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Campaign Summary

Earth Hour is an event that brings attention to climate change by encouraging everyone across the planet to symbolically
turn off the lights for one hour. In Norway, the World Wildlife Fund (WWF) took the concept one step further by generating
awareness for Earth Hour through the first national mobile rich-media banner ad campaign.

Strategy and Execution

The campaign was designed to prove a point: fighting climate change shouldn’t be hard.

With national climate change awareness event Earth Hour a week away, WWF Norway launched a rich media mobile
campaign aimed at raising the cause’s profile among a tech-addicted generation. The campaign used a rich media
banner ad to display the message “Norway, turn the lights off!” With the tap of a mobile rich media banner, the screen
blackened. A swipe across the screen slowly let the light back in and revealed a countdown clock for Earth Hour.

The experience happened completely in the browser, directly in the ad on the placement site. No extra steps were

needed to reach a landing page or app store download that would otherwise disrupt the user’s experience. The banner
ran across the two major Norwegian media sites.

Results

There were more than one million impressions received, with 847,000 impressions on
Dagbladet and 220,000 impressions on Aftenposten. “The Black Out Banner” raised
awareness for Earth Hour and showed how easy it could be to fight global warming.
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“The Blackout Banner.” 2012 MMA Smarties Silver Global Award Winner Brand
Awareness; Bronze Global Winner Social Impact/Not for Profit; Silver Global Award 17:23:54:20
Winner Video/Rich Media. Brand: WWF Norway. Lead Agency: Mobiento.




