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Abstract

Design for the Wild:
A Field Guide for Designers Working to Protect the Environment

Emma Teal Laukitis

Chair of the Supervisory Committee:
Professor Karen Cheng

School of Art + Art History + Design

A wild place you know and love is in danger. You want to help 
protect it, and you wonder how your skills as a designer might be 
most useful. In this field guide, you will find resources to guide 
your process. Learn about the rewards and challenges of working 
with environmental advocacy groups, the importance of strat-
egy to your efforts, and considerations for creating the greatest 
impact with your team. 

This document was created from my experience working with 
advocates for Bristol Bay, Alaska to protect the world’s last great 
salmon fishery from the proposed Pebble Mine. Read along to 
discover design’s power to protect the environment and the wild 
places we love and depend on. 
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DESIGN FOR THE WILD
A Field Guide for Designers Working to Protect the EnvironmentIn this fi eld guide, you will fi nd resources to guide your pro-

cess. Learn about the rewards and challenges of working with 
environmental advocacy groups, the importance of strategy 
to your efforts, and considerations for creating the greatest 
impact with your team. 

This book was created from my experience working  with ad-
vocates for Bristol Bay, Alaska to protect the world’s last great 
salmon fi shery from the proposed Pebble Mine. Read along to 
discover design’s power to protect the environment and the 
wild places we love and depend on. 

A wild place you know and love is in danger. You want to help protect it, 
and you wonder how your skills as a designer might be most useful. 

EMMA TEAL LAUKITIS
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How do we protect the wild places we love?

Photo by Thorey Munro, a second generation 
Bristol Bay fisherman, taken of her crew from 
the wheelhouse of her boat  during the summer 
salmon season.
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I grew up in a village in western Alaska where life re-
volves around the ocean. My family’s work as commer-
cial fi shermen followed the seasons, the tides, and the 
life cycles of the salmon. Salmon are integral to the 
economies and traditions of Alaska’s coastal communi-
ties; fi shermen agree that their work on the water is an 
identity more than an occupation. 

I have returned to Alaska to fi sh every summer of my 
life – and plan to continue doing so as long as there are 
salmon to catch. As a designer I am curious about the 
ways I can help preserve the wild abundance of Alaska’s 
oceans and the livelihood of those, like my family, who 
depend upon it. I believe that designers can use their 
strengths as creative thinkers and makers to work in 
interdisciplinary teams working on real environmental 
and social problems. If we are proactive about putting 
our knowledge, skills and values into practice, design 
can be a powerful tool that will help us protect the wild 
places we love.

ABOUT THE AUTHOR

Learn more about Emma’s work: aksalmonsisters.com
Get in touch: e.laukitis@gmail.com 

False Pass, Alaska
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My interest in "Design for the Wild" stems from an ur-
gent issue facing my own community of commercial 
fishermen in Alaska. Plans to develop what would be the 
largest open-pit copper and gold mine in North America 
threaten the world’s last, great wild salmon fishery. For 
more than a decade, the people whose livelihoods depend 
on the abundant salmon runs, clean water and wild land-
scape of the Bristol Bay watershed in southwest Alaska have 
fought to defend their land from a copper and gold mine 
called Pebble, that, according to EPA scientists, would result 
in a complete loss of fish habitat. No mine of this size and 
type has operated without impacts to ground and surface 
water in North America. 

Industrial development and human behavior contin-
ues to mold the future of wild lands today. Clear cutting, 
oil drilling, mining, roads and human sprawl have shrunk 
many natural reserves, and as a result, animals are strug-
gling to find habitat, shelter and food, and people are losing 
places to fish, hike and seek respite from their busy work 
life. We notice the way our favorite wild places are chang-
ing around us and we wonder how we might play a part in 
their protection. As designers, we also notice our discipline 
expanding to confront increasingly complex social and en-
vironmental problems. 

Known as design for social impact, design for social 
change, or sometimes design for good, the field of social de-
sign increasingly attracts designers who crave a chance to 
do work that makes a positive contribution to society, as an 
alternative to designing things that promote consumption 
of goods and services – a model that has become increas-
ingly recognized as an unsustainable one. These designers 
want to work closely with communities that need their help 

INTRODUCTION

most and actively participate in combating complex social 
problems (see page 66 for more resources on social design). 

Though “social design” has applied to innumerable con-
texts, including environmental issues, the intersection of 
design and environmental advocacy is relatively unex-
plored. While there is no shortage of inspiring awareness 
and advocacy projects that designers can draw from, it is 
harder to find detailed information on the process behind 
these projects or the insights gained from experience, such 
as navigating the potential pitfalls or financial realities of 
working with a non-profits or citizen organizations. How 
does a designer get started working for environmental 
cause they care about? How does a designer make some-
thing that will help create a lasting impact? 

Examples of how design has successfully supported en-
vironmental advocacy efforts, insights and methods used 
during the design process, as well as a greater understand-
ing of how environmental decisions are made, would help 
create a common language that designers could integrate 
into their own practice when designing for the wild. 

This field guide attempts to do these things. For a look at 
some of the rewards and challenges of working with an en-
vironmental advocacy group, I have included in the follow-
ing pages insights from my own design experience work-
ing with NGOs whose efforts are helping protect Bristol Bay 
from the Pebble Mine in Alaska. Green spreads dig into the 
nitty-gritty of environmental issues – who’s involved, how 
decisions are made, and how design is most effectively used.

  

Read on to discover design’s power to help protect the en-
vironment and wild places you love and depend on. 
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A wild place you know and love is in danger. You want 
to help protect it, and you wonder how your skills as 
a designer might be most useful. Maybe you want to 
defend the place where your friends and family recre-
ate from proposed mining activities. Maybe you want to 
protect important plant and wildlife habitat from new 
city development. Maybe you want to see to it that more 
clean solar and wind energy is utilized in your communi-
ty. If you’re passionate about an issue that affects many 
people – say climate change or ocean acidification – try 
to zero-in on ways you can get involved on a local lev-
el; this will allow you to work with people face-to-face, 
build a network, and witness the impacts of your work 
first-hand. Solving a big problem like climate change is a 

FOCUS ON LOCAL IMPACT

STRATEGY 1

noble quest, but changing the world is difficult to do as 
an individual designer. Start locally, dig into an issue you 
care about, and learn as much as you can about it before 
designing anything.

Consider also who you want to work with. Get to know 
the non-profits, organizations and advocacy groups in-
volved in the issue you’ve chosen and find people you 
could see yourself working well with in your communi-
ty. You will make biggest impact if you can team up with 
people who have already given time and brainpower to 
organizing and strategizing around your issue and you 
will likely have a more enjoyable experience if you can 
connect with them in person.

BRISTOL BAY AND THE PEBBLE MINE

I have been involved with an ongoing issue facing my own 
community of commercial fishermen in Alaska. Bristol 
Bay, the world’s last great salmon fishery, is threatened 
by plans to develop the largest open-pit mine in North 
America—the Pebble Mine. According to EPA scientists, 
this gold and copper mine would result in a complete loss 
of fish habitat.

Fish have sustained the native Alaskans for thousands 
of years and a thriving commercial fishery for the last 
century in Bristol Bay. Its clean water and wild landscape 
provide a vibrant livelihood and sustainable food source 
that deserves protection for future generations. 

