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Protecting Our National Parks

Introducing … NPCA Campaign: Teddy for President

• Primary goals
• Candidates embrace 

Centennial Initiative

• Keep Initiative alive beyond 
current administration

Teddy for President: Goals

• Secondary goals
• Add new subscribers

• Engage new and younger 
audiences

• Increase media attention

Is the campaign going to run long enough?

Do we have funding to support a separate site?

Why A Micro-Site For Teddy?
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Is the content different from our main site?

Will the features be different?

Will the creative voice be different?

Can we achieve the same engagement results other ways?
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Micro-Site Features Micro-Site Features

Marketing Teddy for President Marketing Teddy for President
The Bobblehead Video

• All candidates responded with written 
statements and even video statements!

• They covered our key issues

Primary Objective Results

Metric ElectTeddy.org Results 
(Six Months)

Petitions 17,404 +13,000 (Care2) = 30,404

New Sign Ups (Website) 282

T t l N Si U 282 13 392 (C 2) 80 13 754

Secondary Objective: Outcomes

Total New Sign Ups 282 + 13,392 (Care2)  + 80 = 13,754

Donations $1,395

Pass Alongs 3,950 emails sent for 80 sign ups

Media Coverage Several blog posts



3

Metric ElectTeddy.org Results 
(Six Months)

NPCA.org 
(Six Month 

Months)

Total Visits 38,746 504,439

Total Page Views 58,622 1,300,027

Secondary Objective: Traffic

Time on page 1.15 1.51 

Bounce Rate 48% 54%

New Visitors 83% 76%

Metric
ElectTeddy.org 

Results 
(Six Months)

Teddy’s Campaign Launch 
Video
(Promoted on Care2 org)

228,000 Views

Secondary Objective: Media

(Promoted on Care2.org)

Teddy’s Testimonial #1 3,168 Views

Teddy’s Testimonial #2 1,100 Views

Teddy’s Testimonial #3 1,199 Views

Was the Microsite the Way to Go?

• Political objective was met

• Overall secondary objective results for 
www.ElectTeddy.org were disappointing

• Driving traffic to a new site devoted to an g
“unsexy” issue takes time

• Traffic would take off better with existing buzz 
to build on

• Traction? Starting from scratch?

America’s Heritage for Sale

• Increase conversion of subscribers to members

• Convince lapsed members to renew their 
membership

• Draw media attention to the problem of 

Campaign Goals

p
underfunding the national parks

• Add new subscribers to the rolls 

Internal Landing Page
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Marketing FOR SALE Campaign
• 257 Donations

• $10,597

• 26,595 map views

• 22 161 signatures

Objectives: Results

Significantly 
higher 

engagement rates 
than a traditional• 22,161 signatures

• 839 new subscribers

• 5,699 tell a friend emails sent

than a traditional 
approach

Benefits of Landing Page
• Expedient use of design & systems

• Helps build, not diffuse brand

• Creates new “stickiness” to current site
• Expands content• Expands content

• Diversifies actions

• Lower cost to launch & reusable


