
Don’t miss this year’s Expo meeting!
Tuesday, November 27th, from 2:30 to 5:00, in Room C-3
We’re switching up the format this year. Rather than holding a single panel presentation, we have invited speakers to address three 
topics of interest among the fleet.   The lineup as we go to press looks like this:

Topic 1 - Quantifying Quality: Measuring the dollar effects of better handling practices
Marcus Hartley, Northern Economics, LLC
Everyone “knows” that improved handling practices result in higher prices. Yet, until now no one could say with certainty 
which handling practices result in the biggest changes in product recovery and wholesale values of salmon products. 
Recently-concluded research shows which handling practices have the greatest potential to increase total wholesale value 
and grounds prices. 

Topic 2 - The Pebble Mine
Fishermen Gary Cline and Ben Blakey, CFBB Program Manager, Shoren Brown
The proposed mine in the headwaters of Bristol Bay threatens the Bristol Bay fishery and 
its 7,000 fishermen. The campaign to protect Bristol Bay’s commercial fishery is entering 
a critical stage. Learn more about the campaign and the importance of the commercial 
fishermen’s voice in the outcome. (Check out Gary’s presentation at TEDx Monterey titled 
Bristol Bay: Through the Heart of a Local Fisherman, on YouTube: http://www.youtube.)

Topic 3 - Economic Impact of Bristol Bay on West Coast States
Dr. Gunnar Knapp, University of Alaska
Roughly 40% of Bristol Bay commercial fishermen reside in three West Coast states. 
Many processors are also based on the West Coast, along with boat builders, equipment 
suppliers, packaging vendors and other components of the seafood industry. It adds up 
to a significant element of the region’s economy. Gunnar Knapp will provide an update 
on his current research regarding the vital role Bristol Bay plays in the economies of 
Lower-48 states. 
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Introducing the new 
BBRSDA website
As many of you are already aware (because you 
subscribe to Bristol Bay Waypoints, right?), we launched 
a new website last month. Our old website had served 
admirably, but the technology behind it was dated, 
while our new “content management system” allows 
for more efficient posting and sharing of information, 
as well as easier addition of new features. We hope you 
like it, but please don’t hesitate to let us know how you 
think it might be improved.

In This Issue...
Revising our Strategic Plan

Changes on the Board

New Marketing Committee

Marketing Update

2013 Project Solicitations

... and more!
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Bristol Bay RSDA Strategic Plan 
CORE PURPOSE
Maximize the value of the Bristol Bay fishery for the 
benefit of our members.
PRIMARY FOCUS
 •  The economic well-being of BBRSDA members
 • A sustainable Bristol Bay commercial fishery
 •  The highest quality wild salmon products

STRATEGY #1 - IMPROVE QUALITY and VALUE
Chilling
Build the capacity and desire of the fishery to chill product 
during harvest.

Focus
• Monitor economic benefits and costs of chilling fish during harvest.
• Track chilling activities in the Bay.
• Research, identify and promote chilling practices that are   
 effective and practical.

Handling
Encourage adoption of handling procedures that result in 
higher quality salmon from the point of harvest through to the 
point of sale.

Focus
• Research, identify and promote handling practices that are    
 effective and practical.

STRATEGY #2 – SUPPORT RESEARCH
Promote research that leads to a better understanding of the 
science and economics of the Bristol Bay wild salmon fishery in 
order to improve revenues for fishermen.

Focus
• Improve accuracy of pre-season and in-season forecasts.
• Investigate potential environmental and economic impacts of   
 commercial fishing on the Bristol Bay region.
• Investigate potential environmental and economic impacts of   
 non-fishing activities.

STRATEGY #3 – CONDUCT MARKETING and 
PROMOTION
Promote and market the Bristol Bay wild salmon resource in the 
domestic and global markets.

Focus
• Investigate and develop new strategies with the goal of  creating a  
 long-term marketing plan for the region’s seafood products.
• Collaborate with other marketing programs to increase  impact.

STRATEGY #4 – MAINTAIN SUSTAINABILITY of 
THE FISHERY
Promote activities that assure the continuation of a biologically 
and economically healthy and productive commercial fishery.

 Focus
• Seek the highest level of harvest value consistent with    
 sustainable salmon runs.
• Whenever practical, work with processors, government    
 managers, and others to jointly develop activities that support   
 the goal of sustainable fishery.
• Encourage young adults to enter the fishery.
• Protect habitat needed for diverse and abundant salmon   
 populations.
• Raise awareness of the sustainable Bristol Bay wild salmon resource.

STRATEGY #5 – STRENGTHEN the ORGANIZATION
Continuously work to strengthen BBRSDA’s organizational 
foundation.

 Focus
• Continually strengthen communications between the    
 Association and its members.
• Improve board effectiveness through ongoing board education   
 and training.
• Seek external funding to support the activities and aims of the   
 Association.
• Develop and maintain systems for strong administrative and   
 financial management.