The Pebble Mine has finally begun its permitting pro-
cess through the Army Corps of Engineers, after over a 
decade of continued resistance from stakeholders at the 
local, state and federal level. I knew that the fight against 
the mine needed to be stronger now than ever if we were 
to keep the mine from impacting Bristol Bay’s watershed, 
and wanted to see how my work as a designer might help 
environmental advocates protect this place. 

A broad community coalition has advocated to 
keep Bristol Bay free from the risks of mining 
development. Here, young Bristol Bay fishermen 
make their voices heard during the salmon 
season. Photo by Luke Strickland 

The Bristol Bay watershed provides habitat for 
29 fish species, more than 190 bird species, and 
40 terrestrial animals. Photo by Scott Dickerson

IN CONTEXT
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THE BRISTOL BAY REGION IS LOCATED 
IN SOUTHWEST ALASKA.

Its 31 villages are situated along waterways leading 
to the eastern arm of the Bering Sea. At 40 million 
acres, the Bristol Bay region is larger than 15 
states, with a diverse landscape including eight 
major watersheds of winding streams and rivers, 
vast wetlands of lakes and tundra, alder and spruce 
forests, and an immense mountain barrier and 
volcanic land forms that make up the Aleutian Range. 
Bristol Bay is referred to as “America’s Fish Basket” 
because it is one of the most productive marine 
ecosystems in the world and home to the world’s 
largest salmon fishery. 

The Pebble Deposit, one of the world’s largest-
known copper and gold deposits lies beneath the 
headwaters of the rivers that help sustain Bristol 
Bay’s legendary salmon run.

The developer of the mine – Pebble Limited 
Partnership, owned by the Canadian company Northern 
Dynasty Minerals – has faced fierce opposition from the 
region’s tribal groups, residents, commercial fishermen, 
and environmentalists.
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“�The Pebble Mine has yet to be built because the process 
of getting state and federal permits for a project of this 
size is long, but also because it’s highly controversial. 
The mine pits two of Alaska’s biggest industries —
fishing and mining, both of which are extractive, but 
only one of which is “sustainable”— against each other 
in a classic resource war: weighing gold against salmon 
is weighing money against nature.”  

 

THE ATLANTIC, MARCH 14, 2014
Is Pebble Mine the Next Keystone XL? 



In order to design something impactful, you will need to 
understand the needs of the people or wild place you’re 
trying to protect. It is necessary that you gain a thorough 
knowledge of the community and experience firsthand the 
lives and environment of the stakeholders affected. 

Maybe you’re interested in helping because your liveli-
hood or lifestyle is being affected by changes threatening 
your immediate environment. Although it may not seem 
like it, this is a helpful position to be in as a designer. You’re 
already familiar with the challenges that face your com-
munity, and you have likely already spent time building re-
lationships with the people within it. You feel activated by 
the urgency of the situation, and you can now dig deeper to 
learn from the perspectives around you.

Negotiating the wide range of perceptions, interests, 
enterprises, and ways of interacting among community 

IMMERSE YOURSELF

members is often the biggest obstacle for designers who 
want to get involved in environmental advocacy, especially 
if they’re unfamiliar with the affected community. Re-
member, swooping in on a problem from the outside and 
proposing a solution without building trust in the affected 
community first is not the best approach. Avoid being a "de-
sign savior" and spend time with the people and place you 
want to help protect. You can immerse yourself by taking a 
trip to the place at risk, regularly visiting community lead-
ers, attending community events, conducting focus groups, 
signing up for community newsletters, volunteering to help 
at clean-ups or rallies, and sitting in on public hearings. 
The point of getting immersed in a community is to hear 
as many points of view as possible, make connections, ask 
questions, and build trust. Immersion often opens up new 
opportunities that can lead to new discoveries.

STRATEGY 2

My process was about discovering strategies that ad-
vocates for Bristol Bay were already implementing, then 
deciding how design could be used to assist their efforts.
 I immersed myself in the community by attended pan-
els from Bristol Bay advocates, events, film showings, 
rallies, and workshops. I signed up for newsletters from 
advocacy groups, Google alerts, and mobile action 
alerts. I read every news articles I could find that had 
been published about the Pebble Mine issue to date, 
read environmental impact studies through EPA.gov, 
requested information through FOIA.gov, found cam-
paign websites, mapped out all of the organizations 
and stakeholders involved, created diagrams of the 
mine’s permitting process, collected creative projects 
related to my topic, and made a spreadsheet of impor-
tant people who would be helpful to meet or interview. 

LEFT Slide show 
projection in Astoria, 
Oregon by Bristol Bay 
photographers at the 
annual Fisher Poet’s 
Gathering.

RIGHT A panel of 
experts, including 
Deputy Director Lindsay 
Layland of United Tribes 
of Bristol Bay,  provided 
fishermen at the Pacific 
Marine Fish Expo with 
information about how 
they could send their 
comments to their 
elected leaders.

A young salmon 
supporter at chef Tom 
Douglas’s Stop Pebble 
Mine dinner event in 
Seattle, Washington. 

LEFT Attorney and 
lobbyist Peter Van 
Tuyn holds up the 
infographic I designed 
about the economic 
story of Bristol Bay, in 
Washington D.C. 

RIGHT The best part 
of being immersed in a 
fishing community is the 
smoked salmon snacks at 
community meetings.

DIGGING INTO THE PEBBLE MINE

IN CONTEXT
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Presenting my initial research and questions to a public 
audience at a poster show at the University of Wash-
ington’s School of Art + Art History + Design helped me 
understand how other designers have contributed to 
environmental advocacy eff orts, and how people are 
motivated to get involved in environmental issues. 

Talking with the public was a useful exercise as it 
helped me organize my thoughts and test out my ideas 
in front of an audience. I could tell right away when 
people connected to something I said, or if I would need 
to reframe my ideas and explain them diff erently in the 
future. The direct and indirect feedback I got from this 
experience helped me focus my design process. 

PRESENTING IDEAS TO THE PUBLIC

I ASKED
 
“When it comes to environmental issues, what motivates you to act?” 

THEY ANSWERED

“  Environmental messages that show dire consequences like icebergs 
and polar bears are effective, because it shows people exactly how bad 
it is and what’s at stake. But there needs to be a call to action too.” 

“ Environmental messages that let people add their own response, 
customize, or personalize to fit their lives are effective.”

“Environmental messaging all just seems to be a bummer.”

“ I’ll do something if a friend convinces me that it’s important – that way 
I feel like I can ask questions and have someone to do it with.”

Photo by Phillip Carpenter 
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ENVIRONMENTAL ADVOCATES

WHO IS INVOLVED 
IN ENVIRONMENTAL 
ISSUES?

Before working with the Bristol Bay coalition,  I had not 
realized the range of stakeholders typically involved 
in an environmental issue like the Pebble Mine. It was 
helpful to diagram how these stakeholders organize and 

Typically, an advocacy group forms around a mission to 
defend the environment from an urgent threat. These 
groups are often made up of diverse stakeholders such 
as tribes, local governments, environmentalists, busi-
nesses, and community organizations. Their efforts and 
decisions are influenced and informed by the scientific 
community, effected residents, recreation and tourism, 
politicians, lawyers, activists, artists, and the media. 
Usually, the members of advocacy groups have primary 
careers outside the group’s efforts, and either volunteer 
their time or skills, or treat their role in the group as a 
secondary occupation. Environmental advocacy groups 
are often at a disadvantage compared to their oppo-
nents when it comes to centralized communication, 
organization, hierarchy, systematic structure, financial 
resources, and strategy. 

