every university starting with the 14. Their job is 

to spread breast cancer awareness on their campuses. We give them the tools and we let them 

get on with it because we might think we know how they should be going about it on their campus 

but their campuses might be different to the one that I went to. For example Manchester University 

would do things differently, their layout might be different and they talk to their students differently 

than say, Bournemouth University. We gave them a brief, strict guidelines and training on ‘do’s 

and don’ts’ i.e. NO wet T-shirt competitions and then we let them get on with it.  
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We’ve all heard of breast cancer awareness 

month which is in October and our biggest 

activity that month was when we hijacked the 

Angel of the North’s boobs. This was seen in the 

Metro and caused quite a bit of a stir up in 

Newcastle. The whole Boob hijack campaign 

earned us the guardian’s Best Marketing Award. 

This video sums up the whole campaign:  

http://www.youtube.com/watch?v=5Jn8xTmrd9w   

 

THE NEED 

At the end of our first year we carried out some of our own research and we discovered that 

there’s quite a big gap between young people’s knowledge and behaviour towards breast cancer.  

Here are some of the results 

 Only 44% of young women are confident about what to look for 

 1 in 4 have never checked their breasts 

 Over a third of young women tend to forget to check and need reminding  

We also needed this evidence for a number of reasons. We needed to start measuring our impact 

to make sure that what we were doing was actually cutting through and we needed to work out 

that there was an actual need and purpose to what we were doing and we needed to gain more 

PR. We combined the results from this research with the announcement of Fearn Cotton’s 

patronage which landed us on Radio One’s Newsbeat bulletin for a whole day. 

After speaking to people out in the fields and festivals 

and through the research that we did, we discovered that 

these were the most common reasons for why people 

don’t check their boobs: 

It was time for a bit of a game change so that year we 

introduced the world to ‘Hello Boobs’ which was very 

much in response to the research that we did. Our 

mission was to get everyone in Britain to start a more 

meaningful relationship with their boobs. So the idea was 

that we were getting people to name their boobs, to 

introduce themselves to their boobs.  
 

 

http://www.youtube.com/watch?v=5Jn8xTmrd9w
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We’ve had all sorts of boob names. People 

were telling us their names on a Facebook 

App, we had tattoo transfers at festivals and 

we also had a text message reminder 

service. We did some more market research 

to 18-30 year old females after the year of 

Hello Boobs and we discovered that there 

was an increase in ‘top-of-mind’ brand 

awareness of 2% during that time. It cost us 

very little. £65,000 got us all our festival 

activity and our university campaign. It got 

us 300 washroom panels, nationally 303 

outdoor panels and the world’s first 

augmented 3D boobs (opposite): 

This was all through a very clever App 

called Blippar which we got 8,000 

responses to and for us this was fantastic.  

 

 

Back to the text reminders … these were a response to the fact that people forget. The excuse 

that people forget can be easily remedied through this text reminder service. We began to realise 

how hard it was to measure our impact and awareness was really hard to see. We needed 

something tangible where we could see figures and results. Our text reminders were born at the 

same time as Hello Boobs. People were texting us their boob names. It was very simple – you text 

‘boobs’ followed by the names of your boobs such as Ronnie and Ronnie, to 70300 and then once 

a month you get a free text reminder from us which are usually very entertaining and at random 

times of the day when you might be waiting for a bus or sitting in the classroom. The texts are 

supposed to be personal, memorable and fun to get people engaged in what we are doing. Getting 

people to sign up was quite hard but we’ve now over 5,000 people sign up and who now regularly 

get a text message from us. 

http://blippar.com/
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It costs us £2 to remind one person throughout 

the entire year. We push our text reminder 

service in places where you would typically 

send texts. And we had this ad go out in night 

club toilets: 

We’ve all done it, we’ve all been there … sent 

a text that we’ve probably regretted in the 

morning and so this was hugely successful and 

we could measure the effect from this by 

adding a specific text code key word. You can 

see that in this one we had the words NO 

REGRETS and we could easily see how many 

people were responding to our ads. Hello 

boobs also hit university campuses around the 

UK. We were again at 14 campuses and one of 

the deliverables that we had on campus were 

handy; ‘DO NOT DISTURB I’m coppin’ a feel of 

Ronnie and Ronnie’ door hangers that were 

handed out in Halls of Residence.  