Revising our Strategic Plan
Board invites your input
In 2008 the BBRSDA board instituted the organization’s Five-
Year Strategic Plan, which has guided board members ever 
since in making policies and decisions. A strategic plan is vital 
for any organization; it’s like a well-laid keel for a boat, keeping 
the vessel on track in spite of occasional course adjustments 
or short-term issues that arise from time to time. In October 
the current BBRSDA board met for a comprehensive, two-day 
review of our Strategic Plan. In that process, we took a close 
look at our progress on the issues that were important five years 
ago, with an eye for where we are headed in the years to come. 

The key component in our previous plan was to improve 
quality, mainly by encouraging fishermen to chill their fish.  This 
quality/chilling mandate took precedence over efforts toward 
marketing Bristol Bay sockeye, as we wanted to be sure the 
product that we say is “fabulous” can deliver on that promise 
consistently in the marketplace.  In the last five years the Bristol 
Bay fleet has come a long way in chilling and in overall quality 
of our catch, driven by fishermen’s personal motivation and 
increases in buyers’ chilling and quality incentives.  These 
positive changes and our fleet’s momentum toward greater 
increases in overall fish quality indicate that the time is right to 
give more thought to marketing.

One thing that we came up with in preparing the new draft 
Strategic Plan is a more precise definition of our Core Purpose:
“Maximize the value of the Bristol Bay fishery for the benefit of our 
members.”

With that in mind, we then looked at every aspect of our five 
Strategies, and tweaked them to assure they guide us toward 
this end.  From my point of view, the most significant change 
to our plan is the specific mention of “benefit to our members”, 
which will remind current and future board members that the 
value we seek to create in our fishery must be appreciated by 
those who are funding the BBRSDA.

The new Strategic Plan is still a draft, and you’ll find it below. If 
you have ideas for strengthening this plan, please contact the 
board at board@bbrsda.com

Best regards... Matt Marinkovich
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Changes on the Board
Board member and BBRSDA Vice President Chris McDowell 
recently sold his permit, and since permit ownership is a 
requirement for board members, he resigned his seat effective 
in August. 

Asked to comment on Chris’ tenure on the board, President 
Robert Heyano was effusive in his praise. “Chris is one of those 
people who does a lot more listening than talking, but when 
he does speak up, the things he has to say are always worth 
waiting for. He is one of the most thoughtful people I have 
ever served with, extremely knowledgeable, a true professional 
fisherman and just a good guy. I know I speak for the entire 
board when I thank Chris for his hard work and his service to the 
fleet.”

Bylaws Change and Filling 
Position B
A Change to the Bylaws
At their October meeting, the board addressed a potential issue 
with the bylaws, and specifically the section having to do with 
filling unanticipated board vacancies outside of the normal 
election cycle. Previously, the bylaws gave the President sole 
appointment power when seats come vacant in mid-term. Even 
though President Heyano always consults extensively with 
board members before making major decisions, he and the 
entire board felt a new, more collaborative system should be 
formally implemented. For that reason, the Vacancies section of 
the bylaws now reads:

The board will fill vacancies as they arise by developing a slate 
of candidates and choosing a new member by a 2/3 vote of 
all seated board members. The new member will serve for the 
balance of the vacant term.

Are you an Alaska resident 
interested in serving on the 
board?
With Chris McDowell’s seat (Position B: Alaska resident), now 
vacant, members are welcome to self-nominate if they are 
interested in serving. 

The process is simple. Simply contact a board member directly 
if you happen to know one, or email board@bbrsda.com with a 
note expressing your interest, along with a brief bio describing 
your background in the industry and any other relevant 
experience. Or, if you’d just like to know more about what’s 
involved in serving on the BBRSDA board, feel free to contact us 
at info@bbrsda.com.

New Marketing Committee
At their June meeting in Naknek , the board approved 
establishment of a standing (permanent) marketing 
committee.  At their October meeting the board set 
the following policies for the new committee.

• Purpose: To investigate and recommend marketing 
strategies to the full board with the goal of 
enhancing the value of the Bristol Bay wild salmon 
resource in domestic and global markets for the 
benefit of BBRSDA members.

• Membership: Six members; three from the 
elected BBRSDA board and three other members 
recommended by board members on the Committee 
and appointed by the President.

• Terms: Three-year terms for all seats; staggered, with 
two seats appointed annually.

• All other elements, assignments and governance 
matters to be determined by the Board.

At their November meeting, the board will continue 
discussion on the new Marketing Committee. Please 
contact board@bbrsda.com if you have any questions 
or would like to provide input. 

The board will take up this matter at their 
meeting on Monday, November 26th.

We look forward to hearing from you! 

