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Case Study 
Client: IFAW 
Project: 2007 Stop the Seal Hunt Campaign 
 
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. 
 
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.  
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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, 

http://www.ifaw.org/
http://www.stopthesealhunt.com/

