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300,000 Actions for 300,000 Seals

| The Canadian seal hunt is cruel and puts the harp seal species at risk.

An innovative web site design/development, list building,
fundraising and advocacy campaign site with strong
community building focus and Web 2.0 overlay.

The International Fund for Animal Welfare (IFAW),
www.ifaw.org, is a $100-million  animal-welfare
organization working in 15 countries on the continents of
Europe, Asia, Africa, Australia and North America, and
representing an online community of over 500,000 active
advocates and donors.

End The Seal Hunt Today! ~ Seal HuntFacts
More than 300,000 seals will be
cruelly killed this year. 98% of the
seals killed in the past 2 years were
between 2 weeks and 3 months old.

Seal Videos and Photos
Saals on YouTuba

Spread the Word to Save
Seals

Common Knowledge has worked with IFAW for more than
two years, assisting them with worldwide online strategy,
fundraising and advocacy campaigns, business intelligence
(analytics and reporting), Web site development, and Web
2.0 strategy and campaigns.

blog reponts

Home page of IFAW'’s Stop the Seal Hunt microsite.

For this case study we focus on the Spring 2007 Seal Hunt Campaign which demonstrates our strong work with
campaign site design, advocacy, fundraising, and list-building working with IFAW. This campaign, running from
January to May 2007, targeted the Canadian Seal Hunt with an international advocacy appeal to stop the
slaughter of Harp seals for their coats.

Approach
The Internet program for this campaign focused first-time visitors, and returning advocates, donors and e-
subscribers on an innovative Web 2.0 campaign site: www.stopthesealhunt.com.

This site integrates a strong e-advocacy action, online giving section, and features a ground-breaking community
photo montage that displays photos, and presents text and digital-audio testimonials from more than 100,000
campaign supporters from 27 countries around the world. The digital photos, uploaded by supporters, were
assembled into a massive montage that demonstrated the broad international community support. A zoom
feature expanded individual supporter profiles and their testimonials.

A particularly inventive element of the campaign allowed e-supporters to call a toll-free telephone number to
leave a 2-minute testimonial describing why they were opposed to the Seal Hunt. These calls were
automatically digitized and linked to the supporter profiles. Visitors were able to listen to the passionate
testimonials via a one-click flash-based audio player link on the site.

The campaign promotion included traditional offline advertising and public relations; online media buys on
selected magazine, newspaper, nonprofit, and blog web sites; a significant e-mail outreach effort to more than
500,000 worldwide e-supporters; Google and Yahoo search engine marketing ads (text and graphic); and a
ground-breaking promotional effort incorporating the broader blogosphere and Web 2.0 sites such as MySpace,
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Facebook, Flickr, and YouTube. IFAW conducted a first-ever press conference on the progress of the campaign in
Second Life— a virtual reality community site on the web.

Results

The results were impressive. The campaign raised more than $130,000 online, representing a 30 percent
increase over the previous year. More than 35,000 new e-subscribers were acquired and more than 50,000
action pledges were signed and forwarded to Canadian governmental authorities.

We estimate that more than two million people were exposed to the campaign online, and that the Web 2.0
content— photos and video— continue to acquaint thousands of visitors to Flickr, YouTube and MySpace with
IFAW and their mission every day.

The key factors to highlight in this work are as follows:

1.

2.

Web Site Design/Development: Innovative use of interactive flash module (seal montage) along with
edgy design to align site branding with campaign identity.

Advocacy & Fundraising & List-building: The integrated, multi-purpose nature of the campaign
incorporating the three objectives. It is often challenging to achieve any one of these goals in a
campaign—in this case we exceeded goals in all three areas.

International: The multi-national, multi-lingual aspect of the campaign demonstrates the relative
sophistication of IFAW’s program and CK’s ability to manage complex campaign requirements cutting
across multiple departments and (country) offices successfully.

Web 2.0: The unique Web 2.0 community overlay on the campaign micro-site is a dynamic,
sophisticated, innovative demonstration of CK’s ability to deliver on baseline fundraising, advocacy and
subscriber acquisition requirements while simultaneously incorporating new learning opportunities in the
evolving technology arena that is Web 2.0. At Common Knowledge, we believe that this combination of
baseline campaigning capability mixed with carefully crafted innovation will ensure that EJ stays current
with new technology opportunities while carefully managing risk and ensuring fundamental success in
fundraising and advocacy.

Scale: The size, breadth and complexity of the IFAW international online community and the campaign
revenue targets highlight CK’s ability to plan, organize and successfully carry out large scale campaign
initiatives.

This paper is part of our ongoing case study and white paper series. To receive future papers, please email
info@commonknow.com and request to be added to our list.
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