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In June 2006, the International Whaling Commission (IWC) will be meeting in St. Kitts in the Caribbean. The meeting is expected to be especially contentious for several reasons. Japan has been accused of, and admitted to, buying the votes of small island nations around the world who are members of the IWC in the hopes that they can win a majority vote within the IWC to overturn the whaling moratorium. Several of these countries said to have been “bought” by Japan are from the Caribbean region, making the “vote buying scandal” a hot issue locally. The region is also known for its rich diversity of marine life and habitat, which is now receiving increased local and international protection. 

IFAW’s key campaign goal going into the IWC meeting is to hold the number of votes held by Japan in the region. To do so, IFAW must influence key decision makers in the region. These decision makers include political representatives as well as representatives of local and regional Caribbean conservation organizations, some of whom support commercial whaling. These key decision makers are themselves influenced by the constituents they serve, as well as by local, regional and international media. 

To support IFAW’s anti-whaling campaign goals for the Caribbean in the run up to the June meeting of the IWC in St. Kitts, the following media plan has been developed.

There are five key objectives of this media plan:

1. Increase positive anti-whaling media coverage in the Caribbean by 25% during the period May 15, 2006 to June 15, 2006. 

2. Coverage in at least six key local or regional Caribbean news outlets, during the period May 15, 2006 to June 15, 2006, of media stories highlighting the vote buying issue and the involvement of Caribbean nations.

3. Increase positive IFAW media coverage in the Caribbean by 25% during the period May 15, 2006 to June 15, 2006. 

4. Reach at least 25% of the Caribbean general population with a pro-whale conservation message through paid media during the period May 15, 2006 to June 15, 2006.

5. Reduce opportunity for negative IFAW media coverage if pro-whaling nations succeed in having IFAW representatives thrown out of IWC meeting. 

Target audiences for this media plan are:

1. Key decision makers – political representatives and representatives of conservation organizations throughout the Caribbean. These are generally well-educated members of the community, aged 45 and older, and male. Political representatives will be most influenced by media coverage of themselves and the issues and communities they are tasked with managing. Local conservation groups will also be influenced by members of the communities they belong to and the issues perceived as being faced by these communities.

2. Voting age adults within the Caribbean – aged 18 and older, educated to varying degrees, and with a varying degree of understanding for conservation issues and whale issues specifically. 

3. Caribbean media outlets – they are the conduits through which IFAW’s message can reach and influence its other key audiences. Many have limited financial resources for generating news coverage or general program in the case of broadcast media. Advertising rates are significantly lower than in the U.S. Radio continues to dominate, though print publications are also popular. Television is now a fast growing sector of the local media market.

The strategy of this media plan is to influence local and regional Caribbean media outlets and media representatives so that they engage on the whaling issue from a “conservation” perspective; and that in turn, through their coverage, that key decision makers and the general public will be influenced to take action to support a pro-whale conservation agenda in the region both in the short-term in the run-up to the June meeting of the IWC and to begin to develop the long-term support of this position. 

This media plan will leverage the news value of two key events taking place – the hosting of the IWC meeting by the Caribbean island nation of St. Kitts, and the hosting by IFAW of a regional conservation NGO forum in St. Kitts in the run-up to the IWC meeting there.

The media plan will also take advantage of the low cost of paid advertising within the region, and the small operating budgets of local print and broadcast media outlets that limits both the ability to produce news content and general broadcast program content. 

Activities will be localized wherever possible to engage the audiences on a local level, rather than a global political level, highlighting the impacts that whale conservation has on their local communities and lives. 

Several tactics will be employed as part of this media plan:

1. Radio PSA – Pro-Conservation -- a radio PSA will be produced that promotes whale conservation generally. It will be run as a paid advertisement to guarantee key on-air placement.  Localized versions will be produced for countries determined by the IFAW whale campaign team to be key to their campaign activities, including: Trinidad & Tobago, St. Kitts, Jamaica, and Dominica. A general Caribbean version will be produced for use generally in other Caribbean countries. These radio spots will have a local look and feel.

2. Radio PSA – Commercial Whaling – a radio PSA will be produced on the IWC issue, using local Caribbean environmental leaders as voices in opposition to Japan’s pro-whaling campaign. This will be aired, as a paid spot when necessary, in St. Kitts, Jamaica, Dominica, and other markets throughout the Caribbean.

3. TV PSA – a television PSA will be produced that promotes whale conservation generally. It will be run as a paid advertisement to guarantee key on-air placement. Localized versions will be produced to for countries determined by the IFAW whale campaign team to be key to their campaign activities, including: Trinidad & Tobago, St. Kitts, Jamaica, and Dominica. A general Caribbean version will be produced for use generally in other Caribbean countries. 

4. TV PSA – Commercial Whaling – a TV PSA will be produced on the IWC issue, using local Caribbean environmental leaders as voices in opposition to Japan’s pro-whaling campaign. This will be aired, as a paid spot when necessary, in St. Kitts, Jamaica, Dominica, and other markets throughout the Caribbean.

5. Media Briefing teleconference – due to the dispersion of media representatives across the Caribbean region, a telephonic media briefing will be organized rather than a traditional press conference in which media would need to travel to a single location, sometimes at great expense, to attend. The teleconference would be held the week prior to the IWC meeting and would serve as an informational session for media with key IFAW experts and anti-whaling Caribbean community leaders available to introduce to key topics and answer media questions. This event would serve two purposes: to engage Caribbean media more actively to cover the IWC meeting, and to position IFAW as the anti-whaling talking head on the issue.

