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"Without our planet, we have
nothing else."
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Key learnings

X Social media advertising enables The Commitment to
engage with large numbers of people effectively and at
a lower cost compared with other methods.

X Ads allow us to reach across UK society, and collect
Commitments from people beyond the typical
‘environmentalist'.

X Adapting the content and messaging of our ads to
specific audiences and localities is crucial for success.

X Targeting small regions, e.g. in local elections, is more
difficult due to ineffective optimisation of Facebook's
algorithm.

X Commitments from social media ads generate only
mandatory information, while those made through the
website generally include further optional demographic
information.

X Video content is more effective than imagery.

X The cost and demographics of Commitments varies
between Instagram and Facebook.

X A significant amount of ad moderation is needed, e.g.

responding to comments and dealing with negative
sentiment or scepticism.
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Lookalike audience: A way to target people who are the
most similar to existing followers, or to those who have
already made The Commitment through an ad.

Creative: The visual content used in an ad campaign.

CRM (Customer Relationship Management): The system
used to manage data and processes.

GIF (Graphics Interchange Format): A type of image
format that is animated.
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Figure 1: How The Commitment works

Commit to voting for a Take your Commitment to Take action for the planet:
healthy planet. your local politicians. they really want your vote.

Social media advertising

Social media advertising provides charities and not for
profit organisations with the opportunity to reach new
audiences and build engagement. Many are already
using social media in an increasingly digital and remote
world.

We believe that these new methods of engagement are
particularly powerful for The Commitment, inspiring
people across UK society to take action for a healthy
planet.
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Figure 2: User journey of a Committer
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1.Userseesad 2.User completes 3. Committer is 4. Committer receives 5. Committer adds a 5. Committer
on Facebook or the lead form, added to CRM and welcome email and photo &/ receives The
Instagram. making their Mailchimp. given the option to demographic Commitment's
Commitment. make their Commitment information to their  monthly newsletter
more powerful. Commitment. (if they opted in).
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Figure 3: Word cloud showing key themes and concerns from

Commitments gathered in Campaign 3
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Figure 4: Total number of Commitments gathered across all campaigns
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Figure 5: Spend across all campaigns
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Campaign 2

Campaign 3

Campaign 4

Campaign 5

Figure 6: Cost per Commitment across all campaigns
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Figure 7: Commitment analysis (source, gender and age)

Gender

69% 31%

Facebook vs Instagram

ﬂ CT76% D 24%

Age

18-24

25-34

35-44

45 - 54

55 - 64

65+
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Figure 8: Engagement (saves, comments, shares & reactions) by

campaign
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h Tina Koay Prestage Time to save our fragile earth for all future
- generations n nature.
Os

Like - Reply - Message - 11w

w Erika Higginson Isn't it about time everyone in this country did
= their little bit it all helps
O:

Like - Reply - Message - 13w

k!

oy ,, Pat Beaton Already committed Q 2

Love - Reply - Message - 16w

David Anthony Bradley To vague for me

Like - Reply - Message - 16w

Francis Logan Who's sponsoring this? Sounds suspicious to me.

O= =

Like - Reply - Message - 15w

‘- ) Alison Scholes The economy is more important at present, get
the economy working to provide the money to deal with the
environment

0 a2

Like - Reply - Message - 13w

Alison Morgan Mo | dont like the sound of this

Qs

O Mark Glendinning Why dont you go and take your protest about
air pollution etc,to these countries who are pumping tons of
stuff into the air,oh thats right you would recieve a very different
welcome.
@ .

* Reply - Message - 15w

Like - Reply - Message - 14w

@ Sheralee Womack The great reset no thank you

(1is RE!

Like - Reply - Message - 15w
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Creative

We used a selection of images (with approval) that people had previously
submitted when making their Commitment through our website. We then
matched them to each segment, considering age and sentiment expressed
in their message.

Audiences

We examined previous election results to select a range of audiences
locations across the UK with varying political leanings.

