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Media. 
The Brief 
Hunger is one of the greatest threats to humanity – affecting one billion people 
around the world and costing more lives than AIDS, tuberculosis and malaria 
combined.  

The Client 
The World Food Programme (WFP) is the United Nations frontline agency in the 
fight against hunger. In the most remote regions, WFP brings food to the world’s 
hungriest people and provides assistance to those affected by floods, drought, 
earthquakes and war. WFP responds to emergencies, saving lives by getting food 
to the hungry fast. 
WFP also works to help the hungry gain food security for the future. It does this 
through programmes that use food as a means to build assets, spread knowledge 
and nurture stronger, more dynamic communities. 
To achieve its objectives, WFP has developed expertise in a range of areas 
including Food Security Analysis, Nutrition, Food Procurement and Logistics. 
WFP food assistance reaches an average of 100 million people in 77 countries a 
year.  

Some relevant facts 
  -  The number of undernourished people worldwide is nearly one billion - 963 

million. 
  -  One in seven people (adults and children) go to bed hungry each night. 
  -  59 million children go to school hungry each day. 
  -  25,000 people (adults and children) die each day from hunger and related 

causes. 
  -  Hunger kills more people every year than AIDS, malaria and tuberculosis 

combined. 
  -  One child every six seconds dies from hunger-related diseases (or 14,000 

children a  
day). 

  -  The cost of child under nutrition to national and economic development is 
estimated at US$20-30 billion per annum. When multiplied over the lifetime of 
today’s undernourished children, this amounts to US$500 billion – US$1 
trillion in lost productivity and income.  



Fill the Cup 
The Fill the Cup Campaign was launched in 2008 to demonstrate how little it takes 
to make an enormous difference to a child’s life in a developing country. The 
campaign features a red plastic cup which is widely used for porridge served to 
children as part of WFP’s free school meal programmes. WFP is currently feeding 
20 million school children – more than half of them girls – through these 
programmes.  
WFP school meals not only provide children with essential nutrition, improving their 
ability to concentrate in class, but also gives them an incentive to go to school. For 
many children, the meal they receive in school is their only meal of the day.  
As girls are often forced to work to help support their families, WFP provides them 
with a take- home ration as an extra incentive so that their parents allow them to 
attend school.  
Schools receiving WFP food have seen enrolment increase by 28% for girls and 
22% for boys, in the first year of assistance alone.  

A donation to WFP of just 14p will provide a child with a nutritious school meal. 
Every penny is important, because WFP depends entirely on voluntary 
contributions. Most of our funding comes from governments, but private 
corporations and members of the public are providing growing support to our 
mission to end world hunger. 
More than 90 percent of donations to WFP are used to provide food or to cover 
costs associated with delivering it to the hungry poor.  

Target audience 
Schools (both primary and secondary) as well as teachers, including head teachers 
in the developed world. 
Many young people tend to sympathise or offer compassion, when they see the 
difference a small donation can make towards a brighter future. Youngsters also 
react well when they understand that WFP works alongside sister UN agencies 
(such as UNICEF) as well as almost 3,000 NGO organisations – from the larger 
international agencies, e.g. Save the Children to smaller, grass roots organisations.  

The challenge 
To create a communications strategy which increases youngsters’ awareness of 
world hunger and encourages them to support WFP by raising money for the Fill 
the Cup campaign. The budget for this communications strategy is $500,000. 
While WFP is the largest humanitarian agency worldwide (employing approximately 
11,000 people) it is still not well-known, having quietly “got on with the job” of 
feeding millions of people in remote and desolate regions – generally away from the 
glare of publicity. It would take the small personnel employed in public information 
years to build a relationship with a youth audience, before money and awareness 



was raised on any significant scale. Your challenge will be to achieve this much 
sooner – over a period of one year. 
Your submission will seek to evaluate the most innovative media selection as well 
as their creative uses. 
The Young Lions Media competition doesn’t require teams to become immersed in 
providing tactical media explanations, rather develop an explanation of why the 
media type/s was selected and how they are intended to be used. 
The strategic idea must be demonstrated clearly across the selected media 
channels and the winning team will be the one that creates the most compelling 
communications strategy to meet the marketing challenge.  

The objective 
To enable WFP to feed 59 million school children by 2015.  

Tone of voice 
Urgent call to action, with empathy but optimism that it is within our capability to 
solve the problem (in developing countries, the proportion of undernourished in total 
population has been cut from 37% in 1969-71 to 17% in 2000-02). 
WFP’s usual tone of voice is serious and neutral. Although we have ventured into 
more “edgy” awareness-raising (e.g. the Hungerbytes video competition, as seen 
on YouTube) generally we steer clear of controversy and politics, as we are a 
United Nations agency.  

Mandatory inclusions 
The Fill the Cup Logo  
The World Food Programme website www.wfp.org 


