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Executive Summary 

This World Hunger Month, KFC Add Hope launched 
it’s first-ever TV advert raising awareness about the 
difference a nutritious meal makes to the life of a 
child. This simple, impactful story, told by drawings 
of some of the 100 000 children the initiative feeds, 
brings to life the power of Add Hope donations and the 
real impact it has in alleviating hunger. 

Through an integrated approach, we were able to 
deliver a campaign that effectively transformed and 
changed the perception of consumers “adding hope”, 
by seeing the greater positive impact it delivers to 
communities (in which all South Africans live), and 
ultimately adding value to the future of the country’s 
leaders. 

Statement of the problem

In a country fighting a legacy of poverty, a child dies 
every 15 seconds due to a lack of essential nutrition. 
Against this heart-breaking backdrop, it’s clear that 
more needs to be done to take a stand against the 
rising pandemic of hunger. 

KFC is a company with a huge heart and believes the 
greatest contribution as a global brand is making food 
accessible to the less fortunate. Add Hope serves as 
KFC’s lending hand to the community, helping feed 
children every day… as a hungry nation cannot be a 
growing one.  

Research

• General awareness of KFC Add Hope was   
 72% (Pondering Panda (PP) in 2014); 

• Over 11 million people in South Africa go   
 to bed hungry every day, 3.2 million of these   
 are children;  

• Between 5 and 6 million children die 
 annually from infections that would not 
 have been fatal had they been 
 properly nourished; 

• Stunted ,mental and physical growth due   
 to malnourishment in the first 1000 days 
 of life is mostly irreversible; 

*results from Food Bank SA, Stats SA, StopHungerNowSA 
and Citizen.co.za (date as at 2010 -2014)

Key Insights

• Show and tell 
Despite the high levels of awareness, our 
challenge was to “show and tell” KFC staff and 
customers the impact their R2 makes to the lives 
of the children KFC Add Hope feeds. 
Educating customers to take notice of the need 
for them in the fight against hunger. 

• Strengthen the Hope 
To strengthen our messaging, we needed 
something more substantial to show them the 
difference, on a scientific level. With the help of 
a local educational psychologist and nutritionist, 
we learnt: When a child is malnourished they 
cannot develop in the same way that a healthy 
child develops. 

Planning  
Through an integrated campaign, with conversation 
driven by PR and Social Media, we set the following 
pillars to successfully expose and educate people of 
the importance a nutritional meal has on a child: 

• Media partners:  Ensure consistent 
 messaging to support the campaign and 
 reach the right audience, through media   
 partnerships made for an integral element 
 to have an always-on conversation. 

• Social media “viral by design” 
 seeding plan: A seeding plan was built-in 
 with influencer involvement, mapping out 
 our vision to get the conversation started 
 and creating a viral uptake. 

• Social campaign: Ongoing social 
 media communications were used to 
 create awareness, using key influencers 
 to drive the conversation, creating 
 share-ability. 

• Morning of Hope press launch: 
 Add Hope has  built sustainable 
 credibility over the years, it was only 
 fitting that we showcased the launch    
 of the very first KFC Add Hope  
 television advert. 

• Behind the Scenes video: To deepen 
 the emotional connection, a unique and 
 heart-warming video was created to 
 take customers behind the story of hope.  



• Internal staff launch: Being a “company with  
 heart” is part of KFC’s values, the opportunity  
 to invest in giving back to communities 
 makes KFC a better company, because 
 it’s changed the way they do business. 

• World Food Day: World Food Day on 
 16 October was used as additional leverage 
 to raise conversations and awareness around  
 hunger and the campaign. 

• Thank you campaign: To close of 
 World Hunger month, Add Hope uses 
 every campaign to thank consumers 
 and media for their contribution, to make 
 sure that they were acknowledged 
 and reminded of the impact they have made 
 to the children. 

Creative 
The story of hope shows how a child’s drawing 
improves, becomes more detailed, and the world 
around them becomes more colourful when their 
tummy is full. It sees an undernourished girl who is 
handed an Add Hope bowl – and tells the story of how 
the simple act of receiving regular, nutritious meals 
changes her life by helping her develop into a thriving, 
vibrant and hope-filled young child. 

The Execution 
The campaign was executed through an integrated 
approach, leveraging all disciplines, with key focus 
on PR and Social Media activity, to achieve maximum 
awareness. Our media choices were selective, 
ranging from high-hitting news, health, parenting 
and consumer platforms – inclusive of our media 
partnerships. 

#PledgeYourPlate: Over the past few years the trend 
of uploading pictures of meals and sharing them with 
friends on social media. This insight inspired us to 
drive engagement in a unique way - we targeted the 
higher income market on Instagram and Twitter to 
photograph an empty plate, and pledge it on social 
media, in order to take a stand against world hunger. 

#Add Hope: The hashtag has equity, and we built on 
this to ensure we were filling up conversations with 
hope. Conversation was tracked via online tracking 
tools to engage in ongoing World Hunger and Add 
Hope discussions. 

Morning of Hope: Arriving at the event, guests were 
welcomed by the children of Add Hope, who took them 
through the journey of hope into the Afrika Tikkun 
Centre and introducing them to a life-size version of 
the TV advert set. 

As the nation woke up across the country, they were 
introduced to the Morning of Hope through one 
of our media partners, Etv Sunrise. As part of the 
live broadcast on the day, key speakers including a 
psychologist, nutritionist, children of Add Hope and a 
KFC spokesperson were interviewed. 

The first-ever Add Hope TV advert was showcased, 
followed by the unique behind the scenes video – “the 
making of” -to tell the real story of hope through the 
eyes of a child. The meaning behind the story was told 
through insights from KFC, a qualified nutritionist 
and a children’s psychologist. 

Spreading Hope with KFC SA employees: To further 
leverage the Morning of Hope, the set of the press 
launch was taken to the KFC Restaurant Service 
Centre. The internal launch took KFC employees on 
the journey of Hope and showed them the impact of 
hunger, how to spread hope and encouraged them to 
participate. 

World Food Day: We took key media on an exclusive 
and guided behind the scenes visits to beneficiaries 
to see for themselves, inside the heart of what drives 
Add Hope. We also created a doll replica of one of the 
drawings, named Hope. Filled with hope and stats of 
hunger we packaged media drops. 



Evaluation

Criteria Delivered results
Coverage and conversations We reached quality coverage across news, consumer 

and health media platforms achieving and an overall 
R1 448 000 (1:1) for earned coverage 

Earned, including media partnerships: R 2 373 975

#PledgeYourPlate reached on overall positive 
sentiment of 100 and a total of 4.7 million potential 
impressions. 

The Morning of Hope event generated 8 018 622 
potential impressions

Both #Add Hope and #PledgeYourPlate trended on 
social media on the day of the launch

#AddHope trended the following day, too  

Video views The TV advert reigned in a total of 355 409 views to 
date on YouTube

73 337 on Facebook 

9 723 on Twitter

The behind the scenes video had a total of 70 845 views 

Overall awareness Add Hope remains at the top with 9% of all other CSR 
brands. 

83% of people who saw the Add Hope TV advert under-
stood the journey of their R2 for Add Hope 

The campaign delivered strong emotional cues with 
consumers 38% motivated, 40% inspired and 40% 
touched

To view the advert, please click here.

To view the behind the scenes, please click here.

https://www.youtube.com/watch?v=Zi0XTbcMdiI
https://www.youtube.com/watch?v=q4wSp7BFxTg
https://www.youtube.com/watch?v=Zi0XTbcMdiI
https://www.youtube.com/watch?v=q4wSp7BFxTg
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