
 

 

2024-2025 Child Hunger Campaign 

Final Report 

 

Introduction 

GRAN launched the Child Hunger Campaign on World Food Day -- October 16, 2024 -- 

as an extension to our successful Right to Food (RtF) Campaign of 2023/24. The Child 

Hunger Campaign focused its early efforts on public education to build awareness for 

action on child hunger, before transitioning into an election push supporting investment 

in international assistance.  

What follows is a report of campaign activities, results, and recommendations, based on 

goals and outcomes established at the outset. 

Why Child Hunger? 

With input from the 2023/24 Right to Food Evaluation Report and feedback during 

GRAN’s Hello Friends! conference in May of 2024, we concluded that Child Hunger 

would resonate with GRANs as a campaign focus. We also recognized that the 

Campaign would likely be short-lived, with an impending federal election on the horizon.  

As a result, it would be a campaign of two parts, with two inter-related goals: 1) raising 

public awareness on child hunger; and 2) advocating during the federal election 

campaign for broad support for international assistance.  

We wanted to make best use of existing RtF resources (e.g. previous Small Sips, 

backgrounders, leave-behinds for MPs).  To this end, we updated the messaging to 

reflect our chosen focus and to emphasize the intersectionality of poverty, climate 

change, and hunger, while expanding on issues around children and hunger.  
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Campaign Approach 

Five GRANs volunteered to form the Campaign Team. The Team met first in early 

October to review a draft plan and decide on roles. (Note: During the course of the 

campaign, two team members had to step back due to family needs and other 

commitments. The remaining team members shared roles and workload.)  

Our approach to the Campaign was to provide public education tools, resources, and 

ideas to GRANs and leave it to them to develop actions that would work best for their 

groups and in their communities, thus ensuring the work of the campaign was 

distributed across the country.   

A web page was created to highlight the issue and to house GRAN resources and 

resources from partners. Regular GRAN Action emails highlighting actions to take and 

available tools and resources to support them were sent out between October and 

August, along with specific encouragement to Watch Groups and Regional Groups.  

The following resources were developed:  

• Small Sips informative messages sent out in installments by email 

• Backgrounder on Child Hunger, suitable to share with the public and with MPs 

• Menu of ideas for community outreach 

• GRAN graphics for use on social media and when promoting events 

• Postcards to MPs urging investment in child nutrition (in partnership with Results 

Canada, with both the Results Canada and GRAN logos) 

• Letter to the Editor template 

• Slide presentation on Child Hunger 

• List of resources to help in planning a workshop or community presentation  

 

Campaign Goals 

We set these goals for the campaign: 

• Support a $750M contribution from Canada at the Nutrition for Growth Summit 

(March 2025). 

• Increase awareness and support among the public and decision-makers to 

address child hunger. 

• Increase GRAN engagement and organizational capacity. 

• Ensure decision-makers are aware of support for action on child hunger and 

international assistance. 
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We established these indicators for measuring our impact: 

1. Feedback from members  

2. Number of members engaged  

3. Number of postcards sent  

4. Number of Letters to the Editor submitted  

5. Number of partnerships formed or strengthened  

6. Number of MPs/candidates reached  

7. Likes, shares, and comments on social media  

8. Newspaper articles appearing on the issue 

9. Response from candidates and government 

 

Actions and Results 

We rely on individual GRANs and GRAN groups to report in via email to let us know 

what actions they take. Based on these voluntary reports, as well as Regional Group 

feedback sessions, we know that: 

• Approximately 300 postcards asking for investment in global child nutrition were 

sent to MPs and decision-makers. The Government announced $360.6M for 

nutrition in January 2025, and advocacy continues to encourage additional 

commitment to take that up to $750M. 

• GRANs in 15 ridings agreed to participate in the Grassroots Coalition project 

coordinated by Cooperation Canada to advocate with candidates for international 

assistance. They approached local candidates at the door, in their campaign 

offices or via email and reported back to the coalition. They used GRAN’s info 

sheet as well as materials provided by the Grassroots Coalition. Other individual 

GRANs who were not part of the project also made a point of speaking with 

candidates (or their volunteers) at the door. 

• Six GRAN groups organized learning events, with a combined total of 165 

participants. 

