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MSF by the numbers 



MSF by the numbers 





Institutions and 

Governments** – 9% 

$109,100,000 

Total Revenue 

$1,237,100,000 **includes ECHO and the governments 

of  Canada, Germany, and the UK among 

others 

Other NGOs or Associations – 
2% 

$21,200,000 

Individuals, 
Corporations, and 

Foundations – 89% 
$1,106,800,000 

MSF Funding Sources Worldwide 2012 



Total Revenue 

$189,305,455 
* No US Government funding 

Foundations – 
4.6% 

$8,641,990 

Corporations – 
3.3% 

$6,325,563 

Individuals – 
92.1% 

$174,337,902 

MSF-USA Funding Sources 2012 















Beyond Niger: The Burden 
of Childhood Malnutrition 

• Malnutrition accounts for 11% of disease 
burden 

• Nearly 178 million children are underweight 
and 20 million suffer from severe acute 
malnutrition 

• Every year, malnutrition is the underlying 
factor in the deaths of 3.5 million children 
under 5 

 



Denotes Country with MSF 
Nutrition Program in 2009 



 
UN Adopts New Treatment Strategy  

June 2007 
 

Although 25 countries adopted it, 
only about 5% of children with Severe 
Acute Malnutrition are on treatment. 



How do we end this double 
standard? 



Understand the change you 
want to make 

• Why are we building this campaign? 
• What is our core message? 
• Who is our audience? 
• Who can affect change? 
• What networks can we leverage? 
• Who would support us? What are their motives? 

Can we redirect these motives? 
• What pressure points can we hit with our change 

agents? 
• What are the weak points in our network? How 

can we compensate for these weaknesses? 
 



Storytellers: Change the Visual 
Language of Childhood 

Malnutrition 



Funders: Staying True to 
Organizational Identity 







Navigating the Politics of 
Sponsorship 



















"LG is sponsoring MSF's Starved for Attention campaign  
because we believe in MSF's values as a humanitarian organization and  

because LG shares MSF's global mindset and supports efforts  
to help people across cultural and geographic borders" 

LG is contributing $500K and over 40 of its flagship INFINIA TVs to help make MSF’s Starved for Attention 

campaign a success 
 
•A portion of LG's financial contribution will directly support MSF's programs that provide medical care to malnourished 

children 

•The $500,000 and INFINIA televisions are being used for a series of exhibitions that raise awareness of childhood 

malnutrition 

•LG’s flagship INFINIA TVs are the perfect canvasses for showing the movies and images captured by the talented 

photographers at VII 

• We are working with MSF based on its renowned 

medical and humanitarian efforts, driven by its global 

mindset and determination to help those most in 

need around the world 

• MSF has time and again demonstrated an 

unwavering commitment to their mission and we are 

inspired by their example 

• We want to provide infinite possibilities to children 

across borders by sponsoring the campaign in line 

with our vision with INFINIA 

• LG is a global company with operations in 115 

countries and acts as a responsible global corporate 

citizen 

• Currently, LG is also working with the World Food 

Programme (WFP) and United Nations Environment 

Programme (UNEP) 

• LG is working to be an environmentally sustainable 

company, reducing our impact in every stage of the 

product lifecycle from acquisition of raw materials 

and manufacturing to use and ultimately disposal 

LG chose to work with MSF on Starved for 

Attention because we believe in the mission of 

alleviating childhood malnutrition and share 

certain core values with MSF. 

LG is a good corporate citizen that believes in 

giving back to society and acting responsibly with 

regard to the environment. 



Preserving the Integrity of 
the Work & Core Values 





Launch 



Web 



Web 



Centers of Influence 



Centers of Influence 



Media 



Media 



Media 



Media 



Campaign Tools 



Social Media 



Social Media 



Public Engagement 



Exhibitions 



Outdoor Exhibits 



Outdoor Exhibits 

 



Public Engagement 



Assessing Impact 

• 146,000 petition signatures from 180 countries 

• Media coverage in over 25 countries 

• Events and exhibits in over a dozen countries 
(US, Canada, Ivory Cost, Burkina Faso, France, 
Italy, Luxembourg, Spain, Greece, Switzerland, 
Sweden, Belgium, Kenya, India) 

• Increased pressure on US food aid reform to 
focus on quality  

• Influence on content of US Government 
Accountability Office reports focusing on quality 
in food aid reform 



Assessing Impact 

• Shift in focus on nutrition quality – not quantity 
– in high-level government, UN, business 
leaders 

• USAID Director to Christiane Amanpour: on 
ABC “This Week”: “I think we’ve all now 
recognized…that we need to move to higher 
quality, higher nutrition foods.”  

• European Commission changing funding 
policies for food aid 

• World Food Program ,Unicef, and UNHCR all 
changed internal policies to ensure only 
nutritionally appropriate foods distributed to 
children under 2 in their programs 



Five years into the campaign, 
where do things stand? 

• Treatment of severe malnutrition with 
therapeutic foods has become standard of 
care due largely to UNICEF’s willingness 
to provide food supplements free-of-
charge to Ministries of Health that devise 
treatment protocols.  

• There are now more than 70 countries 
where children can receive treatment with 
therapeutic foods.  



Five years into the campaign, 

where do things stand? 

• The annual deliveries of therapeutic 
food supplements provide enough to 
treat approximately 2 million children 
annually, and there are more than 20 
producers of RUTF in 2012, 
compared to just one in 2005.  

 


