
CASE	STUDY

How	Patagonia	leveraged	Care2	to	
connect	with	consumers	and	
activate	their	brand	promise.

KEY	RESULTS:

30.6M
Earned	Media	
Impressions

94,000
Petition	Signatures

6.4M
Social	Media	
Impressions



THE	CHALLENGE:

Patagonia	is	a	brand	that	has	always	been	committed	to	
making	the	world	a	better	place,	in	fact	it’s	part	of	their	
mission	statement;	Build	the	best	product,	cause	no	
unnecessary	harm,	use	business	to	inspire	and	implement	
solutions	to	the	environmental	crisis.		Patagonia	was	
looking	for	a	way	to	engage	customers	and	get	them	
involved	with	environmental	causes.

“To do good, you actually have to do something” 
- Yvon Chouinard,	Founder	&	CEO	of	Patagonia

THE	SOLUTION:

Through	their	Granted film	series	Patagonia	tells	the	stories	
of	people	who	are	fighting	to	preserve	 or	restore	life-giving	
connections	to	their	lands,	cultures	and	communities.		
Patagonia	had	a	goal	of	driving	views	of	the	short	film	The	
Refuge to	help	connect	people	to	the	Arctic	National	
Wildlife	Refuge	and	the	people	and	animals	who	call	it	
home,	as	well	as	a	want	to	amplify	the	issue,	inspire	action	
and	move	policy	to	protect	the	arctic.



THE	STRATEGY:

Care2	worked	in	partnership	with	Patagonia	and	the	
Alaskan	Wilderness	League	to	create	a	petition	which	
integrated	the	short	film,	asking	the	US	Senate	to	defend	
the	arctic	refuge	from	oil	drilling.		Care2	engaged	
Collectively	an	Influencer	agency	to	craft	an	influencer	
strategy	to	amplify	the	campaign	via	social	media	as	well	as	
leveraged	owned	marketing	channels,	native	editorial,	
proactive	media	pitching,	onsite	advertising	and	behavioral	
targeting	to	drive	petition	signatures	and	video	views.	



THE	RESULTS:

Care2	drove	over	50,000	petition	signatures	by	the	day	of	
launch,	achieving	our	campaign	signature	goal	on	the	first	day	
of	the	campaign	and	helping	to	drive	over	30	million	earned	
media	impressions	in	outlets	including	Outside	Online,	FastCo
and	more.		Additionally	the	Collectively	influencer	campaign	
served	to	extend	the	campaign’s	reach	5x,	pushing	total	social	
reach	to	over	7.1	million	with	a	post	engagement	rate	2.5x	
higher	then	average.	

The	campaign	closed	with	over	94K	people	taking	action	over	
10	days	to	save	the	Arctic	National	Wildlife	Refuge	(nearly	
double	our	original	goal),	75K+	views	of	the	short	film	“The	
Refuge”		and	over	500K+	views	of	the	trailer.		



Our	campaign	completed	on	12/10,	on	12/20	President	
Obama	designated	the	bulk	of	the	U.S.	Arctic	waters	
indefinitely	off	limits	to	oil	and	gas	drilling.		

Visit	bit.ly/2j_arctic	to	watch	the	video	announcement.


