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WTI SOCIAL AUDIT 



SOCIAL MEDIA AUDIT 



FACEBOOK 

Current  Dynamics 
 

●  Likes- 32,537  

●  Followers- 32,861 

●  Ratings- 4.9/5 

●  Group- Wildlife trust of India 

(13,843) 



Content Analysis : 
 
●  Mostly photos posted regarding the events organised by the organization to make 

people aware of WTI. 
●  Posting about animals which are getting extinct. 
●  Reserves and forests which are getting demolished by humans due to deforestation 

and other major issues. 
●  Creating events regarding conferences related to awareness of endangered animals. 
●  Photos are very basic and vague, not matching up to the captions written for them. 
●  Photo quality is above average. 
●  Posting about the work done by the WTI Volunteers. 
●  Campaigns done by WTI in specific areas where there are endangered animals (Gaj 

Yatra). 
 
 



Suggestions: 

●  Audience engagement is not matching up to the number of people who like and follow 
the page. By audience engagement, we mean the number of likes, comments and 
shares on the posts are almost negligible when compared to the followers of the page. 
 

●  The videos need to have good descriptions about the content so that the information 
reaches out effectively to the audience. 
 

●  Engaging content to attract valuable target audience to further increase discussions 
among people. 
 

●  Leveraging Influencers to increase support from the people keeping in mind the success 
of the launch of the Gaj Yatra campaign including actress Dia Mirza. 
 
 

 















INSTAGRAM 

Current  Dynamics 
 
●  Posts: 517 

●  Followers: 5,677 

●  Not Verified 



Content Analysis: 
 
●  Irregular post frequency, with very long captions. 
●  Bulk views on video content that have their ambassador (Dia Mirza) or other 

influencers who have joined hands with their cause. 
●  Over the time better use of hashtags (mostly minimal) and more of tagging 

influencers, people who stand by the cause and also other organizations working in 
the same zone (prominently The International Fund For Animal Welfare). 

●  Lesser campaign driven posts and also not many hashtags that are unique to them. 

 



●  More campaigns can be conducted for better reach. 
●  Improvement of creatives. 
●  Frequency of posts can be improved upon. 
●  Posts which involve audience can lead to better engagement. 
●  Quick video bites engage more of our target group. 
●  Usage of certain unique hashtags pertaining to our specific account. 
●  Shorter caption text along with post copy is more effective when engaging consumers.  
●  Adding Brand logo on pictures can make them more authentic and can be a tool for 

better brand recall. 

 

Suggestions 



TWITTER 

Current  Dynamics 
 
●  Tweets : 7,233 

●  Followers: 14.8k 

●  Following: 476 

●  Likes: 4,935 



Campaigns covered: 

1.  #GreenCorridoorChampions 

2.  Whale Shark Conference 

3.  AKWL Conference 

4.  #RightofPassage 

 

 



Observations during these campaigns: 
 
●  Whale Shark Conference 

 
-  Held from 14-15th March in Gandhinagar, Gujarat. 

-  Discussed the threats to the survival of whale sharks, the information gaps that exist, 
the current dilemma regarding their habitat and preservation and conservation of our 
marine wildlife. 

-  The event witnessed a number of speakers, from different parts of the world, who had 
come together to develop an action plan that would ensure a safe swim for the 
creatures along the Indian shore line and beyond. 

-  The fishing community was also brought in the discussion and talked about in length at 
the conference. 

 



Observations: 

 

-  Regular tweets marking updates regarding the conference, almost a week     or two 

prior to it. 

-  Live tweeting , making the public aware of who was the speaker and what subject 

were they addressing. 

-  Hashtags like #whaleshark were used, along with tagging of important figures 

( names and organizations) examples: tata chemicals, IUCN 

-  Retweeted all the tweets regarding the whale shark conference.   

  

 

 



●  AKWL Conference 

-  First Ashok Kumar Memorial National Wildlife and Enforcement conference. 
-  The event witnessed parallel discussions on transboundary crime and international 

policy. 
-  Different kinds of issues regarding wildlife custody were taken up. 
-  Inhuman activities like poaching and what it has led to in various states across the 

country were talked about. 
-  Young environmentalists were invited to talk about Wildlife law & Enforcement. 
-  Some of the most reputed names from different industries came together to spread 

awareness on the threats that are hovering our environment and preservation of our 
wildlife.  

 



Observations: 
 

-  Both these campaigns were talked about at length on twitter, with tweets giving away 
what all did the events address. ( issues, ideas, discussions). 

-  Although there was news about the speakers, some artwork with engaging copy could 
have also worked in order to build engagement and familiarity. 

-  There were promotions of the same events on their other social media platforms which 
gives us a sign that they wanted to connect to different kinds of audiences at different 
places. 

-  There were retweets, replies and mentioning of various important handles including 
ministry of environment, forests and climate change. 

-  live sessions and video content ( panelists speaking ) and tweets with pictures from 
the event  also drove the engagement on wti’s twitter page. 

-  Post frequency- 10 tweets a day. 

 

 

 



YOUTUBE 

Current  Dynamics 
 
●  Subscribers: 5261 

●  Views: 1588948 

●  Videos: 162 

●  Growth of subscribers: 
223: Feb 18 to March 17  

●  Content: 
3 Videos( Feb 18 - March 17) 



Total views: 548190 
Max: 357762 
Min: 84 

Short video films: 



Animal action education- Children’s films 

Total videos: 14 
12 videos: Avg views is 
187 
2 videos: 
Elephant: 52000 
Never forget: 2833a 



Documentaries 

4 Videos: 
Total views: 73,871 
Max views: 71,052 
Min view: 430 



Haathi mere saathi 

55 videos 
1 view, 2 view, 3 view 



●  Fluctuating views on videos 
●  Content quality is relatively low when compared to the competitors. 
●  Campaign and creative are not well thought off 
●  Repeated content 
●  Too many videos under some headings 
●  Some videos could be compiled and posted as one 
●  Sound quality needs to be worked upon 
●  A quality filter for anything that goes up 

Suggestions 



Connect with other 
social accounts/ 

Website/Donation 
page etc. in bio 

Example: UNHCR 



Copyright every 
video with WTI 

logo 

Example: Greenpeace International 



●  No push towards engagement 
●  No reply to any of the comments 
●  No sign off 
●  No attitude assessment 
●  No information for volunteering  

