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LCAM Coalition took steps in 2023 to expand our reach and our impact. We brought our 
message of lung cancer awareness to five continents, amplifying the good work that is 
being done by our partners and others while spreading the word about early detection.

Our core rallying cry this year was that lung cancer screening could save someone you 
love. While low-dose CT screening remains the most important tool for early detection, 
at the start of 2023 only seven countries had national programs. In September, England 
began to roll out its program—bringing the number of national programs globally to eight. 
Australia announced in May that it will roll out a new program by July 2025. As our new 
screening video asks: Who Will be Next?

This year we held our first live event, Coming Together Globally to Combat Stigma, 
where we participated in GO2 for Lung Cancer’s Living Room Expert Speaker Series. 
Campaigning for Cancer’s CEO Lauren Pretorius succinctly summed up the challenge 
when she said that in some places in South Africa, “it’s better and more acceptable to 
be diagnosed with tuberculosis or HIV than it is lung cancer.” If we are to make lasting 
progress in ensuring access to quality care from diagnosis to survivorship, then we must 
find ways to talk about and combat this stigma.

Thank you to our LCAM Coalition partners for the work you do every day to support and 
advocate for people with lung cancer and their families. Thank you to the global lung 
cancer community for your tireless efforts to spread the word and demand more. And 
thank you to our sponsors for supporting our work in building global awareness and 
shining a light on this disease.

Together, we can make a difference.

Daria Steigman
Director, LCAM Coalition
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2023 Highlights

• New digital resources on lung cancer screening
• Summer digital and social media campaigns (Brazil, Australia, New Zealand)
• Fall digital and social media campaigns (Ireland, United Kingdom, United States)
• Lung Cancer Awareness Month mini social media campaign in India
• First LCAM Coalition live event, Coming Together Globally to Combat Stigma
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One of LCAM Coalition’s key 2023 goals was to expand the resources available on
lcam.org beyond its shareable social media resources. The new resources include 
infographics, videos, and links to more information about lung cancer screening in select 
countries/regions and include facts and figures about lung cancer screening.

Resources: Lung Cancer Screening

lcam.org August 2023

Snapshot of Global Lung Cancer 
Screening Programs

China
Croatia
Czech Republic

Poland
South Korea
Taiwan

United Kingdom 
United States

National Programs

Canada (Toronto, Vancouver)
United Arab Emirates (Abu Dhabi)

Regional Programs

Australia 
Belarus
Brazil 
Egypt 
Estonia

France
Georgia
Germany
Hungary
India 

Iraq 
Israel
Italy
Kazakhstan
Malaysia

Mexico
Netherlands
New Zealand
Russia
Serbia

Spain 
Sweden
Switzerland
Thailand

Countries with Screening Pilot Programs

Japan is running a national lung cancer screening clinical trial.

Source: lungcancerpolicynetwork.com/interactive-map-of-lung-cancer-screening/

Lung Cancer Screening Saves Lives
Find lung cancer early when it is most treatable — and even curable.

of cases are 
diagnosed at an 
early stage

26%

lcam.org March 2023

Lung cancer 
screening finds 
cancer early – when 
it is more treatable 
and curable. 

with a screening program

of lung cancer is found early

without
is found late

77%

57%

over

when lung cancer is 
detected early

61%

THE FIVE-YEAR SURVIVAL RATE

when lung cancer is 
detected late

7%

In the U.S.

A pilot screening program diagnosed between

In Poland 64%-71%
in stage 1

In 
Japan Large-scale 

screening 
programs have 

diagnosed at least ⅔
of cases in 
stage 1

One workplace 
screening program 
in Japan diagnosed

of cases at stage 1

91%

Lung Cancer Screening
Saves Lives

Sources: lungcancerpolicynetwork.com  •  go2.org/wp-content/uploads/GO2-Foundation_lung-cancer-facts_2022.pdf
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LCAM Coalition ran campaigns in Brazil, Australia, and New Zealand in the second quarter 
of 2023 and in Ireland, the United Kingdom, and the United States in the fourth quarter. 

The six campaigns were extremely successful — and LCAM Coalition reached millions 
of people with messages about awareness and how “lung cancer screening can save 
someone you love.” LCAM Coalition interacted with comments to build the engaged 
audience - as seen through video completion rates, engagement rates, shares, and the 
robust comments on social media ads from people with questions about lung cancer 
symptoms and screenings, and people sharing their personal stories. LCAM Coalition 
answered comments in order to build the engaged audience.

In addition to amplifying the message that anyone with lungs can get lung cancer, the 
campaigns were designed to build awareness about the importance of lung cancer 
screening. LCAM Coalition met people where they were, enabling them to like, comment 
and share facts about lung cancer directly from the ads. As with social media advertising, 
some interactive ads allowed users to share facts about lung cancer directly to Facebook 
and others asked people to follow the LCAM Coalition Facebook page — leading to an 
increase of almost 1,000 new followers this year. Many of the interactive ads also enabled 
users to click through to lcam.org to learn more.
 
