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Monterey Bay Aquarium Seafood Watch The Seafood Watch Pocket Guide, a palm-sized folding card,
lists information which help consumers and businesses make purchasing choices that are healthier for
ocean wildlife and the environment. From its humble beginnings as a Northern California consumer
awareness campaign, the guide has grown to include seven regional Pocket Guides, distributed by 67

(and counting) partnerships across the U.S.
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The little card that changed an industry. Consumer demand speaks loudly. Over the past year, Wal-Mart,
the largest purchaser of seafood in the world, committed to buying only seafood recommended by the
Aquarium's Seafood Watch program. Warner Bros. Entertainment has ordered 9.2 million Pocket Guides
to insert into their DVD packaging and the Compass Group North America - the largest food service

company in the Western Hemisphere - will offer only sustainable seafood to its customers.
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The brand positioning: approachable, modern, simple.




CASE STUDY

AMERICAN LOBSTER

Design is powerful. It is my position that smart, respectful communications — coupled with disciplined
design is critical to any sustainable program's success. In designing the Seafood Watch brand, it was an
opportunity to redefine what a modern conservation brand could feel like, what it could achieve. The
goal was to make the complex simple. Our positioning was positive and empowering, offering consumers

the simple act of choice to influence change.
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CHILEAN SEABASS

Client: Monterey Bay Aquarium

Project: Seafood Watch Initiative

Brand Director: Jim Ales

Design: Jim Ales, Mathew Squillante, Micah Kasman
lllustrations: Ann Caudle

www.seafoodwatch.org