 
●  2 major opportunities of engagement not well utilised: 

Chitrangada  
Dia Mirza 

Engagement:  



●  Could use channels on the page for better compartmentalisation. 
●  Information for volunteering should be provided 
●  Some links are broken and videos missing: 

Documentary: 1 video deleted 
Short film: 1 video deleted 
 

●  Broken links: 
Haathi mere saathi 
Elephant 5050 

Information/ Links: 



●  Quality check  
Sound 
Video 
 

●  Post frequency  
●  Attitude assessment 
●  Tracking engagement 
●  Aesthetics and architecture  
●  Volunteering portal 
●  No broken content 
●  A consistent brand experience 

Conclusion: 



PINTEREST 

Current  Dynamics 
 
●  Followers: 96 

●  Following: 22 

●  Boards: 12 

●  Pins: 152 



Content Analysis: 
 
●  Most of the pins are redirecting to different sources. 
●  Board description is missing. 
●  Board titles can be more niche- specific. 
●  Keyword Integration in description and board title can increase the visibility. 
●  No pins/work related to WTI projects. 

 



Share your work more and more, 
Leverage the visual power of this platform 

Suggestions: 



Share your 
campaigns 
with your 
audience  



Share your ADs in different formats (Print posters, videos etc) 

UNHCR 



Copyright every WTI owned content that 
goes out from pinterest account 

 



WWF NAT GEO 



Backlink every content to one or other 
WTI page/handle/website so that any user 

who interacts with the content whisks to 
these WTI sources. 







Provide a description  
alongside every content 





RESEARCH 



RESEARCH OVERVIEW 

For	WTI,	we	conducted	a	qualita:ve	research	to	study	the	dona:ng	behaviour	of	consumers	
towards	different	social	causes	and	helped	us	understand	various	aEributes	when	it	comes	to	
dona:ng	for	wildlife	welfare.		
	
AEributes	like:	
Dona:ng	paEern	
Preferred	method	of	dona:ng	
Recalled	Wildlife	NGOs	
Recalled	social	causes		
Barriers	when	it	comes	to	dona:ng	for	animal	welfare	
	
	
	



RESEARCH RESPONSES: 

No.	of	Respondents:	56	

	

	
AGE RESPONDENTS 

19-25 36 
 

26-35  14 
 

36-50 6  
 





Footnotes 

19-25:	Respondents	 in	 this	 age	 group	 feel	 the	most	 for	 causes	 such	 as	 educa:on,	 women	
safety,	child	welfare,	poverty	and	climate	change	as	compared	to	the	cause	of	animal	welfare	
because	they	feel	they	are	more	relevant	to	them,	considering	the	fact	that	they	have	a	direct	
impact	on	their	lives.	

26-35:	According	 to	 the	 responses,	 people	 in	 this	 age	 group	 feel	 the	 most	 for	 causes	 like	
climate,	educa:on	and	old/orphanage	and	they	have	put	animal	welfare	at	par	with	causes	
like	child	welfare	and	poverty.	

36-50:	People	from	this	group	feel	the	most	for	climate,	child	welfare,	educa:on	and	women	
safety,	also	puTng	poverty	and	animal	welfare	at	par.	

	

	

	





Footnotes 
19-25: Depending on the financial capacity and independence, people belonging to this 
age group have donated for a social cause before. This age bracket comprises of the 
primary youth of this country who are moving towards being more aware about what 
social causes happen in and around the world and thus, they donate as and when 
required. 
 
26-35: The people in this group have donated for a social cause before but not as much 
as the age group preceding this one. They have financial capabilities but donate only for 
the causes which hold utmost importance to them. 
 
36-50: The least donations for any social cause are made from this age group because 
there is comparatively lesser awareness regarding the NGOs and the causes that they 
work for since the sources of information of those causes are not thoroughly used by the 
individuals of this age bracket. Also, they prefer spending wisely on causes which are 
exceedingly important for them. 
 
 





Footnotes 
19-25: In this group, respondents donate the most for natural calamities, but as per the 
TOMA of the causes for them, they do not feel for this cause equally. Hence, it is 
evident that the causes which are in trend/ conversation at a certain time period attract 
the most attention of the people and therefore, they tend to donate for them. 
 
26-35: The respondents in this group mostly donate for education and medical aid 
purposes keeping in mind how important these causes are whereas considering the 
TOMA of the causes for them, they do not donate for climate to that extent as they 
mentioned in their response. 
 
36-50: The respondents donate for education since they are well aware of the 
exceeding value of it for the younger generations but do not donate for climate instead 
of confessing about their concern towards it, as recorded earlier.  





Footnotes 

19-25:  People in this age group do not need any special occasion to donate for a 
cause, also they do not have any defined donating patterns as they do not have a 
consistent/any source of income so they donate when they have the capital and feel 
the cause is relevant enough. 
 
26-35:  People in this age group tend to donate more frequently than the previous 
age group as majority of them are working professionals and most of them donate to 
different causes (monthly/quarterly) through their Organisation’s CSR initiative.  
 
36-50: People in this age group have inconsistent donating habits, thus no general 
comment can be made. 
 
 
 





Footnotes 

19-25: Respondents in this age group prefer cash and kind the most as their means of 
payment when it comes to donation because not many have the financial independence 
and hence they prefer making small donations which do not require online transactions 
(netbanking mainly). 
 
26-50: Respondents in this age bracket prefer making online payments more than cash 
for donations because it is hassle-free and also less time- consuming. They are 
financially quite capable of donating big amounts and hence it becomes easier with 
online transactions. 
 
 
 
 
 





Footnotes 

19-25: People in this age group have the highest recall for PETA and  relatively lower 
for WWF, considering they are students (majorly), who have a high presence on social 
media or have heard of them from friends/peers or at school/college. Also, they have a 
very little knowledge of  WTI. 
 
26-35: Respondents from this age group have the highest recall for WWF and they also 
know of PETA. Here also, recall for WTI is comparatively very low to both the other 
organizations working in the same zone. 
 
36-50: According to the responses from this age group, the recall value for both PETA 
and WWF are at par and they have absolutely no knowledge of WTI. 
 
 





Footnotes 
19-25: Respondents in this age group have been exposed to various animal welfare NGOs 
majorly through Social media, Word of mouth and newspapers. Most of them being 
students, the given age group also know of such NGOs through their schools/colleges and 
also volunteer work. The awareness is majorly sourced from social media and not too much 
from television because they are more tech savvy. 
 