We sent videographer Sierra Anderson into Bay communities 
prior to the season, to give fishermen and community 
members the chance to talk about the threat to fishing jobs 
posed by potential development of the Pebble Mine. In all the 
discussions around Pebble the commercial fishing message 
sometimes gets overshadowed, or posed as a “miners vs 
environmentalists” conflict. That’s not the way we see it, and 
we want to be sure that small businesses and thousands of 
good fishing jobs are front and center in any debate over the 
future of the Bristol Bay watershed.

From Sierra’s work, we put together four videos (so far), and 
you can find them on our home page at bbrsda.com. Just look 
for “Bristol Bay Dispatches.” We have promoted these videos 
on YouTube, and across multiple websites and social media 
platforms. We’ve also shown them at a number of public-
facing events, steadily getting the word out about the value 
of our fishery and the number of people it supports.

Bristol Bay Dispatches
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Bristol Bay Sockeye Website & Facebook Page
We launched the Bristol Bay Sockye Facebook page 
in March in order to drive more people to the Bristol 
Bay Sockeye website. In the absence of a massive 
public relations and advertising budget, Facebook is 
the most cost-effective, flexible and effective method 
for us to build awareness among highly targeted 
consumers. Facebook passed the 1-billion user mark 
recently. That’s why it is an integral part of almost any 
marketing campaign these days, and why the BBRSDA 
considers it key to the long-term process of building 
the Bristol Bay brand. At last count, we had over 16,000 
self-selected followers on Facebook – all of whom 
regularly receive beautiful photos, delicious recipes 
and other information about our fishery. Marketing 
and brand-building are about getting your message 
to the right people, over and over, and that’s what 
Facebook is doing for Bristol Bay Sockeye.
(Check out www.facebook.com/BristolBaySockeye and
www.BristolBaySockeye.org.)

Sockeye Finder
While you were out fishing, 
we were front-end-loading 
the Sockeye Finder with 
thousands of U.S.-based 
purveyors who carry Bristol 
Bay sockeye, everybody from 
Safeway and Walmart stores 
to The Village Smokehouse 
in Orchard Park, NY and Red’s 
Best in Boston. We launched 
the app on the Bristol Bay 
Sockeye Facebook page at the end of the season, and 
shortly thereafter we also posted it to the main Bristol 
Bay Sockeye website.

When you check out the app, it not only helps 
consumers locate the product near them, but also 
allows you (and our Facebook fans) to “tag” additional 
locations that carry sockeye but aren’t currently listed. 
(based on availibility)

New Seasons Market Promotion
This September, we worked with WhyWild and the 
Portland-based New Seasons Market grocery chain 
to promote Bristol Bay sockeye. The promotion took 
place over two days at 12 New Seasons locations, 
where shoppers got to talk with Bristol Bay fishermen, 

try some salmon 
and learn about the 
proposed Pebble 
Mine. WhyWild 
organizer Elizabeth 
Dubovsky was 
instrumental in 
setting up the New 
Seasons promotion 
(for the sixth year in 
a row – thank you,
Elizabeth!) and we
want to thank Grundens
USA for contributing the spanking new raingear.

Marketing Update
From hands-on to high-tech, your 1% helps support sockeye promotions nationwide.

Here are just a few examples of recent work and activities that you make possible.

Bristol Bay fisherman Ben Blakey (in the 
Grundens) is joined by New Seasons Market 

employees at a recent event in Portland, OR.

Chefs Collaborative
On October 1st and 2nd, Chefs 
Collaborative brought their 
Sustainable Food Summit 
to Seattle, and the BBRSDA 
sponsored the event, ensuring 
a very high profile for your fish 
at the premier gathering of 
sustainability-focused chefs 
from around the country.

Through our printed materials, 
videos, a speech by board 
member John Fairbanks and constant networking, we 
brought the Bristol Bay message home for hundreds 
of America’s most progressive seafood buyers. Chefs 
Collaborative members not only want to know where 
their fish is coming from, they educate their customers 
as well – on the unbelievable size and sustainability 
of our run, the health benefits of our sockeye, and the 
dozens of ways it can be prepared.

Following the Summit, renowned Seattle chef (and 
stalwart supporter of Bristol Bay) Tom Douglas hosted 
a reception for seafood buyers, fishermen, reporters 
and sustainability advocates at his Seatown Seabar and 
Rotisserie, where former BBRSDA board member Buck 
Gibbons spoke passionately about the issues we face. 
Following Buck’s speech, a “supply chain roundtable” 
was held, where Douglas was joined by Tom 
Sunderland of Ocean Beauty, Chef Michael Leviton (of 
Lumiere, in Newton, MA), and Bristol Bay drifters Ben 
Blakey and Brett Veerhusen.
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2013 Project Solicitations – taking a new approach
For the 2013 project funding cycle, the BBRSDA has modified its approach for inviting funding requests.  Two distinct kinds of 
submission will be considered: Project Proposals and Project Concepts. 

