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BACKGROUND

The United Nations World Food 
Program (WFP) is the leading 
organization fighting hunger 
worldwide. We reach 80 million 
people in 80 different countries every 
year. Our tone and manner is 
positive, simple and clear - providing 
the facts without imposing guilt. 
Worldwide there are 20 times as 
many smartphone users as there are 
hungry children. ShareTheMeal, 
WFP’s first smartphone app, is a way 
for WFP to engage a new generation 
of individuals in our mission and our 
work. 

 ShareTheMeal makes donating 
more social and more effective. 
Users can follow the progress of our 
fundraising efforts through the app 
and see where we have already 
helped. With a tap on the smartphone 
users can share their meal with a 
child in need anytime, anywhere. By 
using ShareTheMeal, people are 
joining a community that firmly 
believes zero hunger is achievable 
within our lifetime. Since its launch, 
ShareTheMeal has been downloaded 
by over 1M people who shared over 
20M meals with children in need 
around the world.

 Starting 1 September 2023 for 12 
weeks, WFP’s “Feed Our Future” 
Global Cinema campaign will create 
urgency for hunger as a social cause, 
warning us all about the potential lost 
every time a child dies of hunger. As 
a foundational part of the campaign, 
a 60-second PSA will play in cinemas 
around the world, ending with a 
challenge to take action with WFP’s 
ShareTheMeal app.

THE CHALLENGE

The number of hungry people has 
increased in 2023 for the first time in 
decades because of conflicts and 
climate-related crisis.
We need to get the target audience to 
feel that they can make an impact by 
joining our community in the fight to 
end world hunger.

TAGLINE 

“Afterall, what’s more creative than 
being different?”

WHAT’S ESSENTIAL?

Building on the narrative of the film, a 
successful digital campaign should be 
centred on the theme of “potential”. 

Potential can be relayed through 
potential realised and the threat of 
potential lost.

Key Question
How can we maximize downloads of 
the ShareTheMeal app with a digital 
campaign that can leverage our 
presence in a global cinema ad and 
the theme of “potential”.
Potential will be the foundation of 
WFP campaigns and messaging for 
Q4 2023.

WHAT TO CONSIDER
 Through ShareTheMeal, WFP 
speaks to generation Z and 
millennials in a fresh and positive tone 
of voice that empowers the audience, 
making them feel that they can make 
an impact in our fight to end hunger.
 Mindful that WFP is a thought-leader 
in the humanitarian and development 
communities, speaking with an 
authority based on experience and 
data, it is vital that we speak simply 
and clearly to a general audience, 
triggering an emotional response with 
impactful statements and statistics 
that relay the need without imposing 
guilt.

TIMELINE
The Campaign will be implemented in 
September for 12 weeks.
The holiday season (beginning 
Canadian Thanksgiving in the 
beginning of October and American 
Thanksgiving at the end of November, 
continuing on through December in 
international markets) is a time for 
coming together with friends and 
family, celebrating what we have and 
helping those who don’t have as 
much. This is a key time for WFP / 
STM to engage with the public, 
encouraging them as they gathering 
around their holiday tables to share a 
meal with a less-fortunate family.
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TARGET AUDIENCE

• Aged 20-40

• Equal m/f split

• Middle socio economic class

• Primarily urban

• Socially engaged

• Possibly parents

• Tech adopters

• Socially conscious

SPECIFIC CREATIVE 
DELIVERABLES

•  A Presentation Page including: 
Example of use of 3 digital Led 
components (in JPEG format, one 
JPEG for each component) These 
components could be use of social 
media platforms but also any other 
digital led execution

•  An image summarising the 
campaign (in JPEG format)

•  A four part written submission (150 
words per section)
  1) Campaign Summary
  2) Creative insight - How can 
creativity help solve the problem 
using social media platforms and 
technology?
  3) Solution - the platforms, 
technology and tools used and why?
  4) How does it work? - How will the 
digital solution help answer the brief 
and solve the problem faced by the 
client
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