 

We again had the transfer tattoos so that people could name their boobs and we again gave free 

reign to the university teams to handle the campaign how they thought best on their campus.  

This video highlights some of the elements of the Hello Boobs campaign: 

http://www.youtube.com/watch?v=Jin8wupZ9_w 

 

2012 

Last year we decided that we wanted to integrate ourselves into people’s lives a little bit more. It’s 

one thing to do a couple of fun campaigns and getting people to name their boobs but we wanted 

to own a moment in someone’s life, so that they almost trip up on the campaign rather than us 

having to make people step out of the way to do something for us. So, we thought about shower 

time which is the most perfect time to check your boobs and, in research, if people were going to 

check their boobs they said that they would probably do it in the shower. We decided that we 

wanted to ‘own that moment’. 

 

 

http://www.youtube.com/watch?v=Jin8wupZ9_w
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We created the first Coppafeel! reminder sticker 

for your shower. Cleverly, the material for it is 

the same as Gecko feet so not only will it not 

leave a mark, it will last forever! You’ll only ever 

need one Coppafeel! shower sticker in your life 

and it will stick to anything.  

 

We also placed 69,000 shower hangers in 

student bathrooms before they arrived at the 

start of term. They had breast cancer 

awareness on one side and testicular cancer 

awareness and symptoms on the other side.  

We also created a ‘hand stamp’ and gave them 

to the university teams to hijack night clubs with 

so that students would get one on entry and 

hopefully not wash it off until the next morning.   

 

 

The next campaign we tried to make as much fun as 

possible by creating the first GAZEBOOB at festivals. At 

festivals we again used the tattoos as you’re still likely to 

have them on you when you get home to the shower and 

we had wristbands which were unbelievably popular and 

something that a lot of young people might collect over the 

summer and be wearing constantly.   

We couldn’t be more obvious if we tried. We realised that we have to be that obvious because 

we’ve learned that people can actually be quite lazy and we need to keep bombarding them and 

make it all really simple. Last year we were at 10 festivals and have been at 10 festivals most 

years.  

To take the shower campaign a little bit further, we executed an idea that we’d had from Day One 

which was the Boob o Gram. The Boob o Gram was to go into offices to remind someone that you 

know to check their boobs. It is the ultimate reminder, it couldn’t be any more ‘in your face’ if we 

tried and we decided to get the Boob o Grams to execute the shower campaign idea. This video 

was shown on Channel Five and prime time, twice over two weeks: 

http://www.youtube.com/watch?v=NNuc-dRQXPc 

http://www.youtube.com/watch?v=NNuc-dRQXPc
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Last year, we grew the university campaign to 36 universities and took the management of the 

university campaigns in house which was one of the best decisions we’ve made. It meant that we 

could grow and be much more cost effective and we now have an in-house Boob Team Manager.  

We used the hand stamps for club nights and we also 

had the ‘papped’ card for our team to give out if they 

were taking photos of people at night such as the 

photo companies that you see on nights out and 

these would lead people back to our Facebook and 

Twitter. Again, we gave the university boob teams 

certain items but they were left to their own devices 

to do what they wanted. 
 

A lot of the students who get involved are studying events management and want to gain that kind 

of experience or media students who have been making videos for us and we try to get them 

involved in the areas that they are studying and use their skills as much as possible.  

I’m going to back track a little to put into perspective the amount of money that we spend. 

You might be thinking, as lots of people do, that we spend lots of money on these campaigns but 

we don’t in terms of the numbers of people that we reach. We spent £47,000 on the shower 

campaign last year that included everything that you’ve just seen with an estimated reach of over 

one million people. We work with a creative agency who do pro bono work for us and last year 

their estimated figure of what they spent on us is over £100,000. We get donated media space 

and last year, just on the shower campaign that was worth over £81,000 which also included the 

Matt Horne (first clip) cinema ad which went out to 500 independent cinemas last year. 

