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Over the past 18 months, the Lance Armstrong 
Foundation worked to reduce stigma associated 
with cancer through culturally-relevant and 
targeted messaging while raising awareness of 
the global cancer burden.
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“YOU WANT TO SUFFER BY YOURSELF”

“LIKE A FORECAST OF DEATH”

“PEOPLE THINK CANCER IS CONTAGIOUS”
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The stories of 12 survivors were shared throughout the 
campaign across the following outlets