26-35: Under this age group, the respondents have heard of NGOs working for animal 
welfare either from social media (majorly) or word of mouth. A little exposure to such NGOs 
has also come from television, newspapers and also through their education institutes. 
They are moderately aware about such organizations. 
 
36-50: People from this age group are not familiar with the NGOs working for animal 
welfare and conservation. Their major source of information of organizations working in this 
zone comes largely from social media and newspapers whereas word of mouth, television 
and volunteering activities as such do not play a major role.   
 
 
 
 





Footnotes 
19-25: People in this age group are apprehensive towards the cause because of lack of 
transparency, they want to see how their contribution is going to make a difference. 
Also, problem like unemployment is more relevant to them as they are at the receiving 
end of its consequences. They have less awareness of the NGOs functioning and don’t 
feel for the cause of animal welfare largely because they don’t know how it has any 
impact on their lives. 
 
26-35: According to the respondents, they don’t feel for the cause because of lesser 
awareness and lack of trust and transparency in the working of such organizations as to 
how and where their funds are being utilized and if they are putting their money in the 
right place.  
 
36-50: Respondents in this age group feel the barriers to donate for wildlife are majorly 
lack of trust in the organization and no transparency in their working. There is also a 
lack of awareness about such organizations due to which they don’t feel for the cause.  



Research Findings 
●  TOMA	(	Top	of	the	mind)	recalled	causes	-		

19-	25	years:	Educa:on	|	26-35	years:	Climate	|	36-50	years:	Climate	

●  Dona:ng	PaEern	-		

	44	out	of	56	people	donate	to	social	causes.	Most	people	prefer	cash	and	online	payment	as	their	
mode	of	payment	for	dona:on.	Maximum	number	of	people	donate	either	monthly	or	very	rarely,	
that	is	only	when	a	major	cause	happens,	like	a`er	a	natural/man-made	disaster.	

●  Also	the	maximum	number	of	dona:ons	are	made	to	situa:ons	of	natural	crisis/	disasters.	

	



RESEARCH ANALYSIS: 

●  People	feel	more	for	causes	such	as	educa:on	and	climate	change	which	have	
direct	implica:ons	on	them	on	a	day	to	day	basis.		
	

●  The	age	group	of	19-25	is	the	most	ac:ve	bracket	when	it	comes	to	feeling	for	the	
cause	and	they	are	the	ones	who	indulge	in	the	conversa:ons	the	most.	

	

	



PROBLEM STATEMENT: 

People	feel	that	ex:nc:on	of	wildlife	is	not	a	relevant	cause	to	donate	for	as	it	
does	not	pose	a	direct	or	indirect	threat	to	humanity.	



TARGET GROUP: 

	

To	gather	funds	for	the	cause	our	primary	target	group	will	be	the	age	bracket	of	people	with	
26-	35	years	of	age	whilst	our	secondary	target	group	will	be	the	people	of	19-25	years	of	age	
who	will	act	as	influencers	and	will	build	our	recall	value	with	the	older	age	groups.		



 BARRIERS: 

●  		Feel	the	cause	is	not	relevant	to	them.	
●  			Do	not	feel	the	immediacy	of	the	cause.	

	



CONSUMER INSIGHT 

People	tend	to	donate	for	the	causes	which	have	a	greater	impact	on	human	life	and	carry	a	
higher	degree	of	immediacy	or	unexpectedness.	



Communication Objective 

The	objec:ve	is	to	change	the	emo:on	from	apathy	to	concern	when	it	comes	to		thinking	about	
the	deple:ng	state	of	wildlife	in	the	country.	

	



Key Message 

Humans	cannot	exist	without	wildlife,	thus	dona:ng	for	wildlife	welfare	is	not	a	
dona:on	per	se	but	,an	investment	for	themselves.	



Donation Page 



Design Outline 
Example 

Layout	and	copy	sugges:ons	





Suggestions: 
				Main	banner	needs	to	be	very	gripping.	Points	to	be	taken	care	of:	

1.  Photo	quality	
2.  Choice	of	photograph(s)	chosen.	(	reason	behind	choosing	that,	aesthe:cs,	posi:oning	of	

the	photograph	on	the	dona:on	page	)	
3.  A	dropbox	asking	for	name,	email	and	phone	number	along	with	op:ons	of	dona:on	

amount	is	a	good	enough	indicator	for	speeding	up	the	process	of	asking	for	dona:on.	
4.  Dona:on	page	needs	to	be	slightly	more	vibrant	(	not	too	much	)	but	just	the	white	

background	with	not	a	lot	of	informa:on	about	the	organiza:on	can’t	work	for	long.	
5.  Also,	what	would	help	is	a	banner	that	talks	about	how	important	it	is	on	our	parts	to	

realize	the	value	of	wildlife	conserva:on	in	our	country,	along	with	a		prominent	
‘DONATE	TODAY’	icon		(	A	dummy	example	in	the	next	slide).	



Example ( WCS main page) ; 





Mention your ongoing projects 
-  A	small	descrip:on	regarding	the	exis:ng	and	past	projects	undertaken	by	

WTI	
-  Clicking	on	each	of	the	project	should	redirect	the	customer	(	and	a	

poten:al	donor)	to	a	new	page	where	there	is	ample	informa:on	
regarding	the	par:cular	project	and	how	there	exists	a	scope	for	them	to	
contribute	(	by	dona:ng	or	volunteering	)	

-  Points	to	be	taken	care	of:	
1.  Informa:on	about	most	of	the	major	projects.	
2.  Scrolling	right	op:on	available.	(	reader	friendly)	
3.  Images	along	with	each	project.	
4.  Not	cluEering	too	much	as	more	content	needs	to	go	up	on	the	dona:on	

page.	





Message Box ( alternative copy ideas) : -  Rs		200	
Can	help	a	baby	rhino	get	some	warmth	tonight!	Help	them	get	their	minimum	nutri:on	with	the	
money	that	can	buy	milk	for	them.	

-  Rs	500		
Can	bring	a	baby	leopard	cub	home	with	your	kindness	

-  Rs	1000	
Can	help	us	get	one	step	closer	against	the	act	of	poaching.	