 

THIS YEAR 

Our aim this year is to get you to engage your ‘little soldiers’.  

 

These little guys are doing the work – they are the heroes – so enlist them. It is a simple message 

which is fun and interactive and basically we want you to take a pledge that your little soldiers will 
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be checking your boobs. From the research we’ve done and from the people that we’ve spoken to 

we’ve realised that people are more likely to do something if they’ve promised to do something. 

The ‘pledge’ cards that we get people to complete, at festivals at the moment, say that they’ve 

enlisted and promise to check their boobs and it is something that they should keep in their wallet. 

That’s one of the executions that we’ve done this year and we will get to do a lot more with this 

campaign. Excitingly, we’re going to 60 universities this year because we’re doing the campaign 

with the help of sponsor; boohoo. This video shows what we’ve been doing at festivals this year:  

http://player.vimeo.com/video/68899375 

 

Early this year we entered the App world and have been working with a psychology creative 

agency to get them to create an App that will actually get people to check their boobs. People 

were forgetting to check themselves so we thought that a tool that people use every day is their 

phone and a place where it could work as a good reminder to check your boobs. If they know that 

their friends are doing it, people are more likely to do stuff so our App shows the number of people 

who’ve copped a feel the same day that you have. There is a countdown to the day that you need 

to next check your boobs – every month – and also, it will tell you how many people are doing it on 

that same day. Celebrities are being used as influencers for this App and every month, a different 

celebrity will pop up on your phone reminding you to check your boobs. The clever thing about this 

is that you don’t have to use celebrities but you could also get your mates involved so instead of 

pictures of celebrities coming up on your phone you could use pictures of your friends. You give 

your phone over to your friend who will take their photos on it which are then locked into the phone 

and you can’t see them until the messages pop up each month reminding you to check your 

boobs. This is much easier than the SMS reminder service to get people to sign up to and we’ve 

had 3,000 sign ups since March without spending any money on advertising it. This is something 

that we would like to do over the coming months.  

 

PLANTING A SMALL SEED 

Basically, everything we’re trying to do for young people is ‘planting a seed’ that will make them 

check their boobs now, that’ll make them check their boobs when it suits them, or if it acts as a 

little reminder at some stage in their life. It is about sparking some sort of behaviour. A significant 

figure is that one in three people will be diagnosed with some sort of cancer during their life time 

and it is something that we should surely all be thinking about now.  

For example, we are taught to cross the street from an early age yet more people are dying 

from cancer than from getting knocked down crossing the street. Surprisingly, more people are 

http://player.vimeo.com/video/68899375
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going to the opticians than checking their boobs and yet that costs you money to do. We learn 

from a young age to brush our teeth, to protect and look after our teeth – why is it that we don’t 

learn how to protect ourselves from cancer? We’ve now started to look into getting people 

educated from a younger age. Because ultimately, no matter how many fun campaigns we do or 

university students we talk to, this should be happening from a young age and should be starting 

in schools.  

 

Kris: From the end of 2011 we have been running The 

Boobettes campaign. There’s only so many times that I can go 

around telling people my story and standing in front of people 

telling them what happened to me. There are other women in 

my situation who’ve had breast cancer from a stupidly young 

age who also want to tell others their stories. We’ve harnessed   

those powerful stories by getting them to do that for us and they have become our ambassadors, 

our Boobettes! We’ve now done countless talks in schools and work places and we’ll go anywhere 

that we are invited. We can see how powerful that is and how much more powerful when someone 

says ‘I’ve had cancer, I’ve sat where you are sitting now’ than a perhaps a school nurse giving that 

talk.   