Each campaign featured a mix of tactics, 
including digital display ads, native ads (English-
language only), social media advertising 
and interactive ads. Each campaign featured 
one country-specific interactive screening 
ad. Australia announced its new lung cancer 
screening program as the ad campaign began, 
and England started to roll out its program 
around the time that the LCAM Coalition’s 
campaign launched in that country. As a result, the LCAM Coalition was able to educate 
people in Australia and England about lung cancer screening and inform them about the 
new programs.

Overview: Lung Cancer Awareness Campaigns
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Spring/Summer 2023: Brazil, Australia, New Zealand

LCAM Coalition’s Spring/Summer campaign reached millions of people. The engagement 
rates for the interactive ads in Australia (21.59%) and Brazil (30.35%) were significantly 
higher than the industry benchmark (15.47%). New Zealand (13.62%) was slightly lower 
than average, which can be attributed to its smaller population size.

The videos also resonated with viewers. The Coalition’s 15-second screening ads had an 
83.23% completion rate, on par with the industry standard for programmatic digital ads. 
The 30-second “There is Hope” ad had an average 65.07% completion rate.
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Top Line Results

Spring/Summer 2023: Brazil, Australia, New Zealand (cont’d)
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Spring/Summer 2023: Brazil, Australia, New Zealand (cont’d)
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Fall 2023: Ireland, United Kingdom, United States

While the Coalition ran digital media campaigns across Ireland, the United States, and 
the United Kingdom, we ran unique interactive ads in different markets. This included 
an interactive ad in England raising awareness about the rollout of the new lung cancer 
screening program. That ad had an engagement rate of 25.04%, significantly higher than 
the industry benchmark (15.47%).  Indeed, all the interactive ads performed well-above 
benchmark.

The videos also continued to resonate with viewers. The 15-second screening ad had an 
93.28% completion rate and the 30-second “There is Hope” ad had an average 91.99% 
completion rate.
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Fall 2023: Ireland, United Kingdom, United States (cont’d)
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Fall 2023: Ireland, United Kingdom, United States (cont’d)
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LCAM Coalition ran a Facebook campaign across India from November 1-15 to build 
awareness about and drive interest in attending the Coalition’s live event on lung cancer 
stigma. The number one international audience for GO2 for Lung Cancer’s monthly Living 
Room series is in India. Generating awareness about this event amplified a valuable 
resource for people impacted by lung cancer in that country. 

The 15-day campaign reached nearly 210 million people, generating more than 700,000 
post engagements and 302 unique shares.

Short Facebook Campaign: India
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Short Facebook Campaign: India (cont’d)
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On November 16, as part of Lung Cancer Awareness Month activities, LCAM Coalition 
convened an international panel of speakers to discuss the global challenges of lung 
cancer stigma. The event, held in partnership with LCAM Coalition partner GO2 for Lung 
Cancer, marked LCAM Coalition’s first live event. A total of 185 people livestreamed the 
event—and almost 5,500 people in 13 countries watched it shortly thereafter.

Representatives from LCAM Coalition partners Roy Castle Lung Cancer Foundation 
(England) and Campaigning for Cancer (South Africa), as well as panelists from India and 
the United States, participated in the event. The speakers shared common attitudes and 
concerns about lung cancer, discussed regional differences in how lung cancer stigma 
manifests, and explored the role that patient advocates and advocacy organizations play 
in raising awareness about and combating stigma.

Live Event: Coming Together Globally to Combat Stigma
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Speakers
• Rachel Avery - Director of Marketing and Communications, Roy Castle Lung Cancer 

Foundation (United Kingdom)
• Heidi Onda - Co-Founder, The White Ribbon Project (United States)
• Lauren Pretorius - Chief Executive Officer, Campaigning for Cancer (South Africa)
• Navneet Singh, MD - Professor of Pulmonary Medicine, Postgraduate Institute of 

Medical Education and Research (India)

Moderator
• Danielle Hicks - Chief Patient Officer, GO2 for Lung Cancer

Viewed in 13 countries

• Australia
• Cambodia
• Canada
• China

• Germany
• Hong Kong
• India
• Italy

• Philippines
• Singapore
• Taiwan
• United Kingdom

• United States

Live Event: Coming Together Globally (cont’d)
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Our Sponsors

Thanks to our sponsors for their generous support of LCAM Coalition.
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About the LCAM Coalition

LCAM Coalition is a global coalition of cancer and related organizations bringing their 
collective voices together to amplify the conversation around lung cancer. By drawing 
attention through coordinated media and social media campaigns, LCAM Coalition and its 
members expand awareness about why it is important to talk about lung cancer, combat 
stigma, expand screening, fund research, and push for new treatment options around the 
world. LCAM Coalition is managed by GO2 for Lung Cancer.