If	you	want	to	read	more	about		WTI’s	collec:ve	ini:a:ves	for	wildlife	conserva:on,	go	on		
https://www.wti.org.in/resource-centre/	

	

	





Our objective and end goal  
(also our key message) 

-  There	can	be	a	sec:on	on	the	dona:on	page,	which	can	show	the	poten:al	donor	(	also	
the	first	:mes	ones,	specially)	what	all	WTI	is	accountable	for	and	to,	the	key	measures	it	
has	taken	over	the	years	to	curb	the	various	kinds	of	threat	on	the	wildlife	of	this	country.	

-  Also,	the	key	message	that	needs	to	go	out,	part	of	which	 is	that	“Humans	cannot	exist	
without	 wildlife,	 thus	 dona:ng	 for	 wildlife	 welfare	 is	 not	 a	 dona:on	 per	 se	 but	 ,an	
investment	for	themselves”	can	be	included.	

-  Also,	how	is	the	dona:on	money	used	up?	How	much	of	what	is	going	to	the	cause	and	
how	 is	 it	 targeted	 and	 managed?	 (	 show	 breakup,	 eg.	 80	 %	 goes	 directly	 to	 wildlife	
rehabilita:on	units,	10	%	goes	to	the	govt,	10	%	goes	to…..	so	on	and	forth)	





Results  
-  Small	cues	that	talk	about	how	much	WTI	has	done	from	their	end	and	how	the	efforts	are	

s:ll	going	on.	

	

	

	

	

-  Look	out	for	ways	that	have	the	power	to	communicate	with	the	consumers	at	a	greater	
scale.	For	example,	when	you	say	something	as	WTI	rescued	200	deers	in	the	last	1	year,	
there	is	something	being	conveyed,	to	which	people	will	get	assured	about	the	
organiza:on’s	efforts.	





Keeping up with trends, innovations and 
updates 
-  Offer	news,	current	scenario	regarding	threats	that	circle	wildlife	of	this	

country	and	globally.	
-  NewsleEers	(those	who	have	signed	up	and	shown	interest	towards	

dona:ng)	
-  Fact	boxes	(	did	you	know?	types)	
-  Content	needs	to	be	updated	on	a	monthly	basis.	(	latest	projects,	upcoming	

conference	updates,	sharing	content	from			WTI’s		social	media	handles)	



Donation Page 
Recommendations 



UNHCR 







Learnings 

●  A	small	story	before	the	DONATE	NOW	icon,	a	slightly	gripping	one.	Can	be	wriEen	
in	a	very	simple	style	but	should	be	worth	the	read.	Having	a	short	and	compelling	
reason	why	they	should	give,	requires	understanding	what	mo:vates	your	donors	
and	tapping	into	that	without	coming	across	as	manipula:ve	or	self-serving.		



GREENPEACE INDIA 



Learnings 
 

A	brief	descrip:on	of	what	your	organiza:on	does,	what	are	the	areas	they	focus	on,	
exis:ng	campaigns	and	ongoing	projects,	all	in	brief	(	max	3	small	paras	)	helps.		

Some:mes,	people	land	straight	on	dona:on	pages	instead	of	the	website’s	main/about	
us	page	and	they	also	don’t	have	that	much	of	:me	to	check	the	en:re	website	out,	thus	
it’s		important	to	have	a	small	note/descrip:on	box	on	the	dona:on	page	about	the	
NGO.	

			



WILDLIFE CONSERVATION SOCIETY  







Water.org 









WTI 





Suggestions: 
 

●  A	beEer	banner	on	the	dona:on	page.	Something	much	more	compelling	and	aEen:on	
grabbing.	

●  The	default	5000	Rs	can	confuse	a	donor	and	they	might	end	up	thinking	that	5000	is	the	
minimum	amount	for	dona:on	and	anything	that	they	would	want	to	give	(	which	is	
under	5k)		would	not	be	considered.	Maybe	we	can	try	removing	that	and	instead	add	a	
bracket	which	says	(	for	example,	INR	5000	)	

●  taglines/quotes/warm	messages	can	be	put	up	
●  Use	suggested	dona:on	amounts,	for	example		
●  Make	it	more	mobile-friendly.	

	200 500 1000 



Suggestions (contd) 

●  The	three	op:ons	that	appear	below	the	donate	now	icon	aren’t	crea:ng	a	difference	to	
the	donor’s	mind,	as	in	when	you	click	on	any	of	the	op:ons,	it’s	neither	geTng	
redirected	to	any	new	link	nor	any	informa:on	on	either	of	the	three	projects	appear.	

●  The	informa:on	on	the	right	side	of	the	page	can	go	through	some	improvisa:on.	A	
warm	message	which	tells	the	donor	that	their	slight	contribu:on	can	make	a	massive	
impact	and	will	be	counted	maEers.	

We	don’t	know	how	many	honestly	care	about	fishing	their	money	out	for	a	baby	
Rhino’s	milk	requirements.	Something	more	relatable	can	be	thought	of.	



   Keywords and copy 
 
 



Wildlife	
	
Wildlife	conserva:on	
	
Wildlife	conserva:on	in	india	
	
Wildlife	protec:on	
	
Save	wildlife	
	
Preserve	
	
Nature	
	
Help	
	

	

Protect	
	
Planet	
	
Problems	
	
Global	
	
Global	threats	
	
Forest	
	
Forest	conserva:on	
	
Endangered	

Coral	reef	
	
Ocean	
	
Ocean	pollu:on	
	
Ocean	degrada:on	
	
Plas:c	in	Ocean	
	
Turtle	
	



Saving	
	
Saving	species	
	
Species	
	
Environment	
	
Nature	reserves	
	
Ex:nc:on	
	
Animal	protec:on	
	
Environmental	Conserva:on	

	

Endangered	animals	
	
Charity	
	
WTI	
	
Tiger	
	
Elephant	
	
Birds	
	
Donate	
	
Orangutan	
	
Whale	
	
	



Reference copies: 
 

	

●  WTI	works	for	the	conserva:on	of	wildlife	with	a	mission	to	stop	the	degrada:on	of	
natural	environment.	Visit	Us	and	Join	WTI	Today!	
	

●  About	WTI:	A	leading	NGO	working	towards	wildlife	conserva:on	across	the	country	with	
our	conscious	efforts	and	key	projects	to	protect	all	kinds	of	species.	(website)		
	

●  About	80%	of	dona:ons	received	by	WTI,	go	directly	in	helping	the	wild	ones	find	a	safer	
home.	(website)	
	

●  Make	nature	and	wildlife	maEer	in	every	liEle	way	you	can!		
	

