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our task

• Create awareness for the RMHC organisation 

• Find a creative way for a fundraising campaign 

• Show the idea on 3 different channels 

• Involve McDonald’s brand in the process in a 
way that is building it



background
anxiet y in children

• No one likes to be hospitalized. But let's think 
about how much the associated stress wears us 
down, and children are exposed to it at a much 
higher level, moreover, they have much less 
tools to deal with it.  

• Research proves that if the parents cannot be 
present during their treatment, or be together in 
a calm environment, it can reduce the 
effectiveness of the treatment and cause a lot 
of trauma and anxiety in children.

amount of physical  
and emotional stress  
during hospitalisation

• parents are not present, or are highly anxious


• parents are present and able to calmly respond



insight

• Did you know, that survival requires four 
hugs a day to function, seven for our 
body to function comfortably? And to 
develop, to have enough energy, a happy 
hormonal background, to grow – twelve?  

• We often forget how important physical 
closeness is in our emotional healing, 
and this is exactly what RMHC provides 
for kids: a loving presence to be near 
when facing an obstacle in life.



idea: The power of a hug

• When donating (especially for an 
organisation like RMHC) one can often 
struggle imagining where their money 
goes. Instead of throwing around big 
words, we bring the work of RMHC closer 
to people and make the fruits of their 
work tangible.  

• We work so that parents can be close to 
their children and hug them, embrace 
them when needed. With this campaign, 
we remind people to the power of a hug.



The make-it-happy Meal

• McDonald's basically focuses on families in its 
communication, and the iconic Happy Meal strikes the 
same chords in everyone, as it speaks to the child in us, 
and most of us have positive memories of it. That is why 
we are now making the Happy Meal available not only to 
children, but also to adults for the duration of the 
campaign, with a thought-provoking message (also, 
research shows that people most likely to donate 
around lunch and dinner time, so…)

• In order to show how RMHC's work helps children 
overcome these difficulties, we make toys out of their 
most common fears, which become colorful and fun 
as a result of body heat. The toys are packed in a 
special edition Happy Meal box, which is specially 
designed for the adult population for a limited time.



Toys

unfamiliar

being alone

illness



Keeping in touch

• No wonder, that in our age and time, social media took 
precedence over physical contact – and often, we don’t 
have any other choice to keep in touch with friends or 
family because we live so far away from each other. This 
is why, via McDonald’s application we are installing a 
technology, where you can send hugs to one another.  

• The technology is similar to the Apple Watch’s heartbeat 
feature: you place your phone near your heart, and the 
phone vibrates/pulses at the recipient’s side for as 
long as you “hugged” it. 

• However a hug is priceless, you can donate certain 
amount of MyMeki points, which Meki converts into 
actual money and send it to RMHC.



Thermally speaking

• When we talk about our idea, 
body heat and physical 
proximity play the main role: 
that's why we also use this in 
the OOH leg of our campaign 
to communicate the message. 
We operate our CLP with 
thermal energy. Thermal 
imaging cameras relayed and 
translated the heat energy of 
visitors into an awareness-
rising citylight.



Why are we lovin’ it?

• It takes a fresh spin on the UK RMHC’s “Little Box” campaign 

• It uses the McDonald’s brand values while resonates with our daily hot topic: mental health 

• It sparks awareness of the importance of RMHC’s work without sadvertising 

• With each donation you get something in return: a reminder of the cause and your personal 
relation with it. 

• It speaks to you where others don’t, and shows, how the brand is actually stands for 
something. 

• It does not use platforms that are categorically overcrowded – thus feels more “special”.