Maren: At the beginning of this year we launched the Re Think Cancer campaign. We are asking 

the government to rethink the way we are taught about cancer, about the way that we are not 

educating people in schools at the moment. We are asking the people that need to know this ‘how’ 

they want to be taught it because we’re not at school and we don’t have the answers. We are now 

speaking to young people, setting them the challenge within their school within the realms of what 

they have in front of them about how they want to be taught this really life-saving message and 

making it as fun and engaging as possible among their peers. Just sending someone into schools 

and telling them what to do is not sustainable and won’t have a massive impact. If the young 

people at their schools are telling their peers what to do then it will be more impactful than us 

doing it. So, that’s the plan and the aim is to get everyone to take part in the challenge and for us 

to have enough evidence by the end of our pilot to convince the government that this is a really 

good idea.  

 

LET’S TALK CELEBS  

We love them and we hate them but celebrities can be a very powerful tool and they’ve been very, 

very helpful for us. We needed to use household names to start household conversations and we  
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have two fantastic patrons in Fearn Cotton 

and Dermot O’Leary who are both well 

recognised and have a huge following. 

They also happen to be good, genuine, 

lovely people who believe in our message 

and genuinely care about what we’re 

saying. It was really important for us to   

choose wisely when choosing a celebrity that they were right for our message, our brand and our 

campaigns.  

 Never underestimate the power of Twitter and a Tweet from a celebrity. It’s fantastic that 

every time these guys tweet for us we get on average around 100 new followers.  

 

BECOMING PART OF THE BOOB COMMUNITY 

To be a movement, you have to make people feel part 

of that movement. It’s really important for us to 

recognise all those people who support us 

appropriately. Everyone has heard of Charity Tuesday 

on Twitter? We have a boob-friendly version which 

recognises the ‘boob champions’ of this nation. 

Whether that be your 60 year old who walked 100 

miles, young people making cakes and selling them at 

school or the woman who is rowing across oceans for 

us at the moment. It’s really incredible what people will 

do and we like to recognise them for that. So, if they’ve 

done anything to raise funds for us or raise further 

awareness, we crown them with Boob Champion 

status for a week on Facebook. Similarly, with our   

schools and work places to which we go we recognise 

those establishments that have taken it upon 

themselves to organise one of our Boobettes to come 

in and  talk to and educate their staff, their colleagues 

or their students. This eye-catching certificate is 

perfect for any foyer, mantelpiece or communal area! 

Its purpose is to grant them bragging rights and to 
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make them feel really proud about the fact that they’re doing something really positive for the 

health and the future of the people where they work.  

 With everything we do we want supporters to feel part of this big, boob-loving community 

and if they are running a half marathon and they’ve got Dermot O’Leary next to them then they’re 

already getting something that other runners are not. We like to incentivise and we give them 

exclusive offers, we give them healthy snacks and treats. We give them lots of love and reward 

people that go the extra mile for us.  

 

Here’s a great example of a company that ticked a 

few boxes – AOL made the first human Boob Tube. 

They paraded around Oxford Circus on a Monday 

morning reminding commuters to check their boobs. 

It was a great team building exercise for them, 

ticked a few CSR (Corporate Social Responsibility) 

boxes and raised lots of money for us.  

 

CAUSING A STIR …  

With some of our campaigns we have caused a bit of a stir and 

thankfully that has led to conversations about boobs which is what 

we’ve always wanted to do. For those of you who have heard of us, you 

may have seen some of the more controversial things that we have 

done.  

This was a campaign that we ran during Breast Cancer Awareness 

Month last year with our media partner Cosmopolitan. We didn’t want to 

do another campaign about someone who’s had breast cancer, 

someone young for example, we wanted to put a new angle on the   

fact that partners are a very good tool in checking your boobs. In fact, a huge number of breast 

cancers are found by partners which, obviously, makes total sense. 