●  PuTng	wildlife	in	danger	can	endanger	your	being.	#SAVEWILDLIFESAVEHUMANITY	
	

	

	



●  Now	is	the	:me	to	act	on	“LIVE	AND	LET	LIVE”	#PRESERVINGWILDLIFEPRESERVINGHUMANITY	
	

●  Coexistence	is	the	bigger	picture	we	need	to	look	at.	#GOHANDINHAND	
#SAVEWILDLIFESAVEHUMANITY		
	

●  Speak	for	those,	who	don't	have	a	voice	of	their	own.	
	

●  Never	forget	where	your	roots	lie.	Save	Wildlife,	save	us.	
	

●  Cherish	the	beauty	of	animals	before	they	perish.	#CherishWildlife	



●  The	growth	of	a	country	can	also	be	the	measure	of	how	they	look	a`er	their	wildlife.	
#SaveTheWildlife	
	

●  The	wildlife	doesn't	belong	on	the	walls	of	your	house,	or	your	jewellery	box.	Let	them	stay	
where	they	belong.	#SaveTheWildlife	
	

●  3500	rhinos	and	coun:ng,backwards.	
Direc:on	maEers.	#Changethecount		
	

●  Not	a	dona:on	for	wildlife	but	an	investment	for	a	greener	future.	
#Inves:nwildlife	
	

●  Tomorrow	there	will	be	no	tomorrow.Think	Today	#Helptoday	



●  We	can’t	build	forests,elephants	can.	#Savethetrunk	
	

●  Tomorrow	never	dies	but	guess	what…	theirs	is	almost	dead.	
#Helptoday	
	

●  Time	is	running	out	for	wildlife,	save	them	before	you	run	out	of	:me.	#NowIsTheTime	
	

●  You	see	this	elephant	walking	in	the	jungle.	
You	will	not.	#Nowisthe:me	
	

●  Unicorns	and	rhinos	are	similar,	the	only	difference	is	one	is	imaginary	and	one	is	about	to	be.	



●  Animals	want	you	to	look	out	for	them.	#CONNECTWITHTHEWILDLIFE	
	

●  Don’t	wait	un:l	tomorrow	to	change	the	world.	#ACTTODAY	
	

●  Tigers	are	scary.	
“No	:gers”	is	scarier.	
	

●  We	need	Baloo,	Bagheera	and	Shere	Khan	to	complete	the	book.	
#SaveTheJungle	
	

●  Stop	Denying!	The	Animals	are	dying.	#ACTNOW	
	

●  They	need	their	space	as	much	as	we	do.	#LIVEANDLETLIVE	
	

	
	

	



DIGITAL STRATEGY 



A BRIEF RECAP: 
The main objective of this project is to create a “ Digital Fundraising Strategy’ for Wildlife 
Trust of India.  

There are two aims: 

1.  To make people aware of WTI’s existence 

2. To collect funds as in donations for WTI’s undergoing projects and research 

 

Shubhashree 



WORD CLOUD  
How does WTI want its audience to recall as? 

-For the ‘cause of wildlife’ 

-For the ‘welfare of the wild’ 

-Working towards a ‘secured natural heritage’ for India 

-Targeted Approach towards ‘Habitat Conservation’ 

- Goals keeping in sync with their 9 BIG IDEAS 

 

Shubhashree 



WHAT ARE THE 9 BIG IDEAS? 





Audience perception towards WTI 

-  When we conducted our survey, we found out that a majority of people are unaware of WTI being 
an organisation working towards animal welfare. 

 

-  The people who are aware about the existence of WTI as an NGO do not have an in depth 
knowledge or awareness about its working. 



Problem Statement (Barriers/Challenges) 
Barriers: 

1.  Lack of feeling the immediacy towards the cause. 
2.  People don’t feel that the cause is relevant to them. 

 

The fact that the extinction of wildlife is not relevant to people because it doesn’t possess a threat to 
humanity in any direct or indirect way, which is why people are hesitant and ignorant to donate for 
the cause.  



Target Group 
Primary TG: Age 26-35, people who are in the capacity to donate. 

Secondary TG: Age 19-25, children and college going students who can act as influencers and help 
create a recall value. 

 

 



Transforming Perceptions 
1.  Transparency 
2.  Immediacy 



Current Digital Ecosystem 



Mansi C 
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There were 155 430 000 Instagram users in India in 

January 2019, which accounted for 11.3% of its 

entire population. 

The majority of them were men - 87.2%. 

People aged 25 to 34 were the largest user group 

(93 200 000). 
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What	do	indians	look	for		
on	Instagram?	
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MUSIC 
28,300,000 

BOLLYWOOD 
5,400,000 

TRAVEL 
26,800,000 SPORTS 

29,300,000 

FOOD 
26,890,000 

Mansi C 



WAY FORWARD 



While brand signature needs to 
be consistent across all 

platforms, tonality can be 
tweaked basis audience & their 
varying behavior and need from 

different platforms 

No Platform approach – Social 
channels are not in Sync. 

Different topics are being talked 
about on different channel. 

More skewed towards dynamic 
content <videos >. While they drive 

views, which contributes to 
engagement, one must consider the 

engagement mix of how much do 
shares and comments contribute. 
Recommend a more balanced mix 
with adoption of different formats 

CONTENT TONALITY PLATFORM APPROACH FORMAT MIX 

Analysis of WTI’s Social Asset 
Mansi C 



Audience Persona 

Prateek is a second year college student. He is tech and internet savvy. 
He Spends a good amount of time online. He has a social presence on 
most of the platforms like- Facebook, Twitter, Instagram, snapchat, 
pinterest and LinkedIn etc. 

He actively post and engage in different conversations online. He is a 
conscious individual and live by his ideology. He is socially aware of 
what’s happening around him. He is a member of some college club. He 
also participates/volunteer in projects of his interest.  

He occasionally donate for causes which he finds relevant, not always in 
monetary form but mostly in kind.  
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Nikita is a Market Researcher, working for a multinational company.  

Although she isn’t very active online, but has a digital presence enough to be aware 
of the current ongoings, trends, changes in the consumer market etc. 

-  Her feed would usually have more business skewed content. She is part of the 
evolved audience. She opens twitter and checks her mail before she opens 
facebook. 