OPPONENTS

The opponents of environmental advocacy groups are 
often natural resource developers, stakeholders in the 
extraction industry, or pro-development politicians. 
With some environmental issues, like climate change 
or ocean pollution, the opponent is not a singular group 
or person, but instead a behavior or attitude that is sys-
tematic, or what we might call a “Wicked Problem.” Op-
ponent groups are influenced and supported by share-
holders, businesses, politicians, community groups, 
legal teams, and the media. Compared to advocacy 
groups, their opponents are typically an organization 
made up of individuals or teams who treat their work as 
their primary career, enjoy the benefits of an organized 
workplace structure with centralized communication, 
and stable, typically robust, financial resources, and a 
well-defined strategy in the form of a business plan. 

how they are influenced when devising a strategy. The 
people working to protect a wild place, I refer to here 
as “advocates,” and the people working to utilize wild 
places for development, I refer to as their “opponents.” 

DECISION-MAKERS RE-ELECTION, JOB CREATION, 
CONSTITUENT SUPPORT 

SCIENTIFIC COMMUNITY 

NGOS/CONSERVATION GROUPS

COMMUNITY ORGANIZATIONS

LOCAL BUSINESSES

EFFECTED INDIVIDUALS

RESOURCE EXTRACTORS/
DEVELOPERS

ENHANCE UNDERSTANDING, ASSESS 
ECOLOGICAL INFORMATION AND RISKS

ECOLOGICAL DIVERSITY, WILDLIFE

HUMAN HEALTH, CULTURAL VALUES, 
COMMUNITY WELLBEING 

RESOURCE SUSTAINABILITY, REGIONAL 
ECONOMY, PROFITS 

RECREATION, WAY OF LIFE, COMMUNITY 
AESTHETICS, HISTORY, HERITAGE 

PROFITS

ENVIRONMENTAL STAKEHOLDERS  & THEIR PRIORITIES 
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Apayo Moore is an Alaskan Native artist living in Dillingham, Alaska. Through her artwork, 
she spreads awareness for the traditional values important to her community in Bristol Bay 
and works with groups who prioritize protecting subsistence and sustainable resources. 
Apayo also works for a local non-profit whose goal is to educate locals on mining and risks it 
poses to subsistences practices. 

“ Some people are really inspired by the fi ght, but I 
am inspired by the love and the camaraderie. You 
can see it in all these groups that used to battle each 
other, but that are now just working together – the 
sport fi shermen, the commercial fi shermen and the 
subsistence fi shermen. All of the old stereotypes go 
away, and love for this place comes in.” 

APAYO MOORE
Bristol Bay resident & artist
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As you immerse yourself in the community, you will meet 
people with interesting stories, advocates with years of 
experience, policy-makers, businesspeople, campaign 
strategists, economists, scientists, journalists, attorneys 
and others involved in the future of wild places. Consider 
community and organizational members as partners in all 
aspects of the design process; It’s important to build strong 
relationships with the communities and organizations you 
work with to learn how you can best help them. 

You will meet people while immersing yourself in the 
community who share your passion and have expertise 
helpful to your project. You might decide to work with 
a campaign strategist, a fi lmmaker, and a donor who 
wants to support your project. In this case, you can think 
of your team as a group of advisors and use their knowl-
edge and experience in the fi eld to help guide your de-
sign decisions and strategy. 

Remember that there’s no need to reinvent the wheel. 
If an advocacy group or network is already attempting 
to do the kind of work you want to do, join them. Work-
ing with an established group is helpful for feedback 
and support, but designers should be prepared to give 
up a certain amount of control and let the group’s input 

inform their design decisions in order to mobilize the 
group’s assets, strengths, and resources. In this case, you 
can think of your team as a client.

It is good to keep in mind that some communities or 
organizations will be skeptical of efforts from outsiders. 
They may have seen other volunteers try to make an im-
pact in a short period of time without success, or peo-
ple coming in with preconceived notions about how to 
solve things. A few conversations with community lead-
ers will rarely win over a community, and it might take 
some grit and determination to convince people why de-
sign can be a useful tool for environmental change, and 
why they should work with you. Build trust by helping 
community members in their daily operations, volun-
teer your time, or quickly meet one of their basic design 
needs. Show them that you’re serious about partnering 
with them to carry out a shared goal. 

As you build trust and begin to understand what 
strategies will help you reach your shared goals, you will 
become an invested partner and your designs will re-
fl ect the personality and ethos of the piece of the world 
you’re trying to protect. 

JOIN THE ADVOCATE COMMUNITY

STRATEGY 3

Because I grew up in Alaska’s commercial fi shing indus-
try, and own a business that celebrates the sustainable 
fi sheries of the North Pacifi c, I was fortunate to know 
many of the stakeholders working to protect Bristol Bay. 
In some respects, it was easy for me to get involved as 
a designer because the community I wanted to help al-
ready knew me, my work, and the reason why I wanted 
to help them protect this place. 

I teamed up with an advocacy group called Busi-
nesses for Bristol Bay, a national coalition of businesses 
committed to advancing the long-term productivity of 
Bristol Bay and its renewable salmon economy. I helped 
them design infographics that leaders of their business 
partners, including members from the fi shing, retail, 
outdoor recreation, food, jeweler, and tech industries 
could use while lobbying decision-makers on the federal 
level. These infographics told the story of Bristol Bay’s 
economic impact, and how its salmon fi shery was crucial 
to their business success.

I also formed a team with a leader from Salmon 
State – an initiative that works to protect salmon habi-
tat and promote policies that will guarantee Alaska re-
mains home of the world’s largest, healthiest and most 
abundant wild salmon resource – my business partner 
and the owner of Drifter’s Fish, one of Alaska’s favorite 
small-scale direct seafood marketers. Together, we de-
veloped the "We Are Bristol Bay" project – a campaign to 
last the Pebble Mine’s permitting process, which empow-
ers stakeholders to defi ne the importance of this place 
through their stories and protect it for future generations. 

I felt strongly about working not only with advocacy 
groups, but with people from the Bristol Bay watershed. 
Locals, comprised of Alaskan Natives, sport and com-
mercial fi shermen, are most intimately connected to the 
land and the resources at stake – and part of  the We 
Are Bristol Bay project became a storytelling platform 
that highlighted Bristol Bay’s many voices.

TEAMING UP WITH SALMON ADVOCATES

IN CONTEXT

One way that some Bristol Bay residents have been resisting the 
development of the Pebble Mine is through art – wooden fish with sayings 
about protecting land, water, and fish decorate a wall of a downtown 
building in Dillingham. Photo by Brian Adams

Bristol Bay resident and village council member Christina Salmon points 
out the proposed Pebble Mine site, at the headwaters of two of the 
region’s major rivers systems. Photo by Brian Adams. 
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We Are Bristol Bay is a people’s campaign to protect 
the world’s largest wild salmon fi shery & its way of life, 
through its many voices. We Are Bristol Bay is a collec-
tion of stories about a remote and wild region in South-
west Alaska. These stories are written by those who call 
Bristol Bay home, who work there during the salmon sea-
son, who travel there to hunt and fi sh, who subsist on its 
natural abundance, and who have explored its remote 
and rugged landscape. 

The content generated from the website (wearebristol-
bay.org) and social media movement (#wearebristolbay) 
is available to eff orts working to protect Bristol Bay and 
its way of life. The campaign’s  purpose is to celebrate the 
things worth protecting there, and to give people a tan-
gible and impactful way to contribute to its protection. 

