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WWF:
The OG
Since 1961.

WWF PROTECTS

The global foundation protects 3 essential 
types of sustainability: 

OUR FOCUS

The environment as a whole to fight for

each and every one of these causes,

while educating the audience about 

details of each.

WWF is a globally recognized brand, that is comfortable developing  business relationships.

“...They engage constructively with the commercial world.” - The Guardian



Objectives

Raise
Awareness

Drive
Engagement

Advocate



Get them while 
they’re young 

◉ Gen X & Gen Y audience
◉ With a focus on Gen Y (18-34)
◉ Early adopters as an   

opportunity



Our Complex 
Observations

GEN Y 
RARELY
USE
CASH

FUTURE
REPS
of banking

Peer-2-Peer
Fundraising
& Corporate 
social 
responsibility

Gone
Digital

20%
Have not 
made a cash 
purchase in 
30 days

TECH 
DEPENDENT

Require small 
periodic reminders

Gen Y loves 
them, used by 
WWF & 
venmo

digital 
transactions

EMOJIS



Younger generations scope of focus 
has become narrower 
as a result of digital disruption, 
which is reflected in their 
tech dependency on a daily basis. 



Facebook - 2,967,895 Likes

Twitter - 2,800,000 Followers

Instagram - 496,000 Followers 

As of December 9, 2:00 pm



Challenges
to consider

Advocates are 
aging; 

competition 
to reach new 

donors

Disposable 
income in 

high demand

Develop 
new revenue 

streams, 
not only in 
December



Competitive
landscape



WWF is not just about saving whales and tigers and rainforests, 
and preventing pollution and waste, but is inescapably concerned with 

the future conduct, welfare and happiness and indeed survival of 
mankind on this planet.

- Max Nicholson, WWF Ornithologist

“



MAKE MINE GREEN



The Breakdown

◉ Partner with Venmo

◉ Create a movement through incremental experience 

◉ Motivate year-round engagement

◉ Bring WWF to top-of-mind when making social transactions

◉ Establish a new language between users:

        
You: “Just venmo me.” 
 Me: “Make mine green.”



$3,200,000,000
That’s a lot of money

Millennials 
Majority users

Q1 2016
Up 179% since Q4 2015



The Execution

◉ Out-of-home and digital advertising
◉ Incentive to take ownership of the environment, while getting “cash back” through transfers using credit cards

Reveal campaign & 
prompt audiences 
to continue trend

STAGE 2:
Venmo presents 
5% “green tax” 
proposal after 

one month

STAGE 1:

WWF promotes 
“Make Mine Green” 
campaign; sustain

STAGE 3:



Place your creenshot 
here

Social Creative
& Treatment

Place your creenshot 
here



Place your screenshot here

Verified Creative

A green verification 
check will appear on the 
profile of a user that has 
agreed to join & apply 
‘Environmental Tax’.



Billboard Launch



Web & Billboard 
Creative

This creative billboard 
and full page web ad 
will be applied to 
various environments 
and spaces WWF aims 
to protect.





2017 
Timeline

Feb Mar Apr May June July Aug 

◉ Reveal “Make Mine Green” 
campaign 

◉ Feature on Venmo with green 
checkmark

◉ Measurable goal creative 
initiates (Q1)

◉ Support UGC
◉ Measure goal 

campaign 2 (Q2)
◉ Billboard promotion 

wraps up

◉ Incentive for Q3
◉ Continue support 

of organic content 
via WWF

◉ Live video

◉ Billboards and social 
media posts  with 
green “V”

◉ Start of “Invisible 
Tax”

◉ Earth Day 
(April 22)

◉ Ongoing “make mine green” campaigns



Budget:
How we’ll spend it

$2.5M

$1.25M

$500K

$450K

◉ Public relations & event sponsorships

◉ Live video production

◉ Out of home billboards

◉ Advertising on social media and online 



Any questions ?

Thanks!