-   She doesn’t care much about whatsapp forwards, but makes it a point to go 
through the latest headline on InShots.   

-  She won’t go out of the way to donate as her company/oragnization’s CSR 
mostly takes care of it. 

-  She would donate depending on chronic-acute need basis 

Over all, Nikita is a socially conscious being with a financial capacity to donate for 
issues that are relevant to her. 

 

Shubhashree 



Social Media Approach 
	

	
Driven	by	disrup1ve	&	engaging	content,	WTI	will	aim	to	develop	RELEVANT	
CONTENT	for	RELEVANT	PEOPLE	on	RELEVANT	PLATFORMS	to	increase	

brand	awareness.	

Mansi C 



Overview 

Strengths ●  Opinion driver 
●  Trends generator 

●  Mostly young millennial 
population 

●  Driver of aspiration 

●  Mass reach platform 
●  Various creative formats 

Weaknesses ●  Limited creative 
formats 

●  Content to be highly 
aspirational & inspirational to 
sustain 

●  Negligible organic reach 

BEHAVIOUR OF AUDIENCE ON SOCIAL PLATFORMS 
Mansi C 



Platform Strategy 

Overview Twitter Instagram Facebook 

Role Building Credibility 
 

Motivation Education/Functional 

Tonality Evocative Warm & Encouraging Motivating 

Content Pillars •Events updates 
•Textual tweets- sharing the 

latest news  instantly 
•Employee/Volunteers 

interactions 
•Blog Sharing 

•Trend capitalization 

•Influencer led 
•Community Engagement 

•IGTV Video series (featuring 
content around each specie) 

•Insta stories 
•Project Repost 

 

•Species Facts 
•Event updates 
•Testimonials 
•Topical Days 

•Employee & expert 
speak 

Mansi C 



Educational Motivational Functional 

Static – to simplify the 
communication 

Carousel – Donation CTA Chatbot – to solve people’s doubts 

Video - to talk in-depth about 
the 9 Big ideas of WTI 

Live – update of conferences/
Events 

Videos – testimonials of influencers/
Volunteers 

Polls – regular question 
oriented polls followed up with 
answers. Spreading 
awareness 

FB story – to cross-post Instagram 
story and inspire people to take 
action 

Tap to reveal – sharing facts 
about different Species 

Press & Hold – to showcase the 
positive impact (eg: Before and 
after images of a Rhino) 

Content Strategy 
 

Mansi C 



Our Creative Ideas (3) 
1.  Stay Uncle 
2.  Digital Clock 
3.  Knock Knock 



 
             STAY UNCLE 



Idea		
The	habitat	of	the	animals	are	increasingly	geTng	destroyed,	they	have	no	place	to	live,	therefore	
no	place	to	mate.	
	
Asking	the	couples	who	are	paying	for	a	room	to	add	Rs	50	to	the	room	rent	,	so	as	to	help	the	
animals	have	some	quality	:me	too.	
	
Stay	Uncle	is	the	brand	that	offers	couple	friendly	rooms,	hence	we	plan	to	collaborate	with	them.	
	
Hashtags	like:	
#lendsomelove	
#helpmemate	
	
	
	



Pre Launch:  

●  Crea:ng	a	buzz	around	WTI	and	what	they	do,	using	different	social	media	plavorms	to	set	a	context	
for	the	actual	campaign.	

		

●  Oweat	content	sugges:ng	a	:e-up	between	WTI	&	Stay	Uncle	can	be	put	out	across	various	
channels	to	get	a	conversa:on	started.	

							Sample	Instagram	Post:	

-  Stay	Uncle	has	found	a	way	to	“Address	the	elephant	in	the	room”	

	

				

	

	



●  Connect	with	Influencers	and	present	vocal	supporters,	they	can	help	gain	more	trac:on	and	
create	a	word	of	mouth	for	both	the	organiza:on	and	the	cause.	

	

●  Dona:on/Landing	page	should	be	customized	with	

							-Campaign		logo	

-copy		

-call-to-ac:on	

All	the	communica:ons	that	go	out	on	social	media	will	have	links	to	the	landing	page	that	has	
the	complete	campaign	layed	out.	

	



Launch: 	

●  Concept:	An	imaginary	room	booked	for	animals	to	spend	their	night	which	is	sponsored	by	other	
customers.	The	room	rent	is	500	per	night	which	needs	to	be	collected.	You	can	add	minimum	50	
and	maximum	500	at	once.	

●  Func1oning:	The	site	shows	all	the	relevant	informa:on	and	the	collabora:on	with	WTI.	Explains	
the	ini:a:ve	of	helping	the	wildlife	by	partnering	with	WTI.	

●  Takeaway:	
At	the	end	of	the	couples	stay	,	a	small	postcard	or	leEer	for	the	couple	at	the	recep:on	le`	by	the	
animals.	

●  LeNer	saying:	(	Reference	)	
Thank	you	for	helping	me	out.	The	night	was	one	to	remember.		
We	hope	your	stay	was	as	comfortable	as	ours.	
Love,	Mr.	and	Mrs.	Elephant	

●  Addi1ons:	
QR	code	to	trace	back	to	the	site.	



Post-Launch: 

●  Monitor	social	media	channels	as	the	customers	would	share	their	experience	and	feedbacks.	Get	
involved	with	them	and	be	open	and	outgoing.	If	any	men:ons	made	by	the	audience	be	there	to	
thank	them	with	a	personalised	message,	this	shows	that	you	care	about	your	audience.		

●  Create	a	specialized	hashtags	like	#lendsomelove	or	#helpmemate	and	keep	asking	ques:ons	daily	
to	keep	the	conversa:ons	ac:ve.	

●  If	you	come	across	any	customer	who	loved	the	idea	don't	take	it	as	a	boost	of	confidence-take	it	as	
a	free	adver:sement.		

●  Highlight	customer	stories	through	videos	or	pictures	on	your	respec:ve	channels	about	how	the	
customers	felt.		

●  Run	a	contest	which	is	a	great	way	to	create	a	buzz	around	the	brand.	Anyone	who	par:cipates	in	
this	would	get	some	discount	on	their	next	stay	with	stay	uncle.		

●  Ask	for	ra:ngs	through	emails,	calls	or	messages	from	the	customers.	Don’t	force	lengthy	reviews	a	
star	ra:ng	with	an	op:onal	wriEen	review	won’t	kill	anyone’s	:me.		

