
#SHAREThe Meal ïVirtual to Virtuous



Millions of little souls across the country 

sleep on an empty stomach, every single 

day without blinking an eye. Knorr as a 

part of Unilever Sustainable Living 

Program made an effort to make a 

difference s and share a meal with these 

less fortunate children across the country. 

The Social Cause Objective



We have all heard someone look at 

food and say, ñLetôs Instagram thisò. 

Well, thatôs exactly the audience Knorr 

wanted to speak with. The young guns, 

the millennials; for whom food is more 

drool-worthy if itôs got the right image 

filters, for whom the dish is yummier 

with the way it looks and for those 

snap-shooters who like to click first, eat 

later. 

These millennials love sharing 

pictures of their meals on social 

media and thatôs precisely where 

Knorr had to be. 

The Target Audience 



When you scroll through your timelines on social media you will see that food 

dominates. Where every other picture, is of a delicious plate of food or that of a 

new restaurant. Every year 1.2 billion posts about #food are shared on social 

media. Thatôs an impressive statistic. But thereôs another one that we conveniently 

ignore. 

That every day, 195 million people around the world, go to bed hungry. Yet, 8 

out of 10 millennials are unknown to the fact about Indiaôs lower rank in 

global hunger index.

Situational Analysis 



Sharing aesthetic photographs of food on social media has been a new 

rage amongst the millennials and Knorr had to make these virtual 

shares a lot more meaningful. 

The Consumer Insight



Knorr saw this as an impending cause to respond and teamed up with India Food 

Network and a network of food influencers, to kick start the campaign #ShareTheMeal. 

It all started with IFN Food Avengers, an all-star team of 5 celebrity chefs and food 

influencers coming together for this worthy cause. The communication was simple. 

Share this hashtag and weôll share a meal.

Media Solution



Increased awareness  

for the initiative by  

highlighting the  issue.

Made people show  

concern

Drove engagement  

around the initiative by  

having a call to action.

Made the action easy  

for people to  

participate.

Created buzz around  

the initiative to  instill

trust.

Showed  them the

impact  of their simple

act

WHAT DID WE DO?



THE CAMPAIGNIDEA

ALL YOU NEED TO DO IS SHOW  
YOUR SUPPORT BY SHARING 
YOURPOST USING
#SHARETHEMEAL

THEREBY CONVERTING YOUR 
VIRTUAL SHARE INTO A REAL  
SHARE



THE HERO ASSET  BROUGHT 

IT ALIVE

A SHORT FILM WITH 

CELEBRITY CHEFS 

HIGHLIGHTING THE INITIATIVE 

AND THE óCALL TO ACTIONô 

ATTACHED TO 

#SHARETHEMEAL

THE SHORTFILM WAS CREATED BY

INDIA FOOD NETWORK.



THE SOCIAL MEDIA CONNECTIONS

IFN promoted the video 

asset as an organic 

post on its FB, Twitter 

and Instagram pages 

tagging KNORR and 

using 

#SHARETHEMEAL

KNORR fans engaged with 

this post and responded on 

the page 

KNORR shared a post on 

their social page with a 

message and asked fans to 

share using 

#SHARETHEMEAL

IFN responded to 

queries and asked 

users to share the 

post.

Celebrity influencers shared the IFN 

post on their social pages with a 

message tagging KNORR and using the 

#SHARETHEMEAL.

KNORR responded 

to queries and asked 

users to share the 

post.

Ran a sponsored 

campaign to 

promote the 

post/tweet among  

25-40 yrs.

KNORR responded to 

their posts by thanking 

them for showing their 

support.

KNORR responded to 

their posts by thanking 

them for partnering on 

this.

INFLUENCER PROGRAM BRAND INITIATIVE  TARGETING 

Users posted using the 

#SHARETHEMEAL

KNORR responded by 

thanking them for 

showing their support.

Posted using food 

related hashtags 

KNORR responded by 

seeding this campaign 

and video. Asking 

people to share the 

posts using 

#SHARETHEMEAL

13th -16th Oct, 17
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Scale of Execution



THE SOCIAL MEDIA CONNECTIONS 16th Oct, 17

IFN put images of the 

on-ground event, 

thanking KNORR and 

fans for making this 

successful.
KNORR fans engaged with 

this post and responded on 

the page 

KNORR shared post on their 

social page on the success of 

the initiative and thanked fans. 

PR links were promoted.

IFN responded to 

queries.
Celebrity influencers shared the IFN post on 

their social pages with a message tagging 

KNORR and thanking both for making them a 

part of this.

KNORR responded to 
queries.

Ran a sponsored 

campaign to 

promote the PR 

story.

KNORR responded to their 

posts by thanking them for 

showing their support.

KNORR responded to 

their posts by posting 

more pictures and 

showing stats.

INFLUENCER PROGRAM BRAND INITIATIVE  TARGETING 

Users posted using the 

#ShareTheMeal

KNORR responded by 

thanking them for 

showing their support 

and seeded the PR 

article and image of the 

on-ground activation..
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SOCIAL VIDEO
KNORR

World foodday 
#ShareTheMeal



The Amplification

The film was shared and promoted through the combined 

reach of India Food Network and each of  the food influencers 

and chefsinvolved.

The film workedas a call to action for#ShareTheMeal



On-ground
AnOn ground activity at Asha Deep home (NGO)was undertaken  to feedthe less fortunate 