Project Proposals are submitted by permit-holders, municipalities, non-governmental organizations, private companies, research 
institutions or state and local agencies who are in a position to carry out the project they are proposing.

Project Concepts are submitted by BBRSDA members. They are your ideas for things that the board should consider exploring 
or funding with assessed funds. Project Concepts allow the board to gather a broad range of ideas from people who may not 
themselves be in a position to carry those ideas forward.

The outline at right lists requirements for submissions. Project Proposals must include all bulleted items.

Project Concept submissions need only provide the items that are underlined. 

Required information

BBRSDA policies to consider

• Proposer’s contact information.  Name, email and 
phone.

• Acknowledgment of having read BBRSDA 
strategies and bylaws.

• Identify the BBRSDA strategic objective addressed 
by the project.

• Brief description of project – 250 words maximum.

• Estimate of total project costs and amount needed 
from BBRSDA.  Identify other sources of funds.

• Approximate date of completion.

• Proposals must be on one side of a single 8 ½ x 
11 sheet (size 10 font or larger) and submitted 
electronically to info@bbrsda.com by November 
22, 2012.  Subject line should read; “Grant Funded 
Project Proposal” (or “Concept” if not a full 
proposal).

• The BBRSDA has a preference for cost-sharing with 
others and for the potential grant recipient to be a 
significant source of funding.

• The BBRSDA does not seek to own any plant or 
equipment.

• Projects funded by the BBRSDA must be available 
to, or benefit, all S03T permit holders.

• Single year projects are preferred over multi-year 
projects.

• All grant awards will be implemented by a contract 
stating terms, conditions and required deliverables.

  

Timeline

• November 15, 2012 Call for Proposals announced

• December 10, 2012 Deadline for receiving   
  proposals

• Mid-January, 2013 Board evaluates all Proposals. 
  20 projects (maximum)   
  accepted for expansion into full
  proposals for deeper scrutiny.

• Mid-February, 2013 Final proposal selection and  
  funding decisions.

• February-May, 2013 Grant Award contracts   
  negotiated and signed.

Photo courtesy of Bob Waldrop
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1120 Huffman Rd, Box 208
Anchorage AK 99515

Update: Commercial Fishermen for Bristol Bay 
GETTING IT DONE, GRASSROOTS STYLE
With the support of the BBRSDA, Commercial Fishermen for Bristol Bay’s Jorden Greiner was in Naknek before the season, circulating 
signatory letters to the EPA and members of Congress expressing opposition to the Pebble Mine. On the EPA letter, Jorden gathered 
184 fishermen-signatures from 27 states. She also generated 173 individual, hard-copy letters signed by permit holders and crew to 
their respective U.S. senators, then delivered those into offices in DC. As anyone who has ever done it knows, grassroots fieldwork is the 
toughest kind of political action there is, and it takes real dedication. When she’s not in the field, Jorden is keeping CFBB’s website and 
social media going, staying in touch with CFBB’s national network of supporting organizations, and – her specialty – staying positive. 

PRESSURE POINTS
Rhode Island’s Senator Jack Reed chairs the Senate Appropriations Committee, and has the final say in when or if Pebble’s proponents 
can attach “riders” to appropriations bills in order to restrict EPA’s ability to protect the waters of Bristol Bay. On a short-turnaround 
basis, CFBB recently alerted its supporting organizations in the Rhode Island fishing community and generated quick letters into Senator 
Reed’s office from three influential groups, the Rhode Island Commercial Fishermen’s Association, the Rhode Island Lobstermen’s 
Association and Rhode Island Fishermen’s Alliance. This is the way it’s done folks, with great foundational outreach and the ability to 
contact key policymakers quickly and effectively.

GETTING THE WORD OUT
CFBB was at the Fishermen’s Fall Festival in Seattle, the Commercial Fishermen’s Festival in Astoria, and will also have booths at Pacific 
Marine Expo and the Boston Seafood Show this year. In Astoria alone, CFBB generated almost 300 letters educating Oregon’s senators, 
Ron Wyden and Jeff Merkley, on the threats to commercial fishing jobs posed by the Pebble Mine.

SEEKING VOLUNTEERS
If you feel strongly that the Kvichak and Nushagak drainages are the wrong place for a massive open-pit copper mine and you would like 
to advocate on behalf of Bristol Bay’s fishing jobs, please contact the CFBB team at info@fishermenforbristolbay.org. (You can also reach 
Jorden Greiner, CFBB coordinator, at (907) 399-4017.) The team is putting together a range of media outreach and advocacy activities, 
and your participation is welcome, no matter where you live.

info@fishermenforbristolbay.org  •  www.fishermenforbristolbay.org  •  #fishermen4BB