●  Create	a	blog	or	a	newsleEer	 for	your	community	 to	keep	them	 informed	about	 the	 impact	 they	
have	made	by	contribu:ng	to	you.		



Digital Clock 

  Idea:	In	the	next	10	years	i.e	a	liEle	more	than	300	million	seconds	many	species	like	rhino	,	
dama	,	:ger	,	turtle	and	orangutans	will	go	ex:nct	and	the	only	way	to	slow	down	the	clock	is	to	
donate.	
	
Concept:	Start	a	digital	clock	which	is	coun:ng	backwards	from	300	million	seconds	,	live	on	the	
web	site.	Let	people	know	that	the	clock	will	not	stop	unless	un:l	they	donate.	Showcase	how	
small	300	million	seconds	are.	
1	million	seconds	=	12	days(	Approx	)	
	
The	amount	mul:plied	by	100	which	gives	total	number	of	seconds	the	person	has	donated.	
The	concept	can	be	boosted	by	influencers	of	instagram	,	facebook	and	twiEer.	
	
	



Func1on:	
The	clock	keeps	on	:cking.	
You	keep	on	adding	seconds	to	it	by	dona:ng.	
Using	the	influencers	,	pos:ng	the	clock	on	their	channels.		
	
The	posts	opens	up	the	dona:on	page.	
The	dona:on	is	made	through	online	means.	
Men:oning	the	names	of	the	donors	under	the	post	on	their	handles	in	regular	intervals.	
	
Addi1ons:	
Separate	clocks	can	be	aEached	to	different	animals	if	it	seems	doable.	
Clocks	for	different	animals	given	to	different	influencers.	
	
Hashtags:	
#beaEheclock	
#raceagainsTme	



Launch : 
OOH	

-On	a	big	screen,	we	can	show	the	health	of	a	young	elephant	geTng	deteriorated	as	it’s	not	
geTng	enough	care	and	due	to	habitat	loss.	The	clock	is	:cking	backwards,	which	is	equal	to	
him	losing	out	on	his	life	span	with	every	second.	

-A`er	the	10	second	fast	anima:on	video	is	over,	the	clock	comes	in	the	center	s:ll	:cking	
away,	with	a	QR	code	below,	which	says,	scan	the	QR	code	to	donate	5	seconds	to	Murphy	
(the	elephant)	
	



	

Key	message:	

Your	5	seconds	are	equal	to	50	Rs,	which	will	go	straight	in	WTI’s	funds	which	they	can	use	it	
for	their	habitat	conserva:on	programs	and	wild	aid	projects.	To	know	more	about	WTI,	visit

	www.w:.org.	
	
	



Launch: 
•Instagram	

-Introduce	a	new	digital	clock	filter.	

-Introduce	the	digital	clock	as	a	gif.	
	



Influencer	Ac1vity: 
We	can	reach	out	to	Dia	Mirza,	Masaba	Gupta	and	Anita	Dongre	to	talk	about	our	‘digital	clock’	
ini:a:ve.	By	ci:ng	real	life	scenarios	and	how	important	it	is	on	our	part	to	contribute	towards	
habitat	protec:on	of	these	animals,	may	help	in	genera:ng	funds	for	WTI.	We	can	tell	them	to	say	
link	in	bio	for	WTI’s	dona:on	page/	website.	
	

	



Website (Launch) 
-On	the	banner,	the	live	digital	clock	is	present.	

-It’s	:cking	backwards	and	showing	how	these	animals	are	running	out	of	:me	
When	someone	clicks	on	it,	they	can	get	redirected	to	WTI’s	website.	



Knock Knock 
Idea:	A	live	poster	showcasing	different	animals	in	different	problems,	knocking	on	the	poster	from	
inside	to	ask	for	help.	
	
Example:	A	crane	siTng	thirsty	under	a	tap.	The	animal	will	keep	knocking	the	glass	from	the	inside	
and	will	ask	for	help.	As	soon	as	the	payment	is	made	the	anima:on	plays.	

Func1on:	

QR	codes	for	gpay/paytm	
Machine	to	accept	cash	
Slider	for	debit/	credit	cards	
	

	

	
	
	



Pre-launch 
Social	media	engagement	on	diverse	plavorms	by	WTI	and	increasing	awareness	of	WTI	as	a	brand.	
Build	a	hype	around	the	new	upcoming	project.	

Configure	the	logis:cs	of	the	live	poster	display	(loca:on,	payment	gateways,	dura:on	and	:mings	
of	display)	

Days	of	the	campaign	can	be	aligned	with	appropriate	days	assigned	to	wildlife	conserva:on	(such	as	
the	annual	wildlife	conserva:on	week)	

Create	social	media	engagement	with	TA	and	the	iden:fied	influencers.	Spread	awareness,	get	the	
conversa:on	going.		



Launch 
Concept:	
1.	A	crane	siTng	thirsty	under	a	tap.	
2.	A	rhino	roaming	around	in	search	for	food.	
3.	A	:ger	hurt	and	not	able	to	move.	
4.	An	elephant	unable	to	cross	the	road	and	join	the	herd.	
5.	A	baby	bear	lost	in	the	city.	

Scan	the	QR	Code	of	the	selected	animal	that	the	user	wants	to	help,	for	e-wallet	accounts,	or	add	
cash	to	the	machine	slot	designed	for	the	same.	Op:on	to	swipe	credit/debit	cards	for	the	same.	

A	note	of	acknowledgement	appears	on	the	screen	with	an	anima:on	displaying	the	sa:sfac:on	
received	by	the	user’s	help.	



Post-Launch 
Examine	the	social	media	developments	a`er	the	launch.	Check	for	feedback	and	the	general	public	
recep:on.	Tes:monials	and	posi:ve	user	feedback	can	be	displayed	on	social	media	of	the	WTI.	

Conduct	a	cri:cal	analysis	to	understand	the	lacunae	in	the	campaign	or	any	difficul:es	being	faced	
pan-campaign.	

Look	at	Influencer	engagement	to	determine	whether	the	impact	measures	close	to	the	desired	
scale	of	engagement.	

Send	thank-you	emails	to	the	par:cipants/users	including	details	for	the	procedure	to	sign	up	as	
patrons	for	their	sustained	patronage.	

Conduct	interviews	of	the	par:cipants	to	understand	why	they	didn’t/	did	decide	to	become	patrons	
of	WTI’s	conserva:on	efforts.	



