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Overview of the Make Sense campaign

Inspired by the need to improve outcomes for people affected by head and neck cancer, the EHNS 
gathered experts from across Europe in 2012 for a dedicated think tank meeting. The group concluded 

there was an urgent need for:

Broader 
multidisciplinary 

healthcare knowledge 
of the disease

Improved awareness of 
symptoms across 

healthcare 
professionals patients 

and caregivers

Integrated network of 
patient advocacy 

groups and healthcare 
representatives

Greater emotional 
support for patients

Based on the recommendations proposed by the think tank, the EHNS finalised a formal disease 

awareness action plan in 2013, therefore creating the Make Sense campaign
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Head and neck cancer is 

underdiagnosed. If treated early, 

patients can have an 80–90% survival 

rate. By working with patients and 

doctors to promote early diagnosis 

and treatment, patient outcomes 

can be improved.

Head and neck cancer is a 

life-changing disease. By ensuring 

all patients have the right support 

through every stage of the disease, 

we can not only reduce recurrence, 

but also ensure they have 

the highest quality of life possible.

Spearheaded by an Annual 

Awareness Week, the Make Sense 

campaign promotes education on risk 

factors, disease prevention and disease 

signs and symptoms for both patients 

and healthcare professionals.

Mission statement

The Make Sense campaign aims to raise awareness of head and neck

cancer and ultimately improve outcomes for patients with the disease.

It will do this by…

Improving Care of Patients
Encouraging Earlier Presentation, 

Diagnosis and Referral
Driving Awareness and Education
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Head & Neck Cancer is diagnosed too late in Europe 

Patients with advanced cancer experience persistent 

unmet care needs 

Particularly psychological, informational, and health 

system support needs – which are linked to higher 

distress and poorer quality of life.4
~60% of HNC patients are 

diagnosed at late stage (III/IV)1

Compared with: ~15% in Breast Cancer  

                             ~26% in Bladder Cancer2 Late diagnosis has a greater cost for patients and 

society 

Greater likelihood of multimodal treatment approaches

 – more resource intensive for systems to deliver, more 

intrusive and burdensome for patients.5

The impact of late diagnosis 

in Head & Neck Cancer (HNC)

Stage at diagnosis significantly shapes 

outcomes

83% at stage I, falling to 28% at stage IV

5-year survival3 

1. Current innovations in head and neck cancer (Oncology Research, 2025). Current innovations in head and neck cancer: From diagnostics to therapeutics - PMC

2. Unadjusted percentage of cancers diagnosed at stages 1 and 2 by cancer group and deprivation — NHS England Digital (2022). Unadjusted percentage of cancers diagnosed at stages 1 and 2 by cancer groups and deprivation, 2022 - NHS England Digital

3. Northern Ireland Cancer Registry (2024). Head and Neck Cancer: Official Statistics 1993–2021. Head and neck cancer official statistics report.pdf

4. Miranda et al., BMC Palliative Care 2025; North et al., Eur J Cancer Care 2021; systematic reviews 2018–2022

5. OECD/EU report, Delivering High-Value Cancer Care: Timely access to cancer care and systematic indicators across countries. Timely access to cancer care: Delivering High Value Cancer Care | OECD
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https://pmc.ncbi.nlm.nih.gov/articles/PMC12034008/
https://pmc.ncbi.nlm.nih.gov/articles/PMC12034008/
https://pmc.ncbi.nlm.nih.gov/articles/PMC12034008/
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https://digital.nhs.uk/data-and-information/publications/statistical/case-mix-adjusted-percentage-of-cancers-diagnosed-at-stages-1-and-2-in-england/2022/unadjusted-percentage-of-cancers-diagnosed-at-stages-1-and-2-by-cancer-groups-and-deprivation-2022?utm_
https://digital.nhs.uk/data-and-information/publications/statistical/case-mix-adjusted-percentage-of-cancers-diagnosed-at-stages-1-and-2-in-england/2022/unadjusted-percentage-of-cancers-diagnosed-at-stages-1-and-2-by-cancer-groups-and-deprivation-2022?utm_
https://www.qub.ac.uk/research-centres/nicr/file-store/may-2024-release/Head%20and%20neck%20cancer%20official%20statistics%20report.pdf?utm_source
https://www.oecd.org/en/publications/delivering-high-value-cancer-care_060869fe-en/full-report/timely-access-to-cancer-care_2be13969.html#section-d1e21933-0370c1419b


‘Right care at the right time’

Awareness Diagnosis Treatment Advanced care

1 Recognise

Increase awareness of the signs 

and symptoms of head and neck 

cancer.

2 Refer

Encourage timely presentation, 

referral and diagnosis.

3 Access

Highlight inequalities and barriers 

to appropriate treatment and care.

4 Support

Champion the information, 

services and support people need 

throughout their care journey.

2026 campaign theme
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We aim to focus on diagnosis through to advanced care to address inequalities across the head and neck 

cancer  pathway



Setting up a local campaign

Who could be involved?

