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The power of any place starts with the 
intersections it fosters. I learned this 
growing  up in my family’s restaurant, 
a meeting ground for our community. 
Ever since, I have worked to facilitate a 
meaningful crossroads of diverse people 
in diverse contexts, from our campuses 

to our workplaces to our cities.
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‘IT’S HELPFUL FOR ALL 
OF US TO INTERACT ... 

BECAUSE IT HUMANIZES THE 
STEREOTYPES ... THAT ARE 

ALWAYS GIVEN TO US.’
T’Keel Peterson, as quoted by Eamon O’Connor, “Grappling With 

Class: An Unspoken Divide,” The Hoya, Mar 16, 2012



THE 223 PROJECT • APR ’12  • 1 MO
With The 223 Project, a nod to Georgetown’s 223rd year, I extended 
the campus newspaper’s reach from page to public domain through 
a street photography campaign celebrating campus diversity. I 
positioned the final displays of 223 standout portraits and responses 
at highly trafficked spots on campus during the final week of classes. 

Campaign Design & Launch, Interviews, Photo Editing, Layout (Photos by Chris Bien)

Dream campus building? “A homeless shelter”
JESSICA PALENCIA

Childhood dream job? “Pro baseball player”
BRUCE THOMAS

Ideal Class? “Fencing for Beginners”
ROSI BICHELL

WE HOPE THE 223 PROJECT 
INSPIRES YOU TO SLOW 

DOWN, TAKE A LOOK 
AROUND, AND APPRECIATE 

THE FACES ANIMATING 
YOUR GEORGETOWN 

EXPERIENCE EVERY DAY.
Eamon O’Connor, The 223 Project Introduction, Apr 2012

GEORGETOWN UNIVERSITY • THE HOYA
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THE MOST 
BEAUTIFULLY 

ORCHESTRATED 
CONFERENCE I’VE 

EVER BEEN TO
Conference Attendee Survey Respondent, Feb 2018

INFLUENCExDESIGN • FEB ’18 • 8 MO
As co-chair I overhauled the sixth-annual HarvardxDesign conference, 
crafting a more interactive experience exploring design’s influence 
across scales. I curated a set of 22 speakers / moderators (the most 
diverse ever), led operations, co-led creative direction, secured an all-
day pop-up by a local café, and sweetgreen and Harpoon as sponsors.

Experience Design, Creative Direction, Copywriting, Operations  
(Photos by DeCastro Photography, Logo by Jenny Fan, Illustrations by Hayley Powers)

The Annual Design Conference • Feb 23–24, 2018 

Harvard Graduate  School  of  Des ign

Kaempfer Fund
Organized by Design Club - Student Clubs of HBS, Inc.

Tickets on sale at influencexdesign.com

HARVARD GRADUATE SCHOOL OF DESIGN • HARVARDxDESIGN
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http://influencexdesign.com


WAKING UP HKS • MAR-APR ’18  • 2 MO
I co-led a push for greater awareness of, action on, and accountability 
for equity issues on campus. I directed and produced a short 
documentary profiling 14 student voices, designed and deployed a 
set of engagement materials, and organized a panel with The Boston 
Globe Spotlight team to discuss their series on racism in Boston.

Organizing, Interviews, Film Production, Graphic Design & Layout, Experience Design

HARVARD KENNEDY SCHOOL
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ELEVATING STUDENT VOICES

7-minute film, threading together 14 
30-minute interviews to surface student 
perspectives on racism. (View here)

SENDING THE BILL

‘Receipt’ of student hours worked on equity 
issues, submitted to the dean during a call 

for greater administrative action

SHOWING UP

Public RSVP board for upcoming events 
related to racial equity, posted in the 

building foyer to promote allyship 

CONFRONTING RACISM IN BOSTON

Over-capacity event with the Spotlight 
team to discuss their landmark series on 
race, moderated by Prof. Khalil Muhammad

https://vimeo.com/269547436
https://vimeo.com/269547436
https://vimeo.com/269547436


THE CHALLENGE OF INCLUSION 
WILL BE BALANCING THE 

EMPOWERMENT OF
EACH PERSPECTIVE AND THE 
CULTIVATION OF THE WHOLE.

