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creative.

You are cordially invited to submit your new, dead clever and previously unrevealed campaigns to: editorial director Mary Maddever at mmaddever@brunico.com and CD Stephen Stanley at 
sstanley@brunico.com, co-curators of strategy's Creative space. 

w w w . s t r a t e g y m a g . c o m

FUR FIGHTS BACK
The fur industry is tired of its bad rap and is ready to fi ght back.

A new public information campaign from the Montreal-based Fur Council of Canada (FCC) features surprising 
print executions, including one with a photo of a fur-clad woman with the headline “Environmental Activist!” 

The efforts aim to drive traffi c to the microsite furisgreen.com, which features a list of the fur industry’s 
eco-friendly traits like being non-toxic, non-polluting and durable.

“We don’t have big budgets, so we put out something unexpected [to generate buzz],” explains Alan 
Herscovici, EVP at the FCC. “The fur trade has been environmentally sound for quite some time…it seemed 

important to clarify things.”
“There’s been quite a strong response,” Herscovici continues, adding that it wasn’t uncommon for the 

microsite to get 5,000 unique hits per day in December. “It’s at least making people think.” 
Within one week of launching, the campaign was spoofed on This Hour Has 22 Minutes, much to Herscovici’s 

delight. “They did a spoof, but our messages are there,” he says. Herscovici says the campaign has also sparked 
many discussions in the blogosphere, with some fur foes conceding the campaign raises some valid points. 

“A large number of the trappers are aboriginals. They live on the land, and they don’t need lectures about 
caring for nature from urban animal rights activists,” says Herscovici. 

“A lot of these anti-fur campaigns are extremely insulting.”
The campaign was done in-house, in consultation with biologists. 

advertiser: Alan Herscovici, EVP; Teresa Eloy, marketing communications, Fur Council of Canada

WALLNUTS’ GUERRILLA GORILLAS
St. John’s is about to go ape.

Locals may soon see branded (stuffed) monkeys peering into windows 
around the city, thanks to a truly “gorilla” effort set to roll out this month 
for Wallnuts Climbing Centre, a rock-climbing facility. 

The monkeys will be clad in white T-shirts with wallnutsclimbing.com 
emblazoned across their chests, and will stick to the windows with suction 
cups on their paws. They’ll be placed in highly visible yet hard-to-reach 
places for maximum staying power.  

St. John’s-based Target Marketing and Communications is the agency 
behind the monkey business and this is its fi rst collaboration with Wallnuts. 
The effort aims to generate buzz about the well-known independent 
St. John’s climbing centre, which has a diverse clientele ranging from 
professional athletes to kids’ birthday parties. 

At press time, it still hadn’t been decided just how the monkeys were 
going to climb to their perches. 

advertiser: Leo van Ulden, owner, Wallnuts Climbing Centre
agency: Target Marketing and Communications
CD: Tom Murphy
senior AD: James Jung
AD: Jessica Tipping
copywriter: Jenny Smith
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