We convinced Mel B to re-create the Janet Jackson pose for us and we 

couldn’t believe how much of an impact this campaign had. You may have 

seen it in Metro but it went international as well and ended up causing a 

debate on This Morning … with the editor of Cosmo defending the reason 

why we did this. The main argument was from people who’ve had breast 

cancer claiming that it was over-sexualising the disease. Now, for  
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someone who has got breast cancer that is quite a tough pill to swallow but what we keep having 

to remind people is that we are campaign that is focusing on people who have never even 

considered checking their boobs, haven’t even considered the disease itself. So, we’re not here to 

support people with breast cancer, we’re here before it’s even crossed their minds that they could 

even get it at some stage in their lives. The fact that we did cause so many conversations is 

brilliant for us. Recent market research showed that 18% of the population recognised the 

campaign.  

 

FYI MEN GET BREAST CANCER TOO.  

We’ve already mentioned that but it is incredible how many blokes don’t realise this. So we’re not 

excluding you men out there – this is a very important message that you should be taking on. 

There’s a long way to go in reshaping the way that men see this disease because you will go to a 

breast cancer clinic and it’s all very ‘pink’ and full of women. We wanted to actually do something 

to show that we are trying to tackle this problem. People were telling us that men get breast 

cancer too and while we realise that we wanted to show that we weren’t leaving out the guys.  

Not just that, we wanted to collaborate with a cancer charity 

that was already focusing on men and speaking to men. 

Collaboration is part of our remit and the more cancer charities 

work together, the better. So we worked with the Male Cancer 

Awareness Campaign. Meet Lars Larson. He is the Health and 

Safety Officer for the Women’s Topless Trampolining 

Championships. We created a spoof film using Chris O’Dowd 

along with lots of Page Three models. I’m not going to show 

you this video but want you to go home and look it up on the 

website http://www.thebouncies.org/ 
 

The video has received over 2 million hits on YouTube, and did what we wanted it to do and that’s 

for men to realise that it’s for them too. You’ll understand once you’ve watched it …  

 

WHAT DOES COPPAFEEL! MEAN TO YOUNG PEOPLE?  

We knew how they felt about breast cancer but now, we wanted 

to know, once they’d been introduced to the idea of Coppafeel! 

and our message, what Coppafeel! meant to them. Thankfully, 

these are the most commonly used words and they are positive 

and hopeful words and terms everything that we want to stand  
 

http://www.thebouncies.org/


Arts Marketing Association     AMA conference 2013 report 
 

16 
 

for. Once they’d considered our message and our approach 

we wanted to know: what does breast cancer mean to young 

people after learning about Coppafeel!?And this about sums it 

up: shitty! but massively beatable:  

If you’re wondering whether we’re having an impact and 

saving lives, that’s the most incredibly hard thing for us to 

prove because we’re speaking to young people now and 

breast cancer is incredibly rare for young people now but our   

message is something they should be taking on for their whole lifetime. We may not see the 

impact for a few years but already, since starting four years ago, we’ve had numerous emails from 

people who’ve said they checked their boobs because of us, they’ve discovered something and 

they’ve been diagnosed with breast cancer early. 

 Jenny is one of them. She had already been to the doctors twice and it wasn’t until she 

read something in Good Housekeeping (of all magazines!) about Coppafeel! that she decided to 

take the actual magazine to the doctors and say that you can’t tell me that this doesn’t happen to 

young women because it happened to Kris. She was referred and a week later diagnosed with 

breast cancer. She wrote to us to say thanks and that’s the stuff that gets us up in the mornings, 

keeps us going and makes us realise that we are having an impact.  

Ultimately, our vision is:  

…to live in a world where all breast cancers are diagnosed at the earliest stage possible, at 

which treatments are more effective and survival rates are higher.  

Kris: As I mentioned at the start, 5% of cases are diagnosed too late and that should not be 

happening.  

We just wanted to leave you with some thoughts and to mention that neither of us has a 

background in marketing … I was travelling the world just before I got diagnosed and Maren was 

working as a garden designer. We really had no experience of any of this, no past experience in 

PR or anything and these final thoughts are from our learnings:  

 Identity – know your audience  

This is the most important thing. It may seem obvious but we didn’t have all of the answers. 