Eamon O’Connor, “A Workplace for All to Call Home,” Final Report to UNICEF on Inclusion Strategy,  
Behavioral Science for Inclusive Organizations, Harvard Kennedy School, Dec 2017 



PERCEPTION/REALITY • APR ’16 • 3 MO
I led this project as part of a push to activate Greenhouse spaces. 
Custom confessionals prompted 700+ attendees across three sites 
to share the ‘perception’ and ‘reality’ behind their workplace self. A 
pop-up café included digestible infographics on the science of bias 
and exercises compelling individuals to bring their full selves to work.

Research, Experience Design, Graphic Design, Installation Design, Photography, Operations

THIS IS A SPACE TO  
GET REAL — FOR REAL.

 Eamon O’Connor, Welcome Message Excerpt, Apr 2016

DELOITTE GREENHOUSE
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FOSTERING INCLUSION • DEC ’16 • 2 MO
For Behavioral Science for Inclusive Organizations, a course led 
by expert Iris Bohnet, I worked with four students to develop an 
inclusion strategy for UNICEF, a global NGO with 150+ country 
offices. I facilitated team workshops, designed and led 34 interviews 
to diagnose issue areas, and developed the final recommendations.

Research, Interviews, Facilitation & Synthesis, Infographic Design, Report Design
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Recommendations

Guided by the literature and 
our emerging understanding 
of UNICEF’s challenges, we 

propose UNICEF design interventions 
in three areas: building Awareness, 
taking Action, and embedding 
Accountability. This framework draws 
upon a leading theoretical model of 
organizational change: Kurt Lewin’s 
Unfreeze (e.g., through Awareness), 
Change (e.g., through Action), 
Refreeze (e.g., through Accountability) 
framework or ‘changing as three steps’ 
(CATS). A founding father of change 
management (Bohnet 2016) as well as 
a physicist and social scientist, Lewin 
explained organizational change using 
the analogy of changing the shape of a 
block of ice — first unfreezing a large 
cube of ice, molding it to a desired 
vision, and refreezing it in place. This 
pathway speaks to the challenges and 
possibilities of upending the status quo 
in service of change (Weiner 2009).
Our recommendations to help UNICEF 

move the needle from status quo to 
transformation are summarized in the 
figure at right and the text that follows. 
We have included additional content 
in our appendix, which speaks to some 
of the research underpinnings and 
additional details we had in mind for 
our respective intervention areas. It is 
important to note that any decisions 
made based on these recommendations 
must be tested and discussed openly 
with employees across levels, regions, 
and sociodemographic factors. If 
decisions are made in a black box and 
circulated for input solely to “check 
the box,” they will fail to gain traction 
and adoption. In short, if all UNICEF 
employees feel informed, included 

and empowered to act on this journey, 
UNICEF will stand a far greater chance 
of fostering inclusion and belonging 
throughout the organization. (Note: 
the text that follows represents a 
summary of potential interventions; 
additional specifics are contained in 
the appendix.) 

AWARENESS
In Awareness, our three areas 

for intervention are: diagnosis; 
organizational learning; and 
external knowledge-sharing. 
First, UNICEF must focus on deeper 

diagnosis of the state of diversity, 
inclusion, and belonging. This could 
occur through a one-time survey, 
a regularly occurring (e.g., annual) 
survey, a more regular “pulse check” 
for teams, or additional interviews and 
focus groups. UNICEF may consider a 
way of sharing these results throughout 
the organization, to boost transparency 
and collective awareness. 
This leads 

to the second 
area of focus: 
building a culture 
committed to 
o r g a n i z a t i o n -
wide learning. 
Such education 
would focus 
on diversity, 
inclusion, and 
belonging as concepts — and how 
biases and behaviors promote or detract 
from them. This could be achieved by 
establishing local “inclusion councils” 
whose members would be ambassadors 
of these topics; they might encourage 
self-discovered knowledge (e.g., 

If decisions are made 
in a black box and 
circulated for input 
solely to “check the 
box,” they will fail.

