
PEOPLE LIKE
ShIRlEY NOlAN
Her determination to help her 
son Anthony led to the world’s 
first bone marrow register, which 
has saved the lives of thousands 
of people. 
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WhERE WE’VE BEEN
Throughout our 35-year history we’ve enjoyed the 
support of some remarkable people – individuals who  
have gone the extra mile so that the charity  
can do great things.

PEOPLE LIKE
ADRIAN SUDbURY
He blogged about his battle with 
leukaemia, and led a hugely successful 
campaign to raise awareness of blood, 
bone marrow and organ donation. Our 
new education project is his legacy.

AND PEOPLE LIKE YOU
The people who help us run our 
campaigns, carry out pioneering 
research and laboratory work, launch 
lifesaving programmes like our new 
cord blood bank, provide support to 
our work, raise much-needed funds 
and spread our message. 
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WhAT WE WILL DO
We have four key aims that will make our vision a 
reality over the next five years. To help achieve them, 
we’ve outlined a series of objectives that will direct  
our work over the next three years.

11 grgrOOw thw thE rE rEEgistgistEEr tr tO 1 milliOO 1 milliOn n 
DODOnnOOrs brs bY 2014Y 2014

By increasing the number of donors on our register, 
we will save more lives

Each year in the UK, we receive around 1,500 requests on behalf of adults 
and children whose only hope of survival is a bone marrow transplant. 
Despite carrying out a worldwide search we can only meet about half of 
these requests. There are over 16,000 people around the world who are 
waiting for a matching donor who could save their life.

8 DOUBLE THE NUMBER OF LIVES WE SAVE
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ObJECTIVE ONE
we will find ways to increase the number of donors on the register.

What success will look like
• we are able to meet demand for transplants
• we reduce donor dropout, where possible and improve retention by 10% 
• the register increases by 100,000 per year

ObJECTIVE TWO
we will campaign to raise our profile, so more people know  
who we are and understand what we do.

What success will look like
• 10% more people recognise the Anthony Nolan brand as measured 

in prompted awareness testing 
• our research strengthens its international standing
• research publications and grants increase our scientific profile

ObJECTIVE ThREE
we will provide more matching donors by managing our register more 
effectively and making better use of our research and laboratory work. 

What success will look like
• we are able to process 100,000  new first time donor samples per year
• the number of donors whose tissue is typed to a high resolution 

increases significantly 
• black and minority ethnic donors on the register increase by 5% 
• our labs share knowledge more efficiently with hospitals
• research leads to better patient care and greater public awareness

OUR STRATEGY: 2010–2014 9
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22 bank 15,000 cbank 15,000 cOOrrD blD blOOD units OOD units 
bbY 2014Y 2014

A larger bank of cord blood units will help us offer  
lifesaving transplants to more people, particularly 
those from ethnic groups that are under-represented 
on our adult donor register.

Cord blood – collected from the umbilical cord and placenta after a baby 
is born – contains stem cells that can be used in transplants and other 
therapies. To provide matching units for 80% of requests for cord blood, we 
must help provide the UK with a cord blood bank of 50,000 units. Because 
samples need to be of a very high quality for transplants, 
we’d need to collect 125,000 cords to bank 50,000 viable units. 

Using cord blood can help us find matches for people from ethnic 
groups that are under-represented on our adult donors register. Working 
in partnership with NHS Blood and Transport (NHSBT) we will target 
hospitals with high black and minority ethnic populations and high birth 
rates to reach our target of 15,000 cords by 2014.

ObJECTIVE ONE
set up cord blood collection centres at five hospitals across the uk

What success will look like
• five hospitals are signed up and collecting cord blood units
• we collect 5,000 high quality clinical cords per year

10 DOUBLE THE NUMBER OF LIVES WE SAVE
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ObJECTIVE TWO
to raise the profile of the anthony nolan cord blood programme 
through nationwide fundraising and marketing

What success will look like
• awareness of the Cord Blood Programme increases nationally

ObJECTIVE ThREE
run the cord blood bank more efficiently and  
research ways to improve cord blood collection,  
storage and transplantation 

What success will look like
• we develop effective methods for cell 

selection and purification of samples
• we bank 15,000 high quality clinical 

cords by 2014
• improve outcomes for transplantations

winifred donated her cord blood 
when she gave birth to her daughter 
Sophie at King’s College Hospital.
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33 mmEEEEt 80% Ot 80% Of transplant f transplant 
rrEQEQuuEEsts sts 

By increasing the number of donors on the adult 
register and building up the cord blood bank,  
we will be able to provide matching stem  
cells to more people who need them.