6. B-roll – a video b-roll would be produced that includes: beauty footage of whales, IWC meeting footage from 2005, shots of St. Kitts IWC meeting site, Japanese whale hunting footage, soundbite from IFAW WHP Director Joth Singh, anti-whaling soundbite from key Caribbean leader. This b-roll would be distributed in hard-copy format to television broadcast media throughout the region in the days running up to the IWC meeting. Satellite feeds will not be used, as many media do not have access to this technology.

7. Audio News Release – An audio news release will be produced that will highlight the key issues to be deliberated at the IWC meeting and their impact on the Caribbean region, with soundbites from IFAW’s WHP Director Joth Singh and a key Caribbean leader. This will be distributed in the run up to the IWC meeting to radio stations across the region via email.

8. Radio Media Tour – A Caribbean regional radio media tour will be organized for IFAW’s WHP Director Joth Singh during the IWC meeting itself – date needs to decided – need to determine which specific day of the conference will be the most newsworthy. Scheduled for June 16th.

9. News Release – IWC Meeting – A news release will be drafted and distributed on opening day of the IWC meeting, which will highlight the importance of the meeting for the Caribbean region, and which will include anti-whaling quotes from IFAW’s President and a key Caribbean leader. Additional news releases will also be drafted and distributed if newsworthy events take place during the meeting itself, such as a key vote being passed.

10. News Release – NGO Forum – A news release will be drafted and distributed to highlight the NGO forum attended by regional environmental leaders on the eve of the IWC meeting in St. Kitts. Localized versions highlighting key national figures will be distributed to national media.

11. Paid Print Ads – A print ad will be produced to promote the “NGO Environmentalists’ Statement” that emerged from the April 2006 meeting of NGO environmental leaders in Trinidad. This will run as a prominent ad in run-up to and during the IWC meeting in the leading St. Kitts daily newspaper, The Sun.

12. Media List – a media list will be developed for both key Caribbean media outlets and specific media representatives to target as part of this media plan.

13. Media Kits – media kits will be produced in both digital and hardcopy formats. Digital versions will be mailed or emailed – depending on media outlet preference – to media not attending the IWC meeting itself. Hardcopy media kits will be produced for media attending the IWC meeting as part of the press corps. The kits will include the following: IWC fact sheet, Vote Buying fact sheet, Japanese whaling fact sheet, Whales and the Caribbean fact sheet, IFAW backgrounder, bios for key IFAW experts available for comment, bios for key Caribbean experts available for comment, still images of whales, and b-roll for television media.

14. Crisis Communication sub-plan – an agreed upon plan to manage the negative impacts of IFAW representatives being thrown out of the IWC meeting should pro-whaling member nations succeed in this attempt.

Timing of the rollout of this media plan will be critical in ensuring its success. Television and radio PSAs will need to rollout in the several weeks prior to the IWC meeting to ensure that they impact audiences. Radio spots will air during prime morning and afternoon slots. TV spots will be scheduled to air during key evening news time slots. Timing for other activities of this media plan are as specified above. To secure these specific time slots in the key desired markets, it is anticipated that paid placement will be necessary.

To be effective, this media plan must be fully funded. To reduce expenses, this media plan will make use of existing still images and video footage wherever possible. It has also been designed to take advantage of the low cost of paid media placement in the region. A teleconference has also been included in the strategy to reduce eliminate the high cost of hosting a regional media press conference. Table 1 illustrates the budget for this media plan.

Table 1.

Media Plan Budget

	Activity
	Cost

	Radio PSA production 

(Conservation PSA is complete – budget is for IWC PSA)
	$2,000

	Television PSA production

(Conservation PSA is complete – budget is for IWC PSA)
	$4,000

	Radio PSAs placement as paid ad
	$20,000

	Television PSAs placement as paid ad
	$75,000

	News release distribution 
	No fee – to be distributed from IFAW via custom email distribution list

	Media teleconference call
	$1,000

	Media Kits 
	$1,000

	Media monitoring and tracking
	$2,000

	Onsite IFAW public relations representative during meeting – including airfare, hotel, salary
	$3,000

	IFAW staff time to organize, draft, develop media activities
	$5,000

	B-roll production and distribution
	$15,000

	ANR production and distribution
	$10,000

	RMT production and distribution
	$10,000 (TBD)

	Print Ad – NGO Statement
	$3,000 (TBD)

	TOTAL
	$152,000


This media plan would be evaluated through a content analysis of media coverage and success in paid media placement both during the campaign period of May 15, 2006 to June 15, 2006 and also through to July 1, 2006 to include news coverage of the issue post the IWC meeting in mid-June. Analysis of the media coverage would be used to determine if the specific objectives of the media plan, as outlined above, had been met. A content analysis of similar media coverage would also be carried out for the period March 15 to April 15, 2006 to provide a baseline from which to evaluate the activities of this media plan.  

This media plan will not only help IFAW to promote its key anti-whaling campaign in the Caribbean region, but it is hoped that it can serve as a model for launching other regional media campaigns in support of IFAW global campaigns.
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