Proceeds from We Are Bristol Bay merchandise are do-
nated to the Alaska Wild Salmon Fund, which invests in 
leaders addressing the most urgent threats facing wild 
salmon in Alaska – currently, Bristol Bay and the Pebble 
Mine. The campaign includes an online web platform, 
social media account, shirts, mugs, stickers and Action 
Packs full of resources for citizen advocacy. 

THE “WE ARE BRISTOL BAY” CAMPAIGN

JOIN THE COMMUNITY (wearebristolbay.org)           SHARE YOUR STORY (#wearebristolbay)

We Are Bristol Bay “Action Packs” include a map of the 
proposed Pebble Mine site, a list of contact information for key 
decision-makers, postcards, stickers, and a patch for solidarity. 
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ABOVE  The We Are Bristol Bay Campaign exhibited in the Henry Art 
Gallery for the University of Washington MFA and MDES thesis show.

T-shirt hangtags and t-shirt

RIGHT Campaign t-shirts and mugs
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A strategy is important to ensure that your efforts are 
truly making a difference and helps avoid spending vast 
amounts of time and energy on efforts that don’t win. 
Many don’t think about strategy until after launching a 
campaign or organizing a protest. For example, in Novem-
ber 2005, the White House published a document called the 
"National Strategy for Victory in Iraq." The Iraq War was 
launched in March 2003. 

Leaders fail to appreciate the importance of developing 
a strategy, how tactics fit into a strategy, and the difference 
between the two. Environmental advocacy groups often 
don’t spend time developing a campaign strategy, only 
to find themselves surprised when their campaigns lose. 
In general, people struggle with the concept of strategy 
because we don’t like to answer the hard questions, but a 
strategy clearly articulates the way forward, and when chal-
lenged, can offer a convincing and realistic plan to success. 

All too often, strategy and tactics are confused or used 
interchangeably. Tactics are the everyday actions that a 
campaign undertakes. Petitions, mailings, rallies, lobbying 
visits, and press releases are all tactics, not strategies. Devel-
oping tactics is the easy part of planning. It’s the fun part, 
very often the creative part, and the part that can be most 
deceiving as to whether you are winning your campaign. 

A strategy, by contrast, includes a clear goal, and a target. 
A strategy also articulates the specific venue and method 
that you will use to achieve victory. A strategy is a plan to get 
a law enacted, not a bill introduced in Congress. A strategy 
is a plan to end or win a campaign, not to start a campaign. 

Take time to answer the hard questions with your team. 
Questions like: why are we doing these things? Will this really 
help win our campaign? What is it going to take to influence the 
key decision makers we need? Often these questions challenge 
long-held assumptions, expose weaknesses in advocacy efforts, 
and force your team to face the reality of what will truly take to 
win the issue, not just work on the issue. 

SOURCE: Tools for Grassroots Activists by Patagonia Books

DEVELOP A STRATEGY

ASK YOURSELF

I found Patagonia’s book Tools for Grassroots Activists to be 
a truly excellent resource for campaign strategy. To ensure 
success in your efforts, the book recommends that you ask 
yourself the following questions:

– Do you have a clear goal?

– Do you have a careful plan that, if followed and well 
implemented, will guarantee that you will achieve your goal?

– If you asked your teammates or partners what your strategy is, 
would they all say the same thing?

If you answered “yes” to these questions, congratulations, you are 
on your way to success! If you answered “no,” or “I might,” or “I hope 
so,” stop what you’re doing and fix the problem before you do anything 
else. Hope, on its own, is not a strategy. 

STRATEGY 4

Many of the advocacy groups I spoke with had evolving 
strategies. Under the Obama administration, headway 
had been made on the executive level and through the 
EPA to solidify protections for Bristol Bay. However, when 
the administration changed, President Trump and his 
EPA director Scott Pruitt were eager to fast-track Pebble 
Mine’s development. Advocates realized that the best 
way to keep fighting the mine was no longer at the ex-
ecutive level, but at the state level, urging Alaska’s typi-
cally pro-development politicians to stand up for our 

STRATEGIES FOR PROTECTING BRISTOL BAY

last wild salmon fishery and its sustainable economy. 
Once the mine began the permitting process, some of 
the groups’ strategies focused on making sure the mine 
was not fast-tracked, and a fair and normal NEPA pro-
cess was upheld. Some groups’ strategies focused on 
building big business support against Pebble Mine to 
influence the Trump administration’s ultimate decision. 
Some groups’ strategies were to propose new legislation 
on the state-level that would ultimately make it impos-
sible for the mine to be built.

IN CONTEXT

PAST & PRESENT ADVOCATE STRATEGIES TO STOP PEBBLE MINE

Obama Administration
EPA Administrator: Gina McCarthy

Federal level strategy

Trump Administration
EPA Administrator: Scott Pruitt

State level strategy

Influence EPA to invoke restrictions on mining activity 
through the Clean Water Act 

Build broad and deep support by unifying sport, 
commercial and subsistence fishermen in Bristol Bay

Convince state leaders to vote against Pebble Mine

Pass bills instate that limit mining activity and ensure 
protection for salmon habitat

Designate protected areas where the Pebble Mine plans 
to build its infrastructure

Make Bristol Bay a symbol of corruption through the 
frame of Scott Pruitt’s EPA

Build support amongst business leaders who depend 
on Bristol Bay’s fishery to influence decision-makers at 
Federal level

Ensure a fair and normal process is upheld through 
Pebble Mine’s permitting process

Convince investors that the Pebble Mine is too big of a 
financial risk 

PRESENTPAST
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A local Bristol Bay fisherman’s Subaru sports 
bumper stickers showing pride for gillnetting, 
the gear type common to the commercial salmon 
fishery. Photo Camrin Dengel 
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Finding a target is part of an effective strategy. Too often 
communication and design solutions aim to infl uence too 
many people and spend time and resources trying to target 
people who can’t help advocates reach their goal. Usually 
there are a handful of people who will ultimately deter-
mine the fate of the environment you hope to protect and 
can secure your goal. They may be U.S. senators, city council 
members, state agency directors, or corporate leaders. De-
termine who these people are. Ask, "If this person is on my 
side, and enthused to act for my cause, will that bring about 
success?" If the answer is yes, they are your primary targets 
and will be the focus of your design strategy. 

You should focus on the decision makers who can give 
you what you want. For example, when it comes to land de-
cisions in Congress, congressmen who represent an area are 
looked to for decisions on that area. Most other members of 
Congress follow the lead of the local representative on land 
issues. You can often infl uence the entire elected body by 
getting the most local elected offi cial on board. Congress 
rarely passes public land conservation legislation without 
local support. 

Don’t focus on people who already agree with you. Use 
design to convince decision-makers who will truly deliver 
success to your efforts, even if it feels challenging to reach 
them. You will start to think creatively about how you can 
infl uence your targets. 

When it comes to interactions with their constituents, 
decision-makers care about things that make them look 
good, responsive, and hardworking to the people of their 
district. In practice, that means that they care about some 
things very much, and other things very little. Keep this is 
mind when you think about how you can infl uence them.

