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|IAB Canada’s Case-Study Partnership Program
with the Nature Conservancy of Canada (NCC)
enlists Casale Media’s Videobox to drive
awareness & insights for the NCC

The campaign generated an open rate almost 8 times higher than Casale Media’s network
average CTR, with nearly 10% of users who interacted with the brand remaining engaged
for 30 seconds or more
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This case study was an amazing
opportunity for the Nature
Conservancy of Canada to
expand our Online reach and
learn about the impact of new
media. As a charity, we would
not easily have had the
opportunity to test advertising
on this platform without

both IAB Canada’s and

Casale Media's support.

Teva Harrison
Coordinator, Monthly Giving &
Special Projects
Nature Conservancy of Canada

Click or call to learn more: casalemedia.com | 1.888.227.2539
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Background

IAB Canada (The Interactive Advertising Bureau Of Canada, www.iabcanada.com), is the national
voice and de facto thought leader of the Canadian Digital marketing/advertising industry, and is a
not-for-profit association representing Canada’s most well-known and respected Advertisers,
Agencies, Media Companies, Mobile and VideoGame marketers/developers, Measurement
Companies, Service Providers, Educational Institutions and Government Associations operating
within the space.

As part of its mandate to encourage and develop original Canadian research on what works in
Digital advertising, IAB Canada created a Case-Study Partnership Program with NCC in April of
2011, and enlisted Casale Media to be its inaugural sponsor for the program.

The Nature Conservancy of Canada (NCC) is a private, non-profit organization working for the
direct protection of Canada’s biodiversity through the purchase, donation or placing of
conservation easements on ecologically significant lands. Since 1962, the NCC and its partners
have helped to conserve more than 2 million acres (over 800,000 hectares) of ecologically
significant land nationwide.

Opportunity

For charities and non-profits, advertising has one ultimate purpose — to generate donations. But
getting there requires the skilled pairing of media and creative needed to move an audience from
apathy to action. For cause marketers, the road to more donations starts with building awareness
and trust.

Perhaps the more difficult of the two, trust is often
characterized by an organization’s ability to convince the
public that money is being suitably allocated. Some of this
trust can be acquired through marketing efforts (e.g.
testimonials, PR) but the majority of it comes from effective
communication with members and transparency into
operations.

After almost 50 years as a mainstay performer in the fight for
environmental protection, NCC is no stranger to
communication and full disclosure policies towards its
membership, with whom it has developed long-term
relationships. The opportunity, then, was to expand awareness
of the NCC brand, and increase share of mind among
environmentally-conscious Canadians.

Donations
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http://www.iabcanada.com/
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Building trust

with your membership
Full disclosure of your spending
practices, upfront, goes a long
way in developing trust with your
audience — especially for non-
profits and charity organizations.
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Challenge

Eighty-five cents of every dollar contributed to NCC goes to the direct protection of ecologically
significant land. In this regard, establishing trust was not an issue for NCGC; rather, with only 1% of
the organization’s total budget typically spent on communication, education and awareness —
building reach and engagement with Canadians in order to better establish the NCC brand first -
and later drive donations, was the key issue.

Identifying, reaching and engaging the correct audience for any Advertiser, takes time and money
— two things that many smaller brands simply don't have. For the NCC, success would hinge on its
ability to pinpoint the “upper-funnel” consumer (the one currently unaware of the brand) and
reach them with an emotionally compelling message.

The challenge was how to produce large scale results and insights with limited resources.

Approach

Casale Media’s Videobox ad campaign for NCC was configured without any manual pre-
optimizations, to maximize the breadth (and efficiency) of the optimization process and to
produce a rich data set of audience insights that could be reported back to NCC. Key setup
features included:
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