At the moment Anthony Nolan is able to meet  
only 50% of requests for bone marrow donors. 
This means half the patients who need a  
transplant never find a matching donor. In some  
ethnic minority communities where there are  
fewer registered donors, the chance of finding  
a suitable match is much lower. Anthony Nolan’s  
donors provide the lifeblood – literally – of our  
organisation, and we will do everything we can  
to look after them.

caitlin received her lifesaving 
cord blood donation through  
the work of Anthony Nolan.
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ObJECTIVE ONE
to improve our customer services across the whole organisation

What success will look like
• more people choose to support Anthony Nolan 
• more transplant professionals use our Graft Identification Advisory 

Service (GIAS) service to identify the best possible match for a patient
• we receive excellent feedback from donors, hospitals and other 

professionals

ObJECTIVE TWO
to lead the scientific field in the area of stem cell research

What success will look like
• our research influences the criteria that transplant professionals use 

when selecting suitable donors
• Anthony Nolan will be among the leaders in the field of immunotherapy 

in stem cell transplantation
• transplants continue to become more successful

ObJECTIVE ThREE
to develop new areas of research for using stem cells in the treatment  
of other disorders

What success will look like
• our research leads to better outcomes for patients
• we can attract the best scientists from around the world

OUR STRATEGY: 2010–2014 13
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44 bbE OE OnnE OE Of thf thE tE tOOp placp placEEs ts tO wO wOOrk rk 
in thin thE uk bE uk bY 2014Y 2014

Our staff and volunteers are at the heart of what we 
do, and we couldn’t meet our aims without them 

Our ethos and culture should motivate everyone who works for Anthony 
Nolan. We aim to be a dynamic organisation that people want to work for.
We want our staff and volunteers to be proud of what they do; to act as 
ambassadors for the charity.

ObJECTIVE ONE
to have a strategy for attracting and keeping  
volunteers working across the organisation

What success will look like
• number of active volunteers increases
• volunteers perform a wider range of activities

‘wOrking with skillED,  
crEativE anD passiOnatE  
pEOplE has rEallY hElpED  
mE in mY Own pErsOnal 
DEvElOpmEnt.’
Derek, Marketing and Print Designer
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ObJECTIVE TWO
to develop a culture where staff can achieve their full potential and 
deliver the best outcomes for the people we work with

What success will look like
• staff survey results are well above the industry average
• internal communications are improved by 20% as measured by staff 

survey results
• everyone in the organisation is offered opportunities to develop their 

career 

ObJECTIVE ThREE
to provide a modern and well-designed working environment 

What success will look like
• we meet the targets set out in our green strategy
• we provide the facilities people need to carry out 

their work

‘i’D hEarD abOut anthOnY nOlan 
whilst DOing mY phD. wOrking 
DirEctlY in clinical practicE at 
thE cEll thErapY cEntrE has 
bEEn OnE Of mY DrEams.’ 
susana, Cord Blood Bank Laboratory Manager
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WWhhENEN WE WE 
WILLWILL DODO ITIT
This plan sets out our strategy until This plan sets out our strategy until 
2014, and we’ve outlined our approach 2014, and we’ve outlined our approach 
for the first three years. for the first three years. 

The progress that we make, changing priorities  The progress that we make, changing priorities  
and the funds available will affect our ability  and the funds available will affect our ability  
to meet these aims. So we may need to make  to meet these aims. So we may need to make  
changes to the strategy along the way.changes to the strategy along the way.

We’ll review our performance frequently  We’ll review our performance frequently  
and report formally to staff and trustees  and report formally to staff and trustees  
each year.each year.

22001212
1616 DOUBLE THE NUMBER OF LIVES WE SAVEDOUBLE THE NUMBER OF LIVES WE SAVE

BR-STRA01 Strategy document_final artwork.indd   16 09/06/2010   17:32



IIN N YYEAR 1EAR 1 WE WI WE WIll FOCUS ONll FOCUS ON::
• planning what we need to do to deliver our overall aims • planning what we need to do to deliver our overall aims 
• putting in place the infrastructure needed to deal with • putting in place the infrastructure needed to deal with 

a big increase in activitya big increase in activity
• finding the resources we need to meet our objectives• finding the resources we need to meet our objectives
• increasing our overall profile and the knowledge of Anthony • increasing our overall profile and the knowledge of Anthony 

Nolan among our key target audiencesNolan among our key target audiences

ThThIS WIIS WIll bll bE ENE ENhhANCED IN ANCED IN YYEAR 2EAR 2 b bYY::
• significantly increasing the number of people we recruit • significantly increasing the number of people we recruit 

to the adult register to the adult register 
• collecting cord blood units from several maternity units• collecting cord blood units from several maternity units
• engaging more with key people interested or involved • engaging more with key people interested or involved 

in our work to raise our profilein our work to raise our profile
• making sure the whole organisation is committed to • making sure the whole organisation is committed to 

customer servicecustomer service

2013013

2014014
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IIN N YYEAR 3EAR 3 WE WI WE WIll mll mAAkkE SURE TE SURE ThhATAT::
• we are regularly recruiting enough people to the adult register • we are regularly recruiting enough people to the adult register 

from the age and ethnic groups we most needfrom the age and ethnic groups we most need
• our cord blood bank is financially sustainable and our collection • our cord blood bank is financially sustainable and our collection 

centres deliver significant numbers of cord blood units ready  centres deliver significant numbers of cord blood units ready  
to be used in transplantsto be used in transplants