DECISION-MAKERS 
CARE A LOT ABOUT

DECISION-MAKERS 
DON’T CARE MUCH 
ABOUT

Verified constituents from 
their district 

People from outside their 
district

Advocacy that requires effort 
— the more effort, the more 
they care: calls, personal 
emails, and showing up in 
person in the district 

Form letters, a tweet, or a 
Facebook comment 

Local press and editorials, 
maybe national press

Wonky D.C.– based news

An interest group’s 
endorsement

Your personal analysis of 
their actions 

Groups of constituents, 
locally famous individuals, 
or big individual campaign 
contributors

A single constituent

Concrete asks that entail a 
verifiable action — like vote 
for a bill or make a public 
statement, etc.

General ideas about the world

A single ask in your 
communication — letter, 
email, phone call, office visit, 
etc.

A laundry list of all the issues 
you’re concerned about

  SOURCE: indivisible.org

FIND YOUR TARGET

WHAT DO DECISION-MAKERS CARE ABOUT?

STRATEGY 5

Targets for the Bristol Bay coalition’s strategy ranged 
from the state level to the federal level – depending on 
the particular advocacy group’s strategy. Some aimed 
to infl uence business leaders in food, tourism, and re-
tail industries and mobilize local stakeholders to testify 
during public comment periods, to put pressure on state 

TARGETS FOR BRISTOL BAY

IN CONTEXT

and federal offi  cials. Some aimed to infl uence Scott 
Pruitt, the EPA administrator and also Donald Trump Jr., 
who visits Bristol Bay regularly to hunt and fi sh with his 
own family, with the assumption that he, in turn, might 
infl uence his father’s decision-making. 

TARGETS FOR BRISTOL BAY COALITION STRATEGY

Donald Trump
U.S. President

LOCAL STAKEHOLDERS BUSINESS LEADERS

Scott Pruitt
EPA Administrator

Lisa Murkowski
Alaska Senator

Sportsmen & 
hunters

Tourism & Guide 
Services

Dan Sullivan
Alaska Senator

Commercial 
fi shermen

Seafood processing, 
restaurants & retail

Donald Trump Jr.
Son of U.S. President

Bill Walker
Alaska Governor

Native Alaskan
tribes

Hunting & fi shing 
outfi tters 

Don Young
House Representative

ALASKA STATE OFFICIALS

FEDERAL OFFICIALS

PRESSURE
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“�The scale of the fish that come through here is 
remarkable. If you’ve eaten wild salmon, it’s likely 
to have come from here. This place has some of the 
biggest salmon runs – sockeye – in the world. It’s 
part of the reason why it’s so critical that we make 
sure we protect this incredible natural resource. Not 
just for the people whose livelihood depend on it 
but for the entire country.” 

BARACK OBAMA 
United States President 2009-2017

As part of his Alaska tour in 2015, President 
Obama traveled to Bristol Bay. Obama placed 
restrictions on the Pebble Mine’s development 
at the end of his presidency, but they were 
promptly rolled back by the EPA under his 
successor, Donald Trump. 



Environmental decisions typically anchor themselves on three 
entities – businesses, government, and advocacy groups or NGOs. 
Facilitating interaction between them, and focusing on sustainable 
use of earth’s resources, have been key challenges on the federal, 
state, and local level.  Ideally, within the framework established 
by government structures, citizens, community groups, organi-
zations, businesses, and government staff work to thoroughly 
understand environmental issues, assess available options, 

HOW DOES 
ENVIRONMENTAL 
DECISION-MAKING 
WORK?

THE IDEAL DECISION-MAKING FRAMEWORK 

decide on courses of action, and implement and evaluate 
those decisions. One way to confront an environmental 
issue is through a systematic process, similar to the scien-
tific method, to gather and analyze information needed for 
decision-making. Though it’s not guaranteed that the pro-
cess will follow the “ideal” model here,  it is useful to have a 
framework for government, advocates and industry to work 
together collaboratively

Understanding the process behind environmental deci-
sion-making can help you decide where there might be 
opportunities to engage your strategy or influence your 
target. It’s also important to gauge how long it will take 
for a decision to be made, which is often several years due 
to the processes in place that ensure proper assessment of 
possible risks, alternatives and stakeholder feedback. 

Government 

Business &
Industry

NGOs & 
Advocates

Main forces in 
environmental 

decision-making

Learning & Collaboration 

       
         

 DEFINE THE ISSUE	
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 understanding
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AN IDEAL ENVIRONMENTAL 
DECISION-MAKING MODEL

Government NGOs & 
Advocates

Business & 
Industry 
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One of the most important methods used to gather data for 
public environmental issues is through the National Envi-
ronmental Policy Act (NEPA), established in 1970. NEPA re-
quires the federal government provide information about 
the environmental effects of and alternatives to action that 
the government may take to decision-makers and the pub-
lic, with the intention of improving the quality of final deci-
sions before they happen.

NEPA mandates opportunities for public input in the en-
vironmental decision-making process. Public hearings and 
written comment periods offer citizens opportunities to air 
their concerns, opinions, and information about problems 
and proposed policies. 

The federal agency with the greatest expertise and ca-
pacity to manage the NEPA process for the proposed proj-
ect becomes the lead agency for that project. A lead agency 
might be the Environmental Protection Agency (EPA), Forest 
Service (USFS), Corps of Engineers (COE), National Parks Ser-
vice, Department of Defense (DOD), Department of Energy 
(DOE), and will be appointed by the Council on Environmen-
tal Quality (CEQ). The lead agency is the single point of con-
tact for the public and coordinates with all other local, state, 
and federal agencies with jurisdiction in the project area. 

One of the most important provisions of NEPA for dis-
seminating information about planned actions is the re-

THE NEPA PROCESS

quirement that a federal agency prepare a detailed state-
ment, known as the Environmental Impact Statement (EIS), 
when it proposes to take any major federal action signifi-
cantly affecting the quality of the human environment. An 
EIS describes the positive and negative effects of a proposed 
action, and it usually also lists one or more alternative ac-
tions that may be chosen instead of the action described in 
the statement.

Once information gathering has been completed, the 
lead agency consults with all of the other state and federal 
agencies that have participated in the NEPA/EIS process to 
write a Record of Decision (ROD). In some cases, the ROD is 
the final decision-making step. In others, the lead federal 
agency will submit a draft ROD to the Council on Environ-
mental Quality (CEQ) for their consideration. In the end the 
Federal CEQ either approves or amends the ROD for final 
publication and the permitting will be issued or denied for 
the project. 

The criteria upon which the draft and final decisions are 
made are defined in NEPA, which charges the government 
with protecting the environment and acting in the best in-
terest of the long term social and economic interest of the 
public welfare. However, the NEPA process is limited; even if 
the statement predicts negative impacts of the project, deci-
sion makers can still proceed with the proposal. 

Permit applications 
submitted

Years of exploration/resource 
identification/feasibility studies 

Permits issued 
or denied

Agency & public 
scoping 

Developer Action

Agency Action

Formal Public Comment Opportunities

Alternatives 
identified

Draft EIS 
published

Final EIS/Record of 
Decision published 

Studies 
conducted

IDEAL ENVIRONMENTAL DECISION-MAKING 
MODEL (PAGE 39) HAPPENS HERE 

Review/comment/
revision

NEPA/EIS PROCESS (2+ YRS) 

PERMITTING 

DEVELOPER EXPLORATION 

PROJECT DEVELOPMENT (10-25+ YRS)

ONGOING DEVELOPER EXPLORATION

If developer decides to 
proceed according to the 
final permit requirements:

Construction Operations Closure Ongoing monitoring / 
enforcement

Ongoing exploration/ 
resource identification

NATIONAL ENVIRONMENTAL POLICY ACT (NEPA) PROCESS
For proposed large resource developments 
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The advocacy group you work with may show up to meet-
ings with fi xed ideas of how design should be used. Maybe 
they want a brochure to promote the group’s work. Maybe 
someone suggests that you create a series of social media 
graphics, or an infographic, or that you update their web-
site. Though it always feels nice to have somewhere to get 
started, it’s possible that these ideas are premature and will 
lead design solutions in the wrong direction. Be prepared to 
address more fundamental questions about what goals and 
strategies are going to make the biggest impact before you 
start designing anything.