❖ Healthcare professionals
       ENT surgeons, oncologists, nurses and other specialists

❖ Patient organisations
       Head and neck cancer, oncology and relevant disease-area groups

❖ Patients and survivors
      People with lived experience who can help ensure activities resonate

❖ Allied health and wellbeing professionals
      Dietitians, psychologists, speech and language therapists

❖ Other local partners
      Hospitals, professional societies, charities and community groups

A simple way to bring the right local partners together and turn your campaign plans into action.

Build the team in three steps:

Identify potential partners
Start with existing networks, local healthcare organisations, 

patient groups and community contacts.

1

Reach out
Invite people who can bring relevant expertise, lived 

experience, local reach or delivery support.

2

Agree how you will work together
Confirm a country lead, assign responsibilities and agree the 

campaign activities you want to deliver.

3

Need support? The Make Sense campaign Secretariat can you with existing contacts, local representatives and resources 

– please contact us at secretariat@makesensecampaign.eu
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Once your country team is in place, hold a short planning meeting to align on goals, audiences, activities and what 

success should look like.

1. Plan the meeting

• Agree a date and format

• Share an agenda in advance

• Nominate someone to take 

notes

2. Choose the focus

• Confirm target audience(s)

• Select priority activities

• Agree roles, owners and 

timings

3. Capture success

• Define what you will measure

• Share your plans with the Make Sense campaign 

Secretariat 

• Record actions and next steps

• Collect photos/stories (with appropriate consent) from 

your campaign activities

• Share tour results with the Make Sense campaign 

Secretariat to be featured in our campaign report

Potential activities to consider
You can design new activities or adapt established campaign formats such as 1for3 material activities, social media campaigns and early 

diagnosis days.

Top tip: Keep the first meeting practical –  leave with a clear activity list, owners and deadlines.

Hosting a campaign planning meeting
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Campaign 

Launch

 
Focus: 

The importance of 

providing head and 

neck cancer 

patients the right 

care at the right time

Policy day

Focus: 

The need to reduce 

late-stage 

presentation to help 

system burden

Awareness Day

Focus: 

The significance of 

early diagnosis and 

understanding the 

risk factors 

HCP Education 

day 

Focus: 

The role of the MDT 

and the importance 

of coordinated, 

specialist care

Patient day 

Focus: 

The value of 

providing continued 

care for patients 

after treatment has 

stopped

Monday Tuesday Wednesday Thursday Friday Friday

Country–led 

initiatives day

Focus: 

The value of 

people getting 

involved, 

connected and to 

support locally

Saturday

2026 awareness week calendar
‘Right care at the right time’

Throughout the week, we’ll focus on a different priority each day - sharing information, amplifying voices from across the head 

and neck cancer community and supporting organisations across Europe as they engage their local communities.
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Monday–Wednesday: activity ideas

Campaign launch

1. Announce the campaign

• Share the 2026 theme via social 

media

• Add a direct link to campaign 

resources

2. Mobilise local partners

• Email HCP, patient and community 

contacts to raise awareness of 

events and mobilise local activities

• Provide campaign template 

materials and ask them to share

Awareness day

1. Promote 1for3

• Share the symptom message and 

“3 weeks” prompt on social media

• Include local referral or clinic 

information

2. Activate local posters

• Ask GP, dental and pharmacy sites 

to display existing materials

• Send printable and digital 

assets to local teams

Monday Tuesday

Patient day

1. Invite patient voices

• Partner with a patient group to 

identify contributors

• Create and disseminate a short 

patient story about the importance 

of patient engagement 

2. Share lived experience

• Post an approved quote, story or 

short video

• Tag the campaign and use local 

communication channels

Wednesday
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Thursday–Saturday: activity ideas

HCP education day

1. Share a HCP reminder

• Remind your HCP network of the 

referral process for screening

• Hold short team discussions on the 

key signs and symptoms to look 

out for

2. Clinic awareness

• Educate HCPs on upcoming 

screening clinics

• Discuss local referral pathway

Policy day

1. Policy awareness

• Share local and national screening 

guidelines with your wider network

• Share social media assets via 

approved external channels

2. Policy ask

• Review current policies, identify 

local challenge and call to action

• Email local healthcare and policy 

decision-makers to discuss policy 

change

Thursday Friday

Country-led initiatives

1. Make Sense walk/run

• Choose a simple route or build on 

existing events

• Promote with toolkit graphics 

posters and sign-up details

2. Information stand

• Join a local health, hospital or 

community event

• Tag the campaign and use local 

communication channels

Saturday
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Social media campaigns

A social media calendar will be provided for affiliates to adapt and use locally. Social media is a simple, inexpensive way to raise 

awareness and share information with a wide audience through platforms such as X and Facebook.

These campaigns are usually designed to target the general public, but you can tailor your content depending on your goals! It is 

important to consider the audience that your posts will reach and therefore what account you will post from. During Head and Neck 

Cancer Awareness Week, 21–26 September 2026, organisations across Europe are encouraged to support the Make Sense Campaign 

and help raise awareness of this year’s theme, Right Care at the Right Time.

