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Overview

• Follow the Frog 2017

• Campaign objectives

• Campaign highlights

• B2B program overview

• B2C program overview

• Follow the Frog in the media
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Follow the Frog
The Rainforest Alliance Follow the Frog campaign 
offers companies two opportunities:

• Participation in a focused, global campaign, 
which in 2017 took place over two weeks 
between January 30 – February 12, 2017. The 
2017 campaign was also used to launch the 
Rainforest Alliance 30th anniversary year.

• A customizable program developed in 
partnership with collaborating companies to 
meet marketing objectives and schedules

This presentation will provide results of the 2017 
campaign.

Next campaign: September 10-24, 2018
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Campaign Objectives: 
Awareness, Activation & Brand Value
Provide an opportunity for Rainforest Alliance collaborating companies to engage with stakeholders 
to demonstrate the impact and value of their sustainability commitment and work with the 
Rainforest Alliance.

B2C Objectives: Engaging Consumers & Citizens
• Engage directly with consumers through company and Rainforest Alliance channels, events, 

promotions, competitions and more.
• Inspire citizens to make a positive impact on the planet through brand choices and everyday actions, 

such as choosing products bearing the Rainforest Alliance Certified™ seal when they shop.
• Encourage citizens to share their experiences using the #FollowTheFrog hashtag and join the 

Rainforest Alliance community.

B2B Objectives: Engaging Employees, Business Partners & Distributors
• Build understanding of the company commitment to sustainability and of impact working with the 

Rainforest Alliance, to generate pride and loyalty.
• Offer business partners, franchisees and distributors the opportunity to raise awareness of brands and 

products that carry the Rainforest Alliance Certified™ seal
• Gain exposure by amplifying company Follow the Frog activities on Rainforest Alliance business 

channels, such as the Frog Business Blog, business website and social media
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2017 Campaign Highlights: Initial 2 weeks

30-Day 
Challenge B2C 

Emails:

2,306 

Sign Ups During Core 
Promotion Period

45.8%

Landing Page 
Conversion Rate

30-Day 
Challenge B2C 

Emails:

39.53%

Avg. Open Rate

5.22%

Avg. Click Rate

Twitter:

30,862,200

#FollowTheFrog Potential 
Social Impressions

1,880

Total Unique Mentions 
with  #FollowTheFrog 

75

Collaborating 
Companies 
Participated

9 Countries 
Represented
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Countries with 2017 collaborating company Follow the Frog activations. 

Argentina
Canada
Dominican Republic
Ecuador
Ireland
New Zealand
Nicaragua
UK
US



Campaign Resources
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Program Resources & Support

Campaign Toolkit

• Downloadable graphics

• Tips on events, promotions, and 

competitions, social media, engaging 

employees, and downloadable graphics.

http://www.rainforest-

alliance.org/business/marketing/followth

efrog

Support Outreach

• 7 Informational Email Updates (June 

2016 – January 2017)

• 5 Frog Business Blog Posts (July 2017 –

January 2017)

• 3 Webinars (2 in English, 1 Spanish)

• Trade media outreach

http://www.rainforest-alliance.org/business/marketing/followthefrog
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Sample Trade media 

The Caterer, leading trade magazine 
brand for the UK hospitality industry. 
Weekly readership: 21,222

STiR Tea & Coffee, leading trade 
magazine, with global circulation.
Distribution: 11,500



Collaborating Company Examples
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Consumer Engagement: Lidl

Lidl (UK) –
Consumers were engaged 

through a double page 
spread in the February 9 

issue of the UK Lidl 
magazine highlighting the 

range of products with the 
Rainforest Alliance 

Certified™ seal. 
2 million copies were 
distributed in stores.
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Consumer Engagement: Kean Coffee

Kean Coffee –
Tastings were held in Kean 

coffeehouses in Newport 
Beach and Tustin, California 

to serve the coffees from 
Rainforest Alliance 

Certified™ farms.
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Tesco –
Employee education 
about the company 

commitment to 
Rainforest Alliance 
Certified bananas 

included employee 
awareness events, 

competitions, and blog 
content. 

Consumer engagement 
including PoS, digital 

and press activity.

Employee & Consumer Engagement: Tesco
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Dreams Punta Cana    
Resort & Spa–

Organized events to 
educate and engage staff 
and guests on work with 

the Rainforest Alliance, 
including a cleanup 

event at Macao’s 
wetlands, a protected 
area near the resort. 

Employee & Consumer Engagement: 
Dreams Resorts
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Distributor Engagement: Keurig / Timothy’s

Keurig –
Distributors were invited to 

snap a photo with Follow 
the Frog materials & post to 

social media to promote 
Timothy’s® coffee soruced

from Rainforest Alliance 
Certified™ farms, followed 

by a cash donation to 
Rainforest Alliance based 

upon the number of 
submissions.
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Eden Project –
The largest indoor 

rainforest in the world 
ran an experiential trail 

for visitors to learn 
about the crops found 
on Rainforest Alliance 
Certified farms, with 

promotion across social 
media and a consumer 

video. 

Special Partnership: The Eden Project (UK) 
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Company Engagement on Social Networks

Skinnygirl: 11.6K followers Martin Guitar: 216K followers Eden Project: 69.7K followers Naked Juice: 62.1K followers

Costa Coffee: 224K followers McDonald’s UK: 187K followers Domtar: 3.4K followers
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Company Engagement on Social Networks

Destination Ecuador: 
3.4K followers

Dreams Punta Cana: 
48.5K followers

La Aldea del la Selva: 
4.4K followers

Dole NZ: 22.2K followers

Allegro: 3.5K followers TPH: 2.8K followers ecoGrounds: 681 followers Lipton: 50.6K followers
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Company PR & Media Examples
Dole New Zealand: media coverage on recipes and healthy living articles on 
food and lifestyle blogs, influencer social media posts and news articles in 
trade press publications.  

Costa Coffee: podcast interview on 
EDIE.net, offering business 
sustainability news and insights. 



Rainforest Alliance B2C: 
Engaging Consumers & Citizens
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30-Day Sustainability Challenge

New test concept: direct to consumer activation to 
drive awareness and engagement

Invitation to take personal action via 30-Day 
Sustainability Challenge and engage friends via social 
media.

Promoted via Rainforest Alliance social media channels. 

• 10 emails each with 3 inspiring tips for a more 
sustainable future – 30 tips to echo Rainforest 
Alliance 30th anniversary

• Prewritten social media messages to invite others 
to participate

• Social media graphics with attractive visuals and 
inspirational quotes

• Prize for everyone who opens all 10 emails

• 1 grand prize winner drawn from those who 
opened all 10
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30-Day Sustainability Challenge Data: 
Initial promotion period January 26 – February 15

Website Performance

• Unique pageviews to landing page: 

5,020                

• Total Challenge sign ups: 2,301                         

• Conversion rate: 45.8%

Email Performance

• Average open rate: 39.53%                                        
(*Avg. environmental nonprofit advocacy email: 

15%)

• Average click rate: 5.22%                                            
(*Avg. environmental nonprofit advocacy email: 3.4%)

*M+R Benchmark Study 2016
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Sample Social Media



Customized Campaigns
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Ongoing Customized Campaign: Martin Guitar
Launched August 2016, Running through 2017
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Ongoing Customized Campaign: Nespresso
Launched May 2017
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Invite your stakeholders to 

Follow The Frog 

and get engaged!

Next campaign: September 10 – 24, 2018

Contact info@ra.org



www.rainforest-alliance.org