WILDLIFE TRUST OF INDIA 

POTENTIAL INFLUENCERS 



INSTAGRAM 



1.  SUDHIR SHIVARAM -  
●  Award winning photographer specialising in wildlife photography learning 

tours, workshops and online photography video tutorials. 
●  265K followers 
●  Asian Photography unveiled their awards for the year 2016, placing Sudhir as 

the third most influential person in the Indian photography industry. 
 
 



2. EXPLORE WILD INDIA MAGAZINE - 

●  Explore Wild India is a national magazine recognized by Govt of India under 
RNI.  

●  48.4 k followers 
●  The main focus of the magazine is to educate people & bring awareness 

about wildlife and nature conservation and also to make donation to wildlife. 



3. VARUN ADITYA - 

●  Natgeo nature photographer of the year 2016. 
●  322K followers 
●  His images have been published regularly on BBC, Apple, Natgeo, Huffpost 

etc. He is also a contributor for Nikon and Apple, and a professional Nikon 
member. 

 



4. ROHAN CHAKRAVARTY (green_humour)- 
●  22.1K following 
●  Cartoonist, illustrator and wildlife buff. 
●  Does comic strips for Mid-day, The Hindu, Roundglass, BLink and GoComics. 
●  He brings out the funny side of the serious things in life. 

 



5. SHIVANG MEHTA - 
●  21k followers 
●  International and national award winning wildlife photographer 
●  He also has founded the Nature Wanderers, a company that has now 

completed over 400 photography tours in India and various parts of Africa. 
●  His work has been recognised by some of the most prestigious nature 

photography platforms such as Sanctuary, DJ Memorial, NDTV, and Nature’s 
Best Photography Asia, among others 



6. SACHIN RAI- 

●  Nature and wildlife photographer 
●  45.4k followers. 
●  Co- runs India’s premier travel and photography company in India called 

Toehold Travel & Photography. 



7. SHAAZ JUNG-  

●  239k followers 
●  Specialises in Wildlife photography. 
●  Working currently for National Geographic. 
●  He has also established eco-friendly wildlife camps in South India and East 

Africa where he now runs specialized guided tours. Thereby using 
ecotourism, as a tool for conservation. 



TWITTER 



1.  Devdutt Pattanaik- 
●  An Indian author known for his work in mythology and interpretations of ancient Indian 

scriptures, stories, symbols and rituals. 
●  Former Chief Belief Officer of Future Group, writes columns for Mid-Day, Times of India, 

Swarajya, CN Traveller, Daily O and Scroll. in. 

 



2. Amitav Ghosh- 

●  An Indian writer and the winner of the 54th Jnanpith award, best known for his work in English 
fiction. 

●  Awarded the Padma Shri by the Indian government in 2007, elected a Fellow of the Royal Society of 
Literature in 2009, named a Ford Foundation Art of Change Fellow in 2015. 

 

 



3. Meena Kandasamy- 

●  An Indian poet, fiction writer, translator and activist who is based in Chennai, Tamil Nadu, India. 
●  Has an influential and regular social media presence, through her Facebook and Twitter handles, 

also writes  columns for platforms like Outlook India and The Hindu, occasionally. 

 



4. Ruskin Bond- 

●  An Indian author of British descent. 
●  Awarded the Sahitya Academy Award in 1992 for Our Trees Still Grow in Tehra, his novel in 

English, Padma Shri in 1999 and the Padma Bhushan in 2014. 

 



5. Prerna Singh Bindra- 

●  One of India’s leading environmental journalists and travel writers from Gurgaon, India. 
●  A visiting faculty member at National Centre for Biological Sciences and received the Carl Zeiss 

Wildlife Conservation Award. 

 



6. Gauri Maulekhi 

●  An animal rights activist in India, a co-opted member of the Animal Welfare Board of India (AWBI) 
and a trustee in Maneka Gandhi’s People for Animals. 

●  Been a part of and led successful campaigns for animal rights such as the campaign against the 
sacrificial slaughtering of cattle, currently a part of the team in New Delhi of People for Animals 
India. 

 



QUORA 



1.  Krishna Kulkarni  
●  Lecturer in Environmental Science and Ecology, and also a PhD student in 

Ecotoxicology. 
●  Admires natural beauty of western ghats. 
●  Ecology and Biodiversity enthusiast 
●  469.95k views on answers in a month 
●  Interests in Quora- Ecology and conservation  

2.   Konark Patel 
●  Doing mechanical engineer. 
●  He is a trekking enthusiast. 
●  He is a beginner in a wildlife photographer 
●  He volunteers for nature and wildlife conservation activities 
●  Interests in Quora- Trekking places in India, Politics, Endangered Animals, 

Wildlife conservation and Nature 
●  234.5k views on answers in a month 



3. Aditya Gangadharan 
 ●  Studied PhD in Ecology 
●  Working at University at Alberta  
●  Conservation Biologist  
●  Interests in Quora- Wildlife, Nature and Animals 
●  98.1k views in a month 

 4.  Vincent Van Ross 
 
●  He is a freelance journalist, columnist, writer and editor.  
●  Interests in Quora- national and international politics, defense, environment, 

travel, art and culture, social themes, spirituality, philosophy, conservation and a 
whole lot of other issues. 

●  540.1k views in a month  



5.  Deepak Mehta 
 ●  A Computer Science graduate from BITS- GOA and an MBA from IIM 

Ahmedabad.   
●  Top writer on Quora- 2018, 2017,2016 and 2015. 
●  Interests in Quora- India, politics, comics, Movies, Life advice. 
●  73.4 million views in a month. 



       FACEBOOK 



Mike Pandey 
 Mike Pandey is the most well-known face of India’s environment campaign. 
Pandey, who started out as a wildlife filmmaker, has gone on to win many awards 
and has been relentlessly pressurizing governments at every level to balance 
prosperity with sustainability. Pandey has been an eco-warrior for three decades 
now and shows no signs of stopping. (Approximately 5.2k followers)  

 





Soham Mukherjee 
Soham is currently a herpetologist and wildlife biologist at NAJA India. Formerly 
he has worked as an animal handling specialist and rehabilitator. Worked with 
organizations like Animal help foundation, Madras crocodile bank trust, Humane 
society international etc. He has about 5K friends and around 2K followers on 
facebook 





THANK YOU 