Choosing an account to post from

We recommend posting your content from an existing account, if available and subject to the organisation’s and local policies, since you are likely 

to have a relevant audience who are interested in the information you are going to post. These people can then be encouraged to interact with your 

posts and share them to reach a wider audience! Examples of account types you may wish to post from include:

• Hospital or clinic accounts

• Patient advocacy group accounts

• Relevant industry or sponsor accounts

When you first start posting, it is important to let people know that you are 

supporting the Make Sense campaign. On the right is an example of a first post 

that you can adapt to introduce the Campaign.

“Did you know that 160,000 people are diagnosed 

with head and neck cancer in Europe each year? 

It’s the sixth most common cancer in Europe, yet 

awareness is low. That's why we are supporting 

@MakeSenseCmpn to raise awareness of the 

disease and improve outcomes for patients.”
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Social media content: adaptation and use

Social media resources:

➢ Campaign social media posts and 

assets for each day of Awareness Week

➢ Suggested copy and visuals to support 

local promotion 

➢ Guidance that can be adapted or 

translated for local audiences 

➢ Optional placeholders for local 

information, resources and activities 

➢ Campaign tagging, website and hashtag 

guidance to connect activity across 

countries 

Link: Social media calendar and assets

How to use the copy:

• Use the suggested copy as a starting point rather than a 

required script. Please adapt and/or translate the copy as 

appropriate for your local audiences.

• There are some suggested areas for additional content about 

your organisation, local context, resources or activities. These 

are optional.

• Remove any optional placeholders that are not relevant to your 

organisation. 

• Where possible, tag the Make Sense Campaign 

(@makesensecmpgn) and other participating organisations. 

• Retain the campaign website and hashtags to help connect 

activity across participating countries: #MakeSenseCampaign 

#HeadAndNeckCancer #RightCareRightTimeHNC

• If you are a sponsor please include #sponsor in each of your 

posts
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Make Sense campaign website

The Campaign website is a great hub for information and resources, including the Global Activities Map which displays the events 

taking place all over Europe each year. The website is available in 14 languages, with translated materials also available in some cases. 

If you require editable files for adaption or translation, please contact the Secretariat. Please note that translations must be carried out by 

the local country team. To add your activities to the Global Activities Map, please email the Secretariat to the receive the submission 

form.

Make Sense materials

The following links include a wide variety of activity examples and further 

information to help you carry out in-person and digital activities – as well as the 

2026 resources and materials to support your local campaign:

• Make Sense campaign toolkit

• 2026 campaign plan

• 2026 campaign playbook

• 2026 campaign materials

Join our distribution list

Subscribe to our contact list to receive the Campaign’s plans from the Secretariat in Q1 every year, as well as continuing updates 

featuring all the latest news, information and new resources via our ‘Head’s Up!’ emailer series. Simply email the Secretariat to join!

Useful resources
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https://makesensecampaign.eu/en/
https://makesensecampaign.eu/files/documents/Make-Sense-Campaign-Toolkit.pdf
https://makesensecampaign.eu/files/documents/Make-Sense-Campaign-Toolkit.pdf
https://makesensecampaign.eu/files/documents/Make-Sense-Campaign-Toolkit.pdf
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgALsU46uyF1RpVOOU-MF6e6AfRqvO0av2dU6Xymz16XFJ4?e=cgTCnq
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgALsU46uyF1RpVOOU-MF6e6AfRqvO0av2dU6Xymz16XFJ4?e=cgTCnq
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgAByHr1GP7sSpxIpsCeVhXjARfw6i1In5a9Ve27bI88upU?e=ubLR16
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgAByHr1GP7sSpxIpsCeVhXjARfw6i1In5a9Ve27bI88upU?e=ubLR16
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgAzFKGvT_NtS6Jv3p1OlQDoAY3iuQkg8JXvA8QrfwzoLc4?e=Irkz7V
https://avenirglobal-my.sharepoint.com/:f:/g/personal/sfarah_axon-com_com/IgAzFKGvT_NtS6Jv3p1OlQDoAY3iuQkg8JXvA8QrfwzoLc4?e=Irkz7V


The Make Sense Secretariat is here to help!

We are on hand to support you! The Secretariat is responsible for planning the pan-European Campaign activities, theme each year in collaboration 

with the Make Sense Steering Committee, as well as delivering these activities throughout the year and the annual Awareness Week. Please do 

keep us updated about your plans and get in contact should you require any feedback or advice on your activities and materials. We also love to see 

your results and will contact you following the annual Awareness Week to learn more about your fantastic activities.

Should you require any assistance or have any questions about the processes described in this toolkit, as well as any general enquiries about the 

Campaign, please do not hesitate the Secretariat!

Find out more:

www.makesensecampaign.eu

Make Sense Campaign

Make Sense Campaign

@MakeSenseCmpn

@MakeSenseCmpn

www

Make Sense Campaign

Contact and support

Time to get planning!

We’re thrilled to welcome you as a member of our 

network and have you participate in this wonderful 

campaign. We look forward to seeing the results of 

your activities to help raise awareness of head and 

neck cancer and improve outcomes for patients 

across Europe. Happy planning!

secretariat@makesensecampaign.eu 
@
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