
The Icon of the Polar 
Bear
How symbols are used in 
communications to tell stories
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“We stopped a dam the other day in Alaska, on the Susitna River. 

We gave a grant of $25,000 to a filmmaker who was making a film 

called The Super Salmon. The film comes out, the guy shows it 

around, and the governor, just like that, he kills the dam. You 

don’t get many clear-cut victories like that. But sometimes all it 

takes is one person ”



to 2020 and 

beyond















25 minute online quantitative survey

Research methodology and coverage 

WHAT

A total of 10,328 respondents 

(non-rejecters of environmental issues) 

across 10 countries.

Surveys were conducted in the local 

language among the representative of 

online population (18+) for each country.

WHO

Fieldwork period: 3rd -13th March 2018



50% 51% 51% 49% 51% 50% 50% 50% 50% 54%

50% 49% 49% 51% 49% 50% 50% 50% 50% 46%

52% 54% 61% 70% 47% 53% 54% 45% 51% 86%

43% 36% 36% 28% 42% 41% 38% 44% 39% 16%

5% 10% 4% 2% 11% 6% 8% 11% 11% 1%
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22% 17% 14% 22% 23% 30% 25% 15% 33% 31%

The survey is a representative spread of each country across socio-eco demographics
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Key questions of the biodiversity awareness survey

What is their past behaviour?

What is their willingness to behave, 

going forward?

What steps are they willing to take?

Are they aware of various initiatives 

(claimed)?

How relevant is biodiversity to 

them?

Do they percieve various issues 

impacting biodiverisy and in turn 

this impacting their daily lives in any 

shape or form?

Do they see the importance of 

taking relevant steps in protecting 

biodiversity?

Are people familiar of the term 

biodiversity (claimed)? 

Do they comprehend the elements 

that make up biodiversity 

(spontaneous or unaided versus 

aided)?

When aided with key elements that 

make up biodiveristy, how do they 

fare?

Knowledge and Understanding Behaviour and Willingness to ActAttitude and Relevance







So what does 

this all mean 

for us?



Who is WWF’s Arctic Programme  

WWF’s Arctic Programme harnesses the power of a 
global network to help identify and resolve Arctic 
issues and increase broad public awareness when 
coordinated action is most critical.

Our 9 national offices combine their expertise on:

• Species

• Ecosystems

• Industry and development

• Climate change

• Local communities





Polar bears are all over the news – but only 
part of the story



People LOVE polar bears

Most visits are to polar 

bear content

700,000+
Unique visits to our 

website per year

63%

8/10
Most popular web pages are 

about polar bears



Communications channels



New approach to communicating

 Switch from transmitting information to telling stories using themes, personal experiences, 
audio and video.  

 Support biodiversity education and the broader Network focus on the importance of 
biodiversity

 Show pan-Arctic, international scope of our work

 Highlight national and regional projects and activities

 Improve credibility

 Have content worth sharing to spread the word

 Be more responsive to news cycles, new information, new research



Storytelling – use bears to tell other 
stories



New website – more than just bears!



Highlighting places



Highlighting people



Bringing it all together



Bringing it all together



Shhhh…



“Our goal is that 

they come for 

the bears but 

they stay for the 

Arctic.”



home











Facts prove.

Stories 

move













“I think [Hansen] thought, as did 

I, if we get this set of facts out in 

front of everybody, they’re so 

powerful – overwhelming – that 

people will do what needs to be 

done. Of course, that was naïve 

on both our parts.”



A story is a fact wrapped in 

an emotion, that can 

provoke us to take action 

to change the world 

around us.



A fact

The King died and the Queen died.



A story

The King died.

And the Queen died of a broken heart.



FOR SALE
Baby shoes,

never worn.



Group exercise

Create a six word story that shares with your audience, the importance, richness or 
value of Arctic biodiversity. 

How will you creatively share that six word story?

e.g. podcast, documentary, blog, educational material, or something new!

When crafting your six word story consider:

1. Who is the audience? Policy-makers, people living in the Arctic, people living outside 
the Arctic.

2. What’s your angle?

3. What do you want them to do, what is the call to action?

4. How will you promote it?

5. Who would you partner with to help share your story?