• we are the donor bank of choice for all UK transplant centres and our • we are the donor bank of choice for all UK transplant centres and our 
diversity levels on our adult register and from our cord blood units are diversity levels on our adult register and from our cord blood units are 
helping to meet requests from the UK and beyondhelping to meet requests from the UK and beyond

• our increased profile is helping us meet our aims and is offering • our increased profile is helping us meet our aims and is offering 
opportunities for partnership and fundraisingopportunities for partnership and fundraising

• we value and motivate our staff, who deliver excellent customer • we value and motivate our staff, who deliver excellent customer 
service in all areas and are proud to work for Anthony Nolanservice in all areas and are proud to work for Anthony Nolan

We will continue to test this five year plan and ask for input from We will continue to test this five year plan and ask for input from 
everyone connected with Anthony Nolan: beneficiaries, donors, everyone connected with Anthony Nolan: beneficiaries, donors, 
supporters, professional partners, staff and volunteers. We will adjust  supporters, professional partners, staff and volunteers. We will adjust  
it to reflect changes in the external environment.it to reflect changes in the external environment.

Ultimately it must meet the needs of those we seek to help every day  Ultimately it must meet the needs of those we seek to help every day  
of the year: the patients for whom Anthony Nolan provides the last of the year: the patients for whom Anthony Nolan provides the last 
chance of life.chance of life.

It is down to each of us to make this plan work. When we do,  It is down to each of us to make this plan work. When we do,  
we will save twice as many lives. Each and every day.we will save twice as many lives. Each and every day.
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RORY’S RORY’S STORYSTORY
Rory joined our register Rory joined our register 
after reading about a local after reading about a local 
family whose four children family whose four children 
all needed a bone marrow all needed a bone marrow 
transplant. One year later transplant. One year later 
we contacted him to say we contacted him to say 
that that he was a match that that he was a match 
for a patient. Later that year for a patient. Later that year 
Rory became a donor.Rory became a donor.

‘it EnrichEs thE sOul tO 
knOw that YOu havE gOt up 
anD DOnE sOmEthing that 
can makE a rEal DiffErEncE 
tO sOmEOnE’s lifE.’ 
rory, stem cell donor
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OUR NEW bRAND
Now you know what we want to achieve over the 
next five years, and how we’ll go about it. To help us 
get there, we’ve created a dynamic new image for 
Anthony Nolan.

The last two years have been our most successful ever. We’ve provided 
more stem cells to patients in 2008 and 2009 than in any previous years  
in our history.

SO WhY AlTER OUR bRAND?
Our striking new image isn’t just change for the sake of it. The new 
Anthony Nolan brand is about much more than a facelift and a logo. 
We want it to raise our profile, change the way people think about us,  
and inspire them to feel that they can make a difference. 

It’s going to help us build on the great achievements we’ve already made, 
and to forge ahead with our ambitious plans. It will appeal to a much 
broader range of potential donors, and will strengthen our relationships 
with the people who raise funds and awareness for our lifesaving work.

20 DOUBLE THE NUMBER OF LIVES WE SAVE
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ThE bIG IDEA
Our number one aim is to double the number  
of lives we save every day.   

But our biggest barrier to achieving that aim is the 
fact that 80% of young people have never heard of 
Anthony Nolan, the boy or the charity. So to reach 
our goal, it’s crucial that we reach out to a new, 
younger, audience.

The booklet you’re holding introduces  
a different look and feel for all Anthony  
Nolan communications, which will help  
us do just that.

LIVE THE
BRAND

KEEP THIS 
BOOKLET 

OUR STRATEGY: 2010–2014 21
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lOGO AND STRAplINE
Here’s our new logo. This is the  
cornerstone of our brand, and  
should never be absent from  
our communications.  

The clever letter-linking device is a powerful way to reinforce the 
connection with Anthony Nolan’s key aim of matching donors with patients. 
It also helps  non-medical people to grasp the complexities  
of finding a match against formidable odds.

The strapline underneath it, ‘Be a match, save a life’, is an integral part of 
our logo, and must always appear. It’s simple, emphatic and empowering.

COlOUR pAlETTE
Our main colours are black and white, with green as a supporting colour. 