K

Edinburgh (left)

‘f/ Nottinghamshire (centrist)
]

Lancashire, Eastbourne, Margate,
/ Rotherham, South Shields (right)

/ London (left)
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The Commitment

demographic
targeting

custom audience
interests
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total audience
size

>

>

>

>

@
Holborn & St. Pancras:
Conservative Party, 21,000
Labour
Nottinghamshire:
Then funneled by: 16,000
- + 1
female, 30-65 Telegraph, Financial
Times, Bloomberg, Edinburgh: 14,000
Forbes
. Right: 87,000
EsLt_":)b"STed And again by: European
toerals Union TOTAL: 138,000
[
The Sun, The Daily
Mirror, The Express, Holborn & St. Pancras:
Love Island, Premier 5,700
- League
male' 25-45 9 Nottinghamshire: 3,100
Then funnelled by: High ]
school education only Edinburgh: 3,600
Disengaged And again by: Food Right: 20,000
Battler waste, recycling and
zero waste TOTAL: 32,400
[
British Army, The Sun, Holborn & St. Pancras:
Daily Star, Nigel Farage, 18,000
Katie Hopkins, Boris
Johnson, Unilad, royal air Nottinghamshire: 11,000
male, 25-45 force
Edinburgh: 9,900
Then funnelled by: High
school education only Right: 67,000
Disengaged
Traditionalist And again by: Male TOTAL: 105,900
[
British Army, The Sun,
Daily Star, Nigel Farage, Holborn & St. Pancras:
Katie Hopkins, Boris 9.900
Johnson
Nottinghamshire: 9,500
male, 30-65+ Then funnelled by: High

Loyal
Nationalist

school education only

And then again by: Public

transport, climate change,

fishing and great
outdoors interest

Edinburgh: 6,600
Right: 54,000
TOTAL: 80,000
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53

Commitments

50,340

Impressions

£11.27

Cost per Commitment

£597

Total spend
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Figure 9: Performance by segment

Backbone £8,48 11
Conservatives

Most

Established Liberals £6.69 13 successful

Civic Pragmatists £12.50 7
Progressive Activists £7.14 12

Loyal Nationalists £14.72 8

Disengaged £21.39 1
Traditionalists

£21.39 1

Figure 10: Performance by area

Disengaged Battlers

N

0

—

5

—

0

Red Wall London Nottinghamshire Edinburgh
Most successful Page 31
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Creative

We used the same creatives as the first campaign.

Page 33



The Commitment

The Commitment

creative used

demographic
targeting
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total audience
size

Established
Liberals

female, 30-65+

Conservative Party,
Labour

Then funneled by:
Telegraph, Financial
Times, Bloomberg,
Forbes

Then funnelled by:
European Union

720,000

Disengaged
Battler

male, 25-45

The Sun, The Daily
Mirror, The Express,
Love Island, Premier
League

Then funnelled by: High
school education only

And then again by: Food
waste, recycling and
zero waste

990,000

Disengaged
Traditionalists

male, 25-45

British Army, The Sun,
Daily Star, Nigel Farage,
Katie Hopkins, Boris

Johnson, Unilad, royal air

force

Then funnelled by: High
school education only

And then again by: Male

1,300,000

Loyal Nationalist

male, 30-65+

British Army, The Sun,
Daily Star, Nigel Farage,
Katie Hopkins, Boris
Johnson

Then funnelled by: High
school education only

And then again by: Public

transport, climate

change, fishing and great

outdoors interest

790,000
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Figure 11: Performance by segment

Backbone Conservatives 52 £3.19
Established Liberals 66 £2.52 Most
successful
2 7 5 Civic Pragmatists 59 £2.81
Commitments
Loyal Nationalists 25 £6.64
Disengaged

ZI 23 .
6 [} 5 7 9 Traditionalists £7.21
ImpreSS|OnS Disengaged Battlers 3 £16.67

£3.80

Cost per Commitment

£1,046

Total spend
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Creative

We experimented with three different video formats

- A new video produced by Kibbo Kift, comprising of a series of vox pops from
Committers giving their reasons for making The Commitment. We ensured the
profiles of people in the vox pops were diverse, e.g. across age, ethnicity and
gender.

