
14 NSW Skin Cancer Prevention Strategy

To reduce the incidence of skin cancer in NSW

Vi
si

on

Public sector, private sector and the community sharing responsibility and working 
effectively together to reduce the incidence of skin cancer in NSW

 Learning from and building on the NSW Skin Cancer Prevention Strategy 2012–15

Use data and information to monitor and improve performance of skin cancer prevention 
policies, services, programs and campaigns
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• Improve awareness and 
understanding of what 
constitutes comprehensive 
and effective sun protection 
policies and guidelines.

• Increase capacity for 
the development and 
implementation of 
comprehensive sun 
protection policies 
and guidelines.

• Use data and information 
to monitor the extent and 
quality of sun protection 
policies and guidelines.

• Improve awareness 
and understanding 
of what constitutes 
adequate shade.

• Improve 
measurement of 
shade availability 
and adequacy.

• Increase availability 
of adequate shade.

• Use data and 
information to 
monitor shade 
availability and 
adequacy.

• Ensure that skin 
cancer messaging 
is consistent 
and in line with 
best practice.

• Promote positive 
change in UVR 
protection 
knowledge, attitudes 
and behaviours.

• Use data and 
information to 
assess the impact 
of public education 
campaigns and 
other interventions.
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To increase implementation of 
comprehensive and effective sun 
protection policies and guidelines

 

To improve access to 
adequate shade

 

To increase the 
adoption of sun 
protection behaviours
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Priority populations 
Children      Adolescents and young adults      Adult males over 40 years of age

Priority settings 
Community      Education      Workplaces      Recreation      Health care services

NSW Skin Cancer Prevention Strategy
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Investigate examples of how the three goals of 
the NSW Skin Cancer Prevention Strategy are 
being actioned in schools, workplaces or sports?

Station 1

https://www.cancer.nsw.gov.au/getattachment/how-we-help/cancer-prevention/skin-cancer-preven-
tion/nsw-skin-cancer-strategy/SkinCancerPreventionStrategy.pdf?lang=en-AU

Look at the frames below and answer the questions for each station.
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2.1.10  Agency logo 
Contents 1.0 Our brand 2.0 Brand elements 3.0 Applications 4.0 Co-branding

General principles
Certain business documents such as 
letterhead, envelopes and business cards 
include the lock-up of the NSW Government 
Waratah and the name ‘Cancer Institute’. This 
logo is referred to as the agency logo. 

The common agency logo format must include:

• the NSW Government logo at equal or 
larger height than the name or entity.

• the baseline of the logo should align 
with the baseline of the lowest line of 
type for the name of the entity. 

• the width in points of the vertical line 
which divides the logo and the name of 
the entity is 5% of the height of the 
vertical line. The vertical line has 
rounded caps.

• For colour version of the logo, the 
vertical line is the dark blue of the logo 
colour palette, and black for the single 
(mono) versions. 

Refer to page 28 for the complete list of 
documents which include the agency logo. 
The agency logo is not to be used without 
prior approval from the Strategic 
Communications and Public Affairs Unit. 

Official communications must also include the 
ABN elsewhere in the publication. 

https://www.cancer.nsw.gov.au/getattachment/how-we-help/cancer-prevention/skin-cancer-prevention/nsw-skin-cancer-strategy/SkinCancerPreventionStrategy.pdf?lang=en-AU
https://www.cancer.nsw.gov.au/getattachment/how-we-help/cancer-prevention/skin-cancer-prevention/nsw-skin-cancer-strategy/SkinCancerPreventionStrategy.pdf?lang=en-AU
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Which of the following are statistics were you 
aware of, not aware of, would have expected 
to be true, and would not have expected to 
be true?

Station 2:  

I was aware of:

I was not aware of:

I expected to be true:

I did not expect to be true:
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2.1.10  Agency logo 
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General principles
Certain business documents such as 
letterhead, envelopes and business cards 
include the lock-up of the NSW Government 
Waratah and the name ‘Cancer Institute’. This 
logo is referred to as the agency logo. 

The common agency logo format must include:

• the NSW Government logo at equal or 
larger height than the name or entity.