• Partnerships were developed or strengthened either regionally or nationally with 

8 CSOs (including coalitions having multiple members), including: Save the 

Children Canada (Campaign Team), Feed the Hungry (GVGRAN), Nutrition 

Working Group (coalition led by Results Canada), Nourish Cowichan, Friends of 

Gashora, Rwanda, and CARBE (Combatting Absenteeism and Barriers to 

Education) Mozambique (Education Watch Group), Grassroots Advocacy 

Coalition (led by Cooperation Canada for election advocacy), Ontario Food 

Banks (Ottawa-Gatineau GRAN). 

• 33 GRANs shared info about child hunger with people outside of GRAN in a 

variety of ways, including sharing on Facebook, talking with SLF Grandmother-
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to-Grandmother groups, talking with family and friends, talking with groups with 

similar interests, sharing with book clubs, and posting on bulleting boards.  

• At least 7 GRANs did a presentation for other groups.  

• Contact with MPs: 16 GRANs left materials for their MPs, and 13 GRANs visited 

their MPs.  

• Letters to the Editor: 10 GRANs wrote Letters to the Editor; 2 of the letters were 

published.  

• Two Regional Groups made donations to organizations addressing child hunger 

in Canada and internationally.  

• A small number of public engagement activities were undertaken or planned, e.g. 

GTA GRANs volunteered at a local food bank, GV GRANs invited members of 

the public to their Learning Event, GRAN Northumberland is planning a public 

event this fall, and a member of Calgary’s AdvoGRANs will be making a 

presentation on child hunger at Thanksgiving time. (The child hunger outreach 

continues.) 

• Regular posts about child hunger were made on X, Bluesky, and on Facebook, 

with a limited number of re-posts and shares. 

Note: It is of course likely that further actions were taken without us having received a 

report via email. 

Feedback from Regional GRAN Groups  

We asked Regional Groups to answer a number of questions about how the Campaign 

worked for them.   

What worked well? Generally, the feedback from the Regional Groups was positive. 

The Small Sips and Learning Events were universally appreciated – every group 

mentioned them as educational efforts that worked well. There was positive feedback 

on focusing on one theme and on having a small national campaign team, as it enabled 

other groups within GRAN (one example being the Education Watch Group) to focus on 

areas of particular interest to them. Postcards and visits to MPs were identified as 

effective advocacy tools, except in Toronto where postcards didn’t seem to resonate. 

GRANs appreciated the resources and information made available by the Campaign 

Team. Partnerships with other organizations were seen as valuable.  

What didn’t work as well? What should we do differently in the future? Two main 

themes showed up in response to these questions. First, many GRANs identified a lack 

of time and energy to participate fully in this campaign. This was due to individual 

circumstances such as health issues or having to care for family members or due to 

external factors such as the federal election and trying to stay energized to take actions, 
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given the depressing state of the world. Secondly, a number of respondents identified a 

preference for well-defined, concrete actions with a clearly identified goal.  

Summary and Recommendations 

While the campaign was short, we managed to create some very solid resources to 

support GRAN actions.  

Our biggest successes were with the postcards, Learning Events, and our organized 

election advocacy, in which a number of regions participated. In fact, GRAN was active 

in more ridings during the election campaign than other partners in the Grassroots 

Coalition. Small Sips once again worked well. 

Regional GRAN and Watch groups developed Learning Events, partnerships, and other 

actions. However, there were only a limited number of actions reported by individual 

GRANs. As a result of our findings, below are a number of recommendations: 

• Continue single-themed all-of-GRAN campaigns, but focus on short, achievable 

goals with time-limited, specific advocacy actions. 

• Keep the Campaign Team relatively small and assign clear roles for each 

member. 

• Work with partners (as they can often do the heavy lifting with resources and 

accessing decision-makers). 

• Continue to work at building relationships with MPs. (It is the strength and value 

we often bring to coalition campaigns.) 

• Continue to encourage Regional Groups to take initiatives that make sense in 

their communities, with a Campaign Team providing suggestions and support 

materials. 

• Support Regional and Watch Groups in planning Learning Events and use them 

as recruitment tools. 

• Continue Small Sips as a resource to build knowledge, understanding, and 

confidence in speaking out on issues. 

• Support GRANs in making more use of social media as an advocacy tool. 

 

Submitted by: Ruth Buckinger, Anne Gardner, Sharon Graham, Pat Dolan, Jenny Neal, 

and Lynne Kent, Child Hunger Team. 

August 2025 
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