TYpOGRAphY
Our brand typeface is Gotham. Headlines will always appear in BLOCK 
CAPS. When Gotham isn’t available – in PowerPoint, for example – please 
use Arial.

BREAKING IT DOWN

22 DOUBLE THE NUMBER OF LIVES WE SAVE
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llETTER lETTER lININkkINGING
The letter-linked headlines are a key element  The letter-linked headlines are a key element  
of our brand. They are a powerfull graphic  of our brand. They are a powerfull graphic  
device that helps to make Anthony Nolan  device that helps to make Anthony Nolan  
communications instantly recognisable.communications instantly recognisable.

pphhOTOGRAOTOGRAphphYY
Wherever possible, we use photos of real people who have  Wherever possible, we use photos of real people who have  
a connection to Anthony Nolan. You’ll notice that they are always  a connection to Anthony Nolan. You’ll notice that they are always  
looking direct to camera. looking direct to camera. 

The ‘real’-ness of our subjects helps readers identify on a personal level The ‘real’-ness of our subjects helps readers identify on a personal level 
with the donors, patients, fundraisers and clinicians we work with, and with the donors, patients, fundraisers and clinicians we work with, and 
encourages them to get involved in their own way.encourages them to get involved in their own way.

hOW DO I FIND OUT mhOW DO I FIND OUT mOREORE??
Contact our Communications division on brand@anthonynolan.orgContact our Communications division on brand@anthonynolan.org

BBE AA
MATCH 
SAVE 
A LIFA LIFE
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OUR bRAND VAlUES

WWE ARE E ARE FOCUSSEDFOCUSSED
INNOVATIVE INNOVATIVE 
TRUSTEDTRUSTED

Easy to remember as FIT. See pages  
4–5 for what we mean by this.

kEY mESSAGES
These are engaging, emotive, and quick to absorb  
and remember. Use at least one, and ideally more,  
in all your communications – verbal or written.

THE BRAND 
IN ACTION

INNOVATIVE

TRUSTED
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1 we want to double the number of lives 
we can save every day.

2 we find matches for leukaemia patients 
who need a life-saving transplant.

3 (depending on the readership)
 by joining our register, you could save  

someone’s life.
 by donating your baby’s cord blood,  

you could save someone’s life. 
 by helping raise funds, you can help  

us save more lives. 
Your work helps save lives every day.

The visual elements of our new brand will help you get those  
messages across in an inspiring and accessible way.

FOCUSSED
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WHAT WEWHAT WE SAY SAY
Our key messages are part of a broader toolkit  Our key messages are part of a broader toolkit  
of information we’ve developed to help you keep  of information we’ve developed to help you keep  
your written communications clear, consistent,  your written communications clear, consistent,  
and on brand.and on brand.

TThhE lE lEXICONEXICON
Helps people understand our work.Helps people understand our work.

DDESCRIESCRIppTORSTORS
Consistent ways to describe what we do.Consistent ways to describe what we do.

TTONE OF VOICE GUIDEONE OF VOICE GUIDE
Using language to get our messages across simply and effectively.Using language to get our messages across simply and effectively.

Email brand@anthonynolan.org for details.Email brand@anthonynolan.org for details.

SPREAD OUR 
MESSAGMESSAGES

2626 DOUBLE THE NUMBER OF LIVES WE SAVEDOUBLE THE NUMBER OF LIVES WE SAVE
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SAVSAVE
MORE LIVES

YYOUR VOICE COUNTSOUR VOICE COUNTS!!
You might not be designing or writing for Anthony Nolan but you still  You might not be designing or writing for Anthony Nolan but you still  
have an important part to play. You can help with the achievement of  have an important part to play. You can help with the achievement of  
our ambitious strategic aims and promote our new brand.our ambitious strategic aims and promote our new brand.

Every time you write a letter, send an email, or answer the phone,  Every time you write a letter, send an email, or answer the phone,  
you’re reflecting the culture and attitude of our organisation. you’re reflecting the culture and attitude of our organisation. 

Whoever you’re talking or writing to, do so in a way that’s clear,  Whoever you’re talking or writing to, do so in a way that’s clear,  
direct, friendly, consistent and concise – and with the passion  direct, friendly, consistent and concise – and with the passion  
that our lifesaving work inspires.that our lifesaving work inspires.
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Emma, received stem cell transplantEmma, received stem cell transplant

2-3 Heathgate Place2-3 Heathgate Place
London NW3 2NULondon NW3 2NU

0303 303 03030303 303 0303
www.anthonynolan.orgwww.anthonynolan.org

The Anthony Nolan Trust  The Anthony Nolan Trust  
is a registered charity  is a registered charity  
no 803716/SC038827  no 803716/SC038827  
and registered as a limited  and registered as a limited  
company no 2379280company no 2379280
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