
Young Lions Russia 2017 

Film. 
THE CLIENT  
WWF is an international animal welfare organisation. Our work is concentrated in 
areas of the world where few, if any measures exist to protect animals from cruelty 
and abuse. We have projects located all over the world helping an array of species 
from Dogs to Bears. A large part of our work focuses on the root cause of animal 
mistreatment – people. Due to a lack of understanding people all over the world 
don’t see animals as living feeling creatures, but tools to do a job or a nuisance to 
be wiped out. 

One of the main ways animals are abused is when they are used as sources of 
entertainment e.g. elephant rides, swimming with dolphins – these animals are 
humiliated and tortured all in the name of tourism. People in developing countries 
are typically seen as the orchestrators for the majority of this cruelty but if tourists 
didn’t spend money at the attractions the demand wouldn’t exist. 

What holiday-makers don’t see are the inhumane capture methods, poor diet and 
inadequate conditions animals are kept in - often leading to a premature death. 
Sadder still, the animal- loving tourists who pay for personal encounters actually 
perpetuate the suffering of these animals who may have been working for hours, 
with no shelter, food or water. One of WWF’s campaigns is ‘Compassionate 
Traveller’ – promoting animal friendly travel. Its aim is to make people aware of 
their impact on animals when on holiday and encourage them to avoid attractions 
using animals. It asks tourists to take responsibility for their actions abroad and not 
contribute to animal suffering. At the core, it’s about people taking a stand against 
this cruelty not to just sitting back, blanking the suffering and following the crowd. 

The campaign is supported by a website that gives advice on what to look for 
whilst abroad (the dos and don’ts), which animals tend to be trapped in this trade 
and highlights that if tourists spent their money at cruelty-free venues, rapid 
change would result. 


THE BRIEF  
WWF would like a 60 sec film that creates awareness of the Compassionate 
Traveller campaign, re-launches http://wwf.ru/ and encourages tourists to spot the 
attractions to avoid and recognise when animals are being abused. 

It needs to highlight the use of animals in tourism, the unseen cruelty and make 
people aware that paying for a visit, a ride or encounter with captive wild animal 
has consequences – it feeds the industry and animals continue to be exploited in 
the name of entertainment. 

We want tourists to take on some responsibility and steer them towards becoming 
a Compassionate Traveller. We know its easier to ignore than speak out but 
holiday-makers need to realise the role they play in this industry, to visit the 
website, find out more and become part of a group who’ve made a choice not 
contribute to this cycle of cruelty. 




WHAT KIND OF SPOT  
The final spot should be usable online and via a mobile. It should be a maximum 
60 seconds long and drive the people to visit http://wwf.ru/ for information on 
animal friendly travel. It needs to push the point that the power lies in their hands – 
if tourists didn’t visit these attractions they simply wouldn’t exist and it’s only with 
their backing this exploitation will stop. 


TARGET AUDIENCE  
Tourists who have the disposable income to spend on holiday extras. It’s not 
backpackers, its people who go abroad looking to experience the local culture and 
being mislead into thinking that using animals in tourism is ethical. 
They’ll be unaware of the animal welfare issues in the country. Once there they’ll 
innocently pay for a bit of local culture, having no idea what they’re helping to 
fund. Once aware, they’ll be mortified and want to help spread the word so family 
and friends aren’t conned in the same way. 
If we convert them to a Compassionate Traveller before they go on holiday, they’ll 
be much more sensitive to the problem and may even want a mechanism were by 
they can record/report any animal cruelty they encounter and want to share that 
with others. They’ll be use to sharing information online and sending/receiving 
MMS 


CREATIVE GUIDELINES  
Don’t make people feel guilty/regret instances in the past when they’ve funded this 
kind of tourism. We want to empower them to make a lifestyle choice, spread the 
word and encourage others. 
In terms of tone, be careful your concept isn’t too bloody/shows acts of extreme 
animal cruelty, this tends to turn people off, provoke anger and distract them from 
what we need them to do. 

WWF never seeks to blame a country or culture for animal welfare issues; we put it 
down to mis-education. Your concept must not lay blame in this way. 
WWF uses a selection of images for the campaign, to highlight some of the ways 
animals are abused for tourism. These may help you better understand the issue 
but must not be used in your final submission. 


RIGHTS AND CLEARANCE  
Anyone who appears in the film must sign a release so the content can be 
distributed globally online and via mobile. Any music used must be taken from the 
Getty music library. 


MANDATORY INCLUSIONS  
Must direct travellers to the website for more information: http://wwf.ru/

Must include the WWF logo 

 