From Policy to Practice

RECOMMENDATIONS IN BRIEF

Awareness
BUILD

Action
TAKE

Accountability
EMBED

e.g., one-time survey, annual 
diagnostic, regular pulse check

DIAGNOSIS

e.g., local inclusion councils, in-
person convenings, e-learnings

LEARNING

e.g., engagement with other 
agencies, NGOs, organizations

KNOWLEDGE SHARING

e.g., dedicated inclusion officer, 
senior leadership commitment

RESOURCES

e.g., behavioral standards, 
organization-wide code of conduct

STANDARDS

e.g., evaluation of and changes to 
existing processes and policies

AUDIT

e.g., evaluations based on 
inclusion tied to promotion / comp

PERFORMANCE

e.g., local leaderboard for 
inclusion-related learning/action

REWARDS

e.g., 'ouch' button in meetings, 
digital reporting tools

TOOLS

google

Interventions in Action

salesforce sodexo
Google found that a key driver of its 
teams' success was the presence of 

psychological safety — a finding that, 
when shared widely, positioned the 

company as a thought leader.

Salesforce CEO Mark Benioff pledged 
to the 'CEO Action for Diversity & 

Inclusion' initiative, signaling clearly 
to the organization his support for 

such issues in the workplace.

Sodexo has developed a system 
of tools and resources needed to 
empower employees — including 

providing bonuses based on the state 
of the company's D&I climate. 
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being passed over for males with less 
experience in the organization), and a 
tendency for UNICEF to look outside 
of the organization when recruiting 
for more senior roles, rather than 
promoting from within.

Recruitment. This theme was 
rooted in a concern over UNICEF’s 
commitment to inclusive hiring and 
onboarding. Broadly, we observed a fear 
that informal recruiting practices were 
rampant despite efforts to constrain 
them, and that efforts to diversify 
staff by privileging females and those 
from ‘recipient’ countries for role were 
unevenly implemented across offices. 
While many respondents lauded these 
efforts to ‘course-correct’ for previous 
gaps in diversity in these areas, some 
were skeptical of these diversity pushes 
undermining the capacity of equally 
(if not more) qualified males and/
or individuals from ‘donor’ countries 
taking on roles. In discussions of 
recruitment, respondents cited a 
number of perceived inequities: 
prioritization of those with English 
language capabilities; bias toward 
those with Master’s degrees; poor 
representation of socioeconomic 
diversity — perhaps because of 
educational requirements; aversion to 
multi-sectoral experience; and a focus 
constrained to increasing female and 
‘recipient’ country presence in the 
workforce, at the expense of diversity 
in race / ethnicity, LGBTQ individuals, 
and ability level.

Outcome
Commitment. This theme concerned 

a perception that there was uneven 
adoption of diversity policies and 
measures within the organization. 
Examples cited ranged widely: variable 
implementation across offices, lacking 
female representation at the manager 
level, and an absent commitment to 
diversity and equity for other groups: 
ability level, race / ethnicity, and 
LGBTQ. 

Representation. This theme revolved 
around effective communication 
and representation of diversity, 
inclusion, and belonging throughout 
the organization — particularly by 
leadership. Some respondents feared 
that progress in diversity, inclusion, 
and belonging may not gain traction 
amid changes in leadership or if policy 
couldn’t make the leap to practice. 
Others didn’t feel there was sufficient 
representation of underrepresented 
groups in leadership demographics, 
which could lead to ineffective allyship 
and advocacy.

Behavior
Awareness. This theme comprised 

respondents’ concern that education on 
bias and how it affects others is highly 
variable throughout the organization. 
Some believed there may be a reluctance 
to self-educate or acknowledge biases 
because of a ‘moral licensing’ rooted 
in UNICEF’s multicultural, mission-
driven orientation. Others cited diverse 
interpretations and understandings 
of biases rooted in cultural contexts, 
which held back broad-based education 
on bias. Lastly, observed or exhibited 
a lack of willingness to engage in 
awareness-building for those not in an 
underrepresented group.