« The previously used instructional GIF.

« A combination of a still from our new campaign imagery mixed together in GIF
format.

Vox Pop Video Instructional GIF New Campaign GIF
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targeting

custom audience
interests
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total audience
size

Established Liberal

male, 30-65+

Conservative Party,
Labour

Then funnelled by:
Telegraph, Financial
Times, Bloomberg,
Forbes

And again by: European
Union

1,300,000

Established Liberal

female, 30-65+

Conservative Party,
Labour

Then funnelled by:
Telegraph, Financial
Times, Bloomberg,
Forbes

Then funnelled by:
European Union

720,000

Established Liberals

male and
female, 30-65+

Conservative Party,
Labour

Then funnelled by:
Telegraph, Financial
Times, Bloomberg, Forbes

And again by: European
Union

1,300,000

Established Liberals

male and
female, 18-29

Conservative Party,
Labour

Then funnelled by:
Telegraph, Financial
Times, Bloomberg,
Forbes

And again by: European
Union

270,000
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Figure 12: Cost per Commitment across all phases of Campaign 3

£10
£7.5
£5
£2.5
£0
Phase One Phase Two Phase Three Phase Four
Most successful
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Figure 13: Performance by segment

The majority of our budget was spent on Backbone Conservatives and the final
Established Liberals ad set, which resulted in a cost per Commitment of £5.05.

584
.
Commitments

Backbone Conservatives 117 £5.27
1 9 4 9 48 Established Liberals 72 £4.99
I
Impressions a
£ 5 O 5 Established Liberals A/B
22 .

Cost per Commitment Established Liberals A/B 91 781

Test: Old Creative
Vox Pop Hero Video. 284 £4.20 Most
£ 2 9 l 8 Established Liberals Old Age : successful

[ Vox Pop Hero Video.

Total spend
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Creative

Examples of hyper-local ads are shown below. We used local imagery to
increase relevance and gain traction.
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Location: _
Dumbarton Road, Location:

Clydebank (+5 km) Derby, England
Scotland (Boulton, Chaddesden,

Derwent & Mackworth

Potential reach: wards)

100,000 people

Potential reach:
44,600 people

Age:
18-65+

Age:
18-65+

Location:
West Midlands, England

Potential reach:
223,000 people

Age:
18-65+
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Figure 14: Performance by segment

The figure below shows the performance across all three regions (Derby,
1 81 Dumbarton and the West Midlands). We saw a significant decrease in the
. Commitment cost when using the hyper-local videos. In Derby, the cost per
Com m |tmentS Commitment fell 87%, in Dumbarton 78% and in the West Midlands 63%.

1 2 9 P 9 04 National video
i
Impressions

£9.88 -

Dumbarton 3 £44.15

Cost per Commitment

West Midlands 42 £10.29

£1,463

Total spend

Hyper-local video

Derby 35 £4.71

Dumbarton 17 £9.79

West Midlands 80 £3.80

*Average cost saving of £23.65 per Commitment when using the Hyper-local creatives
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After witnessing the success of the vox pop video at national level, we opted to

test this creative for Campaign 5.

Audience

Data from all versions of the lead forms were used as the source to construct the

1% audience.

) demographic
creative used grap

custom audience

total audience

targeting interests size
°
1% Lookalike
Audience of every
male and
person who has made 530.000

female, 18-65+

Vox Pop Video

The Commitment
through social media
advertising
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259

Commitments

39,655

Impressions

£2.27

Cost per Commitment

£589

Total spend
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Figure 15: Performance by segment

259

£2.27

£2.27

1% Audience
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