In your initial conversations with your team, be trans-
parent about the way you work and the process you follow 
when designing. Unpack the typical design phases and 
steps you take along the way – such as ideation based on 
your research, prototyping your ideas, and soliciting and in-
tegrating feedback from your target audience. 

As a designer, you are equipped with a proven problem 
solving process and can tackle the issue at hand with a fresh 
perspective. Let the group you’re working with know at the 
beginning of the project that you follow a process that may 
lead you to an unexpected solution. Invite group members 
to ask questions, or make suggestions along the way. 

INSPIRATION
In this phase, you’ll learn how to better 
understand people. You’ll observe their lives, 
hear their hopes and desires, and get smart 
on your challenge. 

IMPLEMENTATION
Now is your chance to bring your solution 
to life. You’ll figure out how to create your 
design and maximize its impact in the world.

IDEATION
Here you’ll make sense of everything you’ve 
heard, generate tons of ideas, identify 
opportunities for design, and test and refine 
your solutions. 

TEACH  YOUR TEAM ABOUT 
THE DESIGN PROCESS

SOURCE: IDEO’s Human Centered Design Toolkit

BE TRANSPARENT
 ABOUT PROCESS 

STRATEGY 6

Designing infographics for Businesses for Bristol Bay re-
quired an initial meeting to solidify the target audience 
and story we wanted to tell. I worked with an economist 
to gather data from economic reports on Bristol Bay’s 
commercial fi shery, choosing statistics that helped 
tell the story of the downstream industries benefi tting 
from the fi shery. I made three preliminary visual itera-
tions and presented them to the group, who helped me 
narrow down the information and fi gures that seemed 

ITERATIONS OF INFOGRAPHICS

most important. My initial iterations were more complex 
than my fi nal infographic. Though I felt explanatory text 
and a rich data set would feel legitimate, my team pre-
ferred a 1-pager with the “top hits,” or talking points that 
a business leader could use to communicate Bristol Bay’s 
impact without having to get swamped down by details. 
The fi nal design was a highly simplifi ed version of what I 
started with, and my team was excited to get it into the 
hands of the business leaders in their coalition. 

IN CONTEXT
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Salmon fishermen from Graveyard Point on the 
Nushagak River, one of the major tributaries 
that would be impacted by the Pebble Mine’s 
waste water in Bristol Bay. Photo taken by Corey 
Arnold, pictured here in the red cap. 
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TRADITIONAL USES OF DESIGN FOR THE WILD

Traditionally, design for the wild has been about tactics. 
Design has most commonly been used for posters, resistance 
symbols, flyers, t-shirts, protest signs, banners, buttons and 
other awareness campaign materials. These artifacts have 
helped draw attention to a problem and expressed a par-
ticular stance, often in the form of direct action or protest. 
Though individual expression and grassroots action is nec-
essary for molding public opinion and pressuring decision-
makers, the success of these often one-off responses hinge 
on exposure and typically have limited reach. Most are re-
actionary without providing a call to action, which makes 
it hard for others to feel empowered to get involved or do 
what they can to help. 

Design is not commonly considered when it comes to 
more strategic, coordinated, and proactive modes of advo-
cacy. Environmental advocates use official political and le-
gal changes to influence legislation, litigation and electoral 
politics. Could design effectively contribute to their efforts?

TRAITS OF TRADITIONAL DESIGN FOR THE WILD 

1. All about tactics
2. Reactive
3. Targeted at the public 
4. Grassroots, organic
5. Pressuring the system (protest)
6. Individual or one-off response 
7. Artifact-based design
8. Personal expression
9. Success hinges on exposure
10. Drawing attention to the problem

HOW IS DESIGN 
USED TO PROTECT 
THE ENVIRONMENT? 

OPPOSITE PAGE: Environmental awareness campaigns by the 
World Wildlife Fund, Sierra Club, and United Nation’s Climate 
Change Convention, protestors carrying “no Pebble Mine” 
symbols, and a collection of environmental buttons.
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UNTRADITIONAL USES OF DESIGN FOR THE WILD

A single logo or poster design rarely addresses the totality 
of an environmental issue. Instead, design is most powerful 
when designers and advocates work together to uncover the 
root of the problem, which is often part of a larger, messier 
system of stakeholders and processes. Design is a powerful 
tool for communication, persuasion, and storytelling – assets 
crucial to advocacy – and when crafted for a specifi c audi-
ence, whether it’s a public demographic or a single decision-
maker, can be a key tool for an advocacy group’s success. 

Designers could use their creative problem solving skills 
to help interdisciplinary teams in the scientifi c, business, 
government and advocacy community establish a common 
vision and systems for sharing that vision with the public. 
They could clarify complex information or data with graph-
ics that increase the group’s ability to communicate suc-
cinctly; help raise awareness around environmental issues 
in a way that empowers stakeholders to take responsibility; 
re-frame a traditional narrative of an environmental issue; 
model future scenarios and the consequences of an environ-
mental confl ict through an immersive experience; provide 
systems that make civic engagement more accessible; in-
crease the effi ciency of a process; or improve the advocacy 
group’s social and human capital with better social ties, net-
works, and support. 

These less traditional design responses focus on interac-
tions rather than objects, strategy rather than tactics, and 
are often carried out by teams of diverse stakeholders, rath-
er than an individual designer. They have the potential to be 
more effective because they are attempting to address the 
root of a systematic problem, rather than its symptoms and 
communicate our planet’s vulnerability in a way that any-
one can understand. 

TRAITS OF UNTRADITIONAL DESIGN FOR THE WILD

1. Strives for strategy
2. Proactive 
3. Targeted at decision makers
4. Coordinated  diverse stakeholders
5. Working with the system (advocacy) 
6. Co-design
7. Interaction design
8. Community’s voice
9. Success hinges on access to target
10. Proposing a solution to the problem

OPPOSITE PAGE (CLOCKWISE): 

A protest cemetery dedicated to all the things lost due to the 
Deepwater Horizon oil spill in Grand Isle, Louisiana by Joel 
Sartore. 

A targeted campaign by Greenpeace to get toymaker Lego to stop 
distributing at Shell gas stations after threatening the Arctic 
with a deadly oil spill. 

The Surging Seas project is an interactive map that combines 
sea level rise with various economic and population indicators by 
Stamen Design.

“The Story of Stuff” is a video that has been watched by over 12 
million people about the role of waste on our planet, made by 
environmentalist Annie Leonard and designer Jonah Sachs (Free 
Range Studios).

Resistbot is a free tool that helps you contact your elected 
officials and discover opportunities for civic engagement. 
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Bristol Bay youth on the shores of the Nushagak River, 
taking a break on an afternoon from subsistence 
fishing with his family. Photo by Corey Arnold



It is easy to get overwhelmed with design opportunity 
when working with an environmental advocacy group. 
Often times, NGOs have limited or unsustained resources, 
which means design is rarely prioritized when it comes to 
campaign strategy.