Microaggressions. This 
them comprised all mentions 
of microaggressions and/or 
microinequities in the workplace: 
the casual, everyday degradation of a 
traditionally marginalized group. Many 
of the respondents cited these, whereas 
some did not cite these at all, likely 
indicating a lack of awareness of or 
sensitivity to these offenses in the day-
to-day working experience. Regardless, 
those who did cite microaggressions 
observed or experienced did not 
discriminate based on any one 
demographic factor. Microaggressions 
were found against various identity 
factors: gender; gender identity; race 
/ ethnicity; sexual orientation; ability; 

Emerging Findings

DIAGNOSING CHALLENGES
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FLEXIBILITY

RECRUITMENT

PROMOTION

COMMITMENT

REPRESENTATION

AWARENESS

MICROAGGRESSIONS

CONFLICT

DISEMPOWERMENT

CONTEXT

PRESSURE

KEY CHALLENGES

We have a culture of  
global elitism. We need  

economic diversity.

There are offices that 
have an imbalance ... 

the gap is quite big.

Cultural contexts 
inform our sense of 

what is appropriate.

We are not 
comfortable with 

debate.

Because the work is so 
hard ... you don’t have 

a minute to help.

WHAT WE HEARD

Respondent mention of challenge
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THE DEMAND TO 
COVER IS THE ... 
HEARTLAND OF 

INEQUALITY
Kenji Yoshino, Covering: The Hidden  

Assault on Our Civil Rights, 2006

HARVARD KENNEDY SCHOOL • UNICEF
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WHEN I GIVE PEOPLE A TOUR OF 
THE EXCELSIOR, I TELL THEM, 

‘THIS IS THE FUTURE OF POSITIVE 
GROWTH IN SAN FRANCISCO.’

Excelsior Neighborhood Resident, Community Visioning Exercise, Excelsior Action Group, Feb 2015



ENGAGING THE EXCELSIOR • ’14 - ’16
As Co-Chair and Business Attraction & Support Sub-Committee 
Chair of Excelsior Action Group, I led community engagement 
activities to prioritize desired amenities for the area’s 1.5-mile 
corridor, and founded a volunteer-led ambassadors program focused 
on matching prospective tenants with vacant storefronts.

Community Visioning, Graphic Design, Social Media Engagement, Program Design & Launch

AS A COMMUNITY-BASED 
ORGANIZATION WITH LIMITED 

FULL-TIME RESOURCES, WE 
SAW GREAT POTENTIAL IN OUR 

VOLUNTEER NETWORK
Eamon O’Connor, as quoted in “City Hall: Mission Street  
Needs You Now,” Ingleside-Excelsior Light, Nov 2, 2015

EXCELSIOR ACTION GROUP

1 1



THE MAGAZINE ST MIX • DEC ’16 • 1 MO
Identifying vulnerabilities to gentrification on the fringe of Boston’s 
Roxbury neighborhood, I proposed a community development 
strategy from within, focusing on a subset of corridors. For  Magazine 
Street, I developed a site-based entrepreneurship plan that built on 
local strengths in industry, food, and music.

Research, Mapping, Plan Making & Massing, Renderings, Implementation Planning

HARVARD GRADUATE SCHOOL OF DESIGN • CORE PLANNING STUDIO

ASSET-BASED DESIGN

For each of three entrepreneurship areas, 
targeted interventions focused on specific 
sites (based on vacancy or ownership 
analysis) that were close to existing 
assets in that field (starred, at left) 

1. FOSTER ENTREPRENEURSHIP
     ... in every sense 

Goals

2. CELEBRATE LOCAL IDENTITY
... it’s already vibrant

3. ACTIVATE KEY CONNECTORS
... and make it a destination

GROVE
HALL

25 mins

NEWMARKET
5 mins

UPHAM’S 
CORNER
12 mins

MAGAZINE 

STREET

EGLESTON
SQUARE

EXISTING CONNECTIONS

DUDLEY 
SQUARE
15 mins

ROXBURY
CROSSING

JACKSON
SQUARE

MISSION