We didn’t know how we necessarily would get the message through to them. And we didn’t 

know that until we asked them ourselves.  

 Originality – make sure it’s not been done before 

If it has been done before find out why it failed, why you didn’t think it was a very good idea, 

find out why you think it can be better.  
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 Think big – the less you have, the more you can do 

Dream big, there are no limits. Take risks. The less you have, the more you can do is 

something we’ve discovered because we were a charity with no money so we’ve had to do 

a lot of asking  

 Keep it simple 

From the campaigns we’ve seen, it’s all about consistency and simplicity. It has to be a 

simple message for it to have any impact whatsoever.  

 Tap into cultural insights 

Find out what people are doing day to day. What makes them tick? We admire the Cancer 

Research UK’s triathlon campaign that started at the end of January off the back of 

realising that people stop drinking in January.  

 Target the biggest influencers – make sure they’re right for the message  

Like we’re doing at universities – we use the girls that want to, to spread the message. Like 

we’re using celebrities, and like we’re using the Boobettes because their stories are so 

powerful. We got an email from a woman who said that she hadn’t checked her boobs until 

she’d heard of Coppafeel! yet her mum had died of breast cancer. 

 Be patient – behaviour change takes time 

We’re very impatient but we’ve had to learn to be patient.  

 Passion is everything – don’t lose momentum 

 Not all campaigns are successful – learn from mistakes 

 Eat cake.  

If all else fails. Cake is the way.  

 

OVER TO YOU 

On your seats you’ll all notice that you have stickers and postcards. We want you to put the 

stickers on and write your addresses on the cards along with one thing that you’ve learned from 

our seminar session today. We’d like you to give them back to us and in a couple of months’ time 

we’ll send them to you and if you’ve forgotten about us, hopefully you won’t, it will be a nice little 

reminder about what our session was about and to check your boobs.  

 Next, text BOOBS to 70300. I’m sure you’ve all got your phones here so text us and sign up 

so we can remind you each month to check your boobs.  

Have a look on our website and join us on Twitter and Facebook. Thank you.  
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QUESTIONS  

Delegate: Thank you for a presentation that was equally moving and inspirational. Obviously your 

campaigns are really impactful and that first impact of getting people to check their boobs is 

working, I think, but how do you evaluate that has a lasting impact on people checking themselves 

regularly? How do evaluate that people are taking this message forward into their lives?  

Kris / Maren: As we mentioned in the presentation, awareness is so hard for us to measure. 

Doing the campaigns is one thing but whether or not people go away and check their boobs is a 

whole different ball game. With the text reminders and the App we can gain some figures but 

every year we do research and go out to ask a significant amount of people whether or not they’ve 

heard of Coppafeel! and whether or not they’ve checked their boobs as a result. That’s the only 

other research that we can do to assess that our campaigns are getting through to people. When 

we first launched the texts we would ask people to text us to say that they’ve checked and if they 

hadn’t text us back within three days we would send them another text saying ‘no, really, have you 

checked your boobs?’ But we found that was starting to piss people off so we got rid of that. So, 

whether or not people are doing it is really hard to know other than Tweets, Facebook messages 

and emails telling us that they have and telling us their stories.  

Delegate: We spoke last night but I can’t remember where you said you got your funding from 

apart from the generosity of the public.  

Kris / Maren: Much of our funding relies on community fundraising and wonderful people doing 

wonderful things for us. Earlier this year we took part in the Bath Half Marathon, we’re the leading 

charity there, we had over 200 people wearing our giant boob costumes and raised over £60,000. 

Obviously that’s fantastic for us because we’re raising awareness at the same time. We also get a 

lot of corporate support so for example, the university campaign is sponsored – this year by 

boohoo – and that covers the cost of the entire campaign. We’ve also had the occasional major 

donor come along and give us some money as well. We don’t get any government funding.  

Delegate: You don’t charge for the text service?  

Kris / Maren: No – we’d never want to ask people to give us money to be reminded.  