Asking the advocacy group or non-profi t you’re working 
with how design might help their efforts might open up the 
fl ood gates to the group’s communication needs. Even while 
an advocacy group’s purpose is to protect the environment, 
they still have operational tasks to think about and fund-
raising to do so that they can continue that work. Once your 

PROMISE ONLY WHAT 
YOU CAN DELIVER 

team starts thinking about all the ways design can help 
their efforts, they might be able to stop!

Avoid trying to solve all of the group’s design needs, even 
once you witness their needs up close. You must try to ac-
curately estimate the time and resources that you can real-
istically contribute. If you are attempting a project as a solo 
designer, don’t create elaborate designs that deserve the at-
tention of design armies. Make a list of the problems you 
see and identify what already exists in the community that 
you can build upon. Does the community have a service in-
frastructure, unique skills, or resources that you can utilize? 

STRATEGY 7

I interviewed leaders of the Bristol Bay coalition, and 
asked them how design might help their eff orts. Most 
people had not considered this question before and 
were unfamiliar with ways design could be useful to 
their goals, beyond branding or visually-pleasing annual 
reports. They spoke of some of the creative eff orts that 
had come out of the Pebble Mine debate, like a 2008 
documentary called Red Gold by Ben Knight and Travis 
Rummel, which was a successful tool for storytelling and 
raising awareness outside of the Bristol Bay community. 
They mentioned how a "new" Red Gold was needed – 
something to inspire change and share the story of why 
this place is important and worth protecting, with a cur-
rent look at the urgent threat facing Bristol Bay. 

Once I teamed up with two advocacy groups, I saw 
design opportunity everywhere in their communica-
tions. The fl yers and informational handouts used to 
raise awareness and connect people to the cause were 

hard to follow and had so much bold text it seemed to 
scream. The presentations given by advocates were full 
of re-purposed graphics and the same four photographs 
again and again. Maps of the Pebble Mine site diff ered 
blatantly in size, depending on the motives of the user. 
Even the symbol that represented the resistance against 
Pebble Mine seemed to scare people away rather than 
invite them to get involved. I had to remind myself to 
stay focused on ways I could make the most impact with 
the time I had, because once my team realized my abil-
ity to communicate visually, they had many requests 
beyond the scope of our shared goal, such as designing 
infographics for other organizations they were part of. 
When these requests arose, I reminded them that I was 
doing this work for graduate studies, and had only time 
to work on the things that were essential to our projects 
together – the rest would have to wait.

STEARING CLEAR OF DESIGN DISTRACTIONS

IN CONTEXT

Examples of communications used by the Bristol Bay Coalition 

Recently, the Pebble Partnership submitted its federal permit application to 
develop a massive open pit mine at the headwaters of Bristol Bay, Alaska - 
home to world-class salmon rivers. A review of their plans confirms that:
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• The Pebble Mine would irrevocably damage Bristol Bay’s salmon runs, clean 
water, and wild landscape.

• The current application is for phase one only and will require wastewater 
treatment into perpituity. No mine of this size and type has operated 
without impacts to ground and surface water in North America.

THE MINE PROPOSAL

An open pit mine up to 1,750 
feet deep and over a mile 
wide & long in the headwaters 
of the largest sockeye salmon 
run in the world.

Approximate 
area of the 
mine and 
associated 
infrastructure

6.4 mi 2 of 
wetlands 
will be dug up 

or filled in 

Private road 
system nearly 
100 miles long to 
haul minerals and mine waste 
would cross Lake Iliamna and 
salmon streams (200+ times), 
including famed Upper Talarik 
Creek & the Gibralter River. 

salmon streams (200+ times), 
including famed Upper Talarik 
Creek & the Gibralter River. 

Billions of gallons of 
wastewater discharged 
each year, including into the 
headwaters of the two biggest 
river systems in the region

A 188 mile pipeline from 
a new natural gas facility on 
the Kenai Penninsula

A new permanent deep-water 
port in Cook Inlet  

15 mi2

 PEBBLE MINE
RISKS TO SALMON, COMMUNITIES AND JOBS 
CONFIRMED IN RECENTLY RELEASED MINE PLAN

Pebble Deposit = 10.8 billion tons of ore
Current Plan = 1.2 billion tons of ore

The company has not relinquished mining 
claims on hundreds of square miles of state 
land adjacent to the proposed mine site. The 
Pebble Mine will very likely expand significantly

over time and provide infrastructure 
and power generation toward 

the develpoment of 
nearby mines.  

MORE INFORMATION: SaveBristolBay.org

More than 99% of 
all comments— 
2.5 million+ 
in total — were 
submitted to the 
EPA in opposition to 
the mine.

TH
E

footprint

5756



“Bristol Bay is the last place on earth that 
salmon thrive. We should care about that as 
a society. We can talk about the economics 
of the commercial fi shery and the sport 
fi shery all day. But when it comes down to 
it, this is an indigenous rights issue that all 
people should be concerned about. We’ll 
do whatever it takes. Whether it’s in the 
courtroom, whether it’s laying in front of 
bulldozers. Our people will do whatever it 
takes to protect this place.” 

ALANNAH HURLEY
Executive Director of the United 

Tribes of Bristol Bay 

Photos by Brian Adams
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The work you produce when designing for the wild might 
be significantly different from your personal design aes-
thetic. While the cause may need your fresh perspective to 
gain traction and momentum, your design also needs to 
connect to the style of your target audience in some way. 
It’s important that your design helps change behavior and 
that encourages interaction, rather than just looking good.

Highlight aesthetics that are authentic to the commu-

DESIGN WITH THE 
COMMUNITY’S VOICE

nity or place you’re working with. Take inventory of the 
colors, typefaces, materials and other style elements you 
come across through your research. Collect content as you 
go – photographs, video and audio recordings, objects, 
quotes, and feature these in your design work. Consider lo-
cal languages, cultural norms, and the things that make a 
place beautiful and unique; let the final design mirror its 
authentic visual language.

STRATEGY 8

The infographic I designed for Business for Bristol Bay 
was a 1-pager made for business leaders to use when 
meeting with decision-makers to show how Bristol Bay 
salmon is vital to their business success. The visual lan-
guage of the infographic needed to feel appropriate to 
the target audience – in this case business leaders and 
decision-makers, so I used compelling photos of stake-
holders in Bristol Bay’s economy  to drive the point home 
that real people depend on this resource and the many 
jobs it supports. 

The materials I designed for the We Are Bristol Bay 
campaign were informed by the colors of salmon and 
the sea, the traditional clothing worn by Alaskan Na-
tives, commercial and sport fishermen of the area, and 
type that mirrored both the ruggedness of Bristol Bay’s 
wild landscape and its strong sense of community. I 
wanted to celebrate many of the cultural aspects of life 
in Bristol Bay – so developed a system of icons including 
wild foods, tools, and objects common to the area that 
could be used throughout the campaign. 

REPRESENTING BRISTOL BAY

IN CONTEXT
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“�We’ve watched salmon runs repeatedly throughout history 
disappear because of poor human management. This is a 
life-source, and food-source, and way of life for many people 
in this region and especially in our community, who rely on 
this and who can tie any aspect of their lives to fish in one 
way or another.”

