Submission for Convio Award

Following the tragic death of Kentucky Derby racehorse Eight Belles on May 3rd, 2008, PETA immediately sprang into action and made countless people aware of the cruelty behind horseracing through their unstoppable online marketing efforts. As PETA has always had a firm stance against horseracing, when Eight Belles death made such strong headlines, they really saw the opportunity to educate and advocate, two things they are known for doing extremely well, and the online marketing division aggressively took action to make sure that this discussion was the hot topic on everyone’s tongues.
Blog

The first blog written about the death of Eight Belles happened immediately and pulled in an astounding 597 comments and over 20,000 page visits. As the story kept unfolding, we kept readers in the know by publishing 16 additional new entries with campaign updates and calls to action on our blog, all of which received a total of 1,372 comments and 35,467 visits.

Advocacy Campaigns
Immediately following Eight Belles’ death, our marketing team created an impressive advocacy campaign urging people to write to the Kentucky Horseracing Authority and ask them to make sweeping changes to the industry. This advocacy campaign received 125,997 page views and had 41,647 participants. We gained 5,437 new constituents and over 31,000 tell-a-friend e-mails were sent out.
We also created another advocacy campaign urging people to send an e-mail to the congressional committee demanding that immediate hearings be called to evaluate the use of drugs and whipping in the horseracing industry. This advocacy campaign received 33,851 page views and had 7,868 people take action.
These advocacy campaigns were a massive success! Largely due to the overwhelming response to these well-publicized campaigns, congress did call hearings to discuss the cruelty of the industry and the Kentucky Horse Racing Authority began to crack down on offenders with much more sternness and sincerity than before. For example, Rick Dutrow (the famous trainer of Big Brown) was suspended and fined for drugging another horse and Big Brown was able to run what we imagine was the first drug-free race of his life due to all the scrutiny Dutrow was under. Another jockey, Jeremy Rose, was suspended for six months for whipping a horse in the face, and fined for all veterinary bills. Although these sound like obvious punishments, they were huge milestones as the horseracing authority always turned a blind eye to those types of situations before they went under such public scrutiny due to our aggressive marketing.
E-Mail Marketing

Our fundraising team, activist organizers, and e-mail marketing team all leapt into action after this tragedy to send out e-mails to our subscribers on this issue. 
1) The first e-mail we sent was a general e-mail alert to all E-News subscribers that weren’t activists or donors (our E-News list is currently 700,467 people) which caused nearly 20,000 people to click on our advocacy campaign and 60,000 people to open the e-mail and learn about the tragedies and cruelty behind horseracing. 

2) Our Fundraising department had a carefully worded e-mail targeting members, e-news subscribers, and recent advocacy campaign participants asking them to give an urgent gift so we could continue spreading the message of horseracing cruelty. They raised nearly $50,000 from their two series e-mail.

3) Our activist organizers shot out e-mails to our entire activist list urging our activists to get active for this cause by taking action on the advocacy campaigns, sending messages to their friends, and participating in local demonstrations.

Online Ads

During the hype of this whole campaign, we quickly bought 5 variations of online ads both on Google and Yahoo! Our Google ads sparked 19,097,942 impressions, 22,451 clicks, and 890 advocacy campaign participants. Our Yahoo! ads gained 5,854,093 impressions, 9,227 clicks and 141 advocacy campaign participants.
Conclusion

Overall, PETA’s online marketing department knows how to seize an opportunity and run with it. Because of our fast-acting and compelling actions, PETA’s response to the Eight Belles tragedy was what everyone was talking about, including espn.com, FoxNews.com, abcnews.com, msnbc.com, sports.yahoo.com, nydailynews.com and many more well established blogs and sites (not to mention the many popular news television and radio shows that our spokespeople were interviewed on). We were able to take an issue we’ve been working on for many years and make it the hottest headline for weeks to get the average person seriously thinking about the cruelty of horseracing. 