• the baseline of the logo should align 
with the baseline of the lowest line of 
type for the name of the entity. 

• the width in points of the vertical line 
which divides the logo and the name of 
the entity is 5% of the height of the 
vertical line. The vertical line has 
rounded caps.

• For colour version of the logo, the 
vertical line is the dark blue of the logo 
colour palette, and black for the single 
(mono) versions. 

Refer to page 28 for the complete list of 
documents which include the agency logo. 
The agency logo is not to be used without 
prior approval from the Strategic 
Communications and Public Affairs Unit. 

Official communications must also include the 
ABN elsewhere in the publication. 
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Choose one of the case studies and 
summarise how shade was made in the 
selected environment.

Station 3
Create shade case studies

http://www.cancercouncil.com.au/wp-content/uploads/2019/07/CINSW-Case-Study-in-Shade.pdf
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http://www.cancercouncil.com.au/wp-content/uploads/2019/07/CINSW-Case-Study-in-Shade.pdf
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Consider the questions below about sunscreen 
and sun exposure.

1. Does Vitamin D protect against cancer?
https://iheard.com.au/question/does-vitamin-d-
protect-against-cancer

2. Do sunscreen and cosmetics containing 
nanoparticles cause cancer?
https://iheard.com.au/question/is-it-true-that-
sunscreen-and-cosmetics-containing-nanoparti-
cles-cause-cancer

3. Do face creams/moisturisers containing 
sunscreen increase your risk of skin cancer?
https://iheard.com.au/question/do-face-creams-
moisturisers-containing-sunscreen-increase-your-
risk-of-skin-cancer

Station 4
Sunscreen myths

Res
ou

rc
e 

5.
1.a

Cancer Institute NSW Brand guidelines 24 

2.1.10  Agency logo 
Contents 1.0 Our brand 2.0 Brand elements 3.0 Applications 4.0 Co-branding

General principles
Certain business documents such as 
letterhead, envelopes and business cards 
include the lock-up of the NSW Government 
Waratah and the name ‘Cancer Institute’. This 
logo is referred to as the agency logo. 

The common agency logo format must include:

• the NSW Government logo at equal or 
larger height than the name or entity.

• the baseline of the logo should align 
with the baseline of the lowest line of 
type for the name of the entity. 

• the width in points of the vertical line 
which divides the logo and the name of 
the entity is 5% of the height of the 
vertical line. The vertical line has 
rounded caps.

• For colour version of the logo, the 
vertical line is the dark blue of the logo 
colour palette, and black for the single 
(mono) versions. 

Refer to page 28 for the complete list of 
documents which include the agency logo. 
The agency logo is not to be used without 
prior approval from the Strategic 
Communications and Public Affairs Unit. 

Official communications must also include the 
ABN elsewhere in the publication. 
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https://iheard.com.au/question/does-vitamin-d-protect-against-cancer/
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https://iheard.com.au/question/is-it-true-that-sunscreen-and-cosmetics-containing-nanoparticles-cause-cancer/
https://iheard.com.au/question/is-it-true-that-sunscreen-and-cosmetics-containing-nanoparticles-cause-cancer/
https://iheard.com.au/question/do-face-creams-moisturisers-containing-sunscreen-increase-your-risk-of-skin-cancer/
https://iheard.com.au/question/do-face-creams-moisturisers-containing-sunscreen-increase-your-risk-of-skin-cancer/
https://iheard.com.au/question/do-face-creams-moisturisers-containing-sunscreen-increase-your-risk-of-skin-cancer/
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Watch: Melanoma likes me https://www.
youtube.com/watch?v=AGL3Pz_98xQ and 
answer the questions below:

What do you like or dislike about the campaign?

Do you believe the campaign would be effective in changing behaviours? Why or why not?

What ideas do you have about a social media campaign to help improve young people’s 
behaviours in the sun?

Links to other Internet sites are provided in these teaching resources for information only. Although care has been taken in providing these links as suitable resources to encourage student engagement, due to the changing 
nature of the Internet content, it is the responsibility of users to make their own investigations, decisions and enquiries about the information retrieved from other Internet sites.

Station 6
Campaigns
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