CHRISTINA SALMON
Bristol Bay Resident, village council member, 

manager at Iliaska Environmental 

Looking down on Bristol Bay  by 
Alaskan photojournalist Ash Adams 



As designers, it is sometimes diffi cult to hand off your 
work and watch it be used in ways you had not intended 
or did not foresee. It’s hard to lose control of something you 
have many days, even years, thinking about and perfect-
ing. Perhaps you create a new symbol for a campaign and 
proudly present it to the advocacy group you’ve been work-
ing with – only to see it the next day used in a presentation 
on top of a strange photo collage background, or mashed 
into the corner of a visually unfortunate fl yer. These con-
sequences are some of the realities of designing for the real 
world. Environmental advocacy groups are hardly to blame! 
They are excited to have a beautiful new visual asset that 
they can use to connect people to the cause, inspire en-
gagement, and built social capitol. Though they may not be 
experts in design, they know that your work holds the po-
tential to create the change you’ve imagined together and 
want to put it to use immediately. 

The best thing you can do for your own designerly sanity 
and for the group’s success is to teach your team how to use 
your works the way you designed it to be used. Sometimes 
this teaching occurs throughout the design process as you 
and your group make collaborative design decisions. It is 
best to consider how you will hand off your design deliver-
ables early on so that you can think through the operational 
systems and best practices for future use together. This usu-
ally means building something that a non-design expert 
can effectively use. Don’t code a complicated website that 
no one knows how to update if you plan on handing it off to 

GIVE COMMUNITIES OWNERSHIP

your team and not being available for support.
Michael Beirut designed Hillary Clinton’s 2016 campaign 

logo for presidency – a simple "H" with an arrow emerging 
naturally from the geometry of the letter form, pointing 
forward, towards the future. "It wasn’t clever or artful,"”he 
admitted, "I didn’t care about that. I wanted something that 
you didn’t need a software tutorial to create, something as 
simple as a peace sign or a smiley face. I wanted a logo that 
a fi ve-year-old could make with construction paper and kin-
dergarten scissors."

The most important use of your design skills might be 
empowering the people who work night and day to protect 
the environment with a new visual tool. The good news is 
that if you set up your systems right, energy will continue 
to be put towards the cause, even if your time and work lead 
you elsewhere. A community with the tools to tell their own 
story well is a powerful one. Planning for longevity is really 
about the system more than the artifact. 

Set up Dropbox folders with the visual assets you’ve cre-
ated and share them with your team. Include instructions 
for usage or best practices that non-designers might over-
look. Your team will be excited to learn how to most appro-
priately present the work you’ve created together. 

Consider writing a project agreement to be signed by every-
one who is involved. Outline ongoing roles, structure, terms, 
and other important project details. Make sure everyone has 
read and agreed to the draft before it’s fi nalized and signed. 

STRATEGY 9

Ownership over the We Are Bristol Bay campaign was 
the most challenging part of the project, since our team 
was made up of four people from three diff erent organi-
zations. It was easy to imagine what could be designed 
together but more diffi  cult to imagine how the cam-
paign would be run and implemented once produced. 
We shared the same goal but had diff erent styles for 
communicating those goals to the public, informed by 
our professional experiences. There is a certain neutral-
ity that felt important to those of us who were business 

DEFINING ROLES FOR CAMPAIGN SUCCESS

Michael Beirut’s Hillary 
Clinton 2016 campaign 
logo was simple and 
easy for her supporters 
to engage with. 

Losing control of your 
work can be difficult 
as a designer. Here’s 
an example of an event 
invitation made by one 
of the advocacy groups 
I worked with on the 
We Are Bristol Bay 
Campaign. 

I realized it would be 
helpful to set up some 
easy design guidelines 
that could be followed 
in programs like Power 
Point or Microsoft 
Word. I made a Dropbox 
folder with compelling 
photographs, the 
typefaces I used when 
creating the campaign, 
and visual assets with 
some tips on how to use 
them. 

Everyone wins if 
you can teach your 
advocate teammates 
a little about design 
in the end. That way 
they’ll feel empowered 
to make something that 
looks great and your 
conscience will be clear. 

IN CONTEXT

owners, and a certain assertiveness of our team mem-
ber who worked in advocacy. We wrote up a contract to-
gether outlining our ongoing individual roles, including 
terms of the project, operations, communication path-
ways, partnerships, and funding. When writing the con-
tract, we made sure everyone defi ned their own roles 
and felt comfortable with the chain of command. This 
helped sharpen up all the pieces of our team’s puzzle 
and clear away lingering questions about how best to 
keep our campaign sustained and eff ective. 
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ADDITIONAL RESOURCES

www.wearebristolbay.org
www.epa.gov/bristolbay
http://www.savebristolbay.org
www.pebblepartnership.com
http://pebblewatch.com
http://www.bristolbayvision.org

WEBSITES
www.epa.gov
www.foia.gov
https://actipedia.org
www.indivisible.org
www.patagonia.com/actionworks
https://artisticactivism.org
https://solutions.thischangeseverything.org

DESIGNERS
Amplifier (amplifier.org)
Beehive Design Collective (beehivecollective.org)
Colleen Carcoran (placeandpage.la/work)
Geoffrey Holstad (holstadholstad.tumblr.com)

MAPPING
Google Tour Builder, Google Earth, Google Outreach 

TIMELAPSE
Shows changes on Earth over past 30 years 
(https://earthengine.google.com/timelapse) 

DATA VISUALIZATION
Google Fusion Tables (maps, pie charts, timelines)

ADVERTISING
Google Non-profits: free advertising in Google search results with Google 
ad Grants (https://www.google.com/nonprofits/)

GRANTS & COMPETITIONS
SAPPI “Ideas that Matter”: supports designers who partner with 
organizations to bring great ideas to life (https://www.sappi.com/ideas-
matter)

EPA’s P3 (people, prosperity and the planet) Student Design Competition: 
open to teams of college students working to design solutions for a 

TOOLS & INSPIRATION FOR DESIGNERS

LEARN MORE ABOUT BRISTOL BAY & THE PEBBLE MINE

sustainable future. (https://www.epa.gov/P3)

Core77 Design for Social Impact Award: Awards projects specifically 
designed to directly benefit social, humanitarian, community or 
environmental causes (http://designawards.core77.com/Design-for-Social-
Impact)

COLLABORATION
Google Docs: create a campaign plan corroboratively  
(https://www.google.com/docs/about)

Smart Chart 3.0: A communication planning tool that helps you set 
goals, identify priority audiences, craft compelling messages, puts 
high-value communication activities (http://www.smartchart.org, http://
spitfirestrategies.com )

Frog Design Collective Action Toolkit: Created to help bring groups 
together to accomplish a shared goal. It consists of an action map and 
activities six areas that offer different ways to develop solutions to make 
change happen in a community or organization. (https://www.frogdesign.
com/work/frog-collective-action-toolkit)

IDEO’s Human-Centered Design Toolkit: Why human-centered design can 
impact the social sector (https://www.ideo.com/post/design-kit) 

FRAMEWORKS
David Rose Spectrum: Understanding audience and their receptivity to 
messaging (http://kellyludwig.com/kcai-embeds/va_receptivity-handout.
pdf)

Social Design Pathways: mapping skills, resources and ambitions of a 
project by its group members (http://www.socialdesignpathways.com)

www.regulations.gov
http://www.standforsalmon.org
www.alaskawaterwars.org
www.b4bb.org
http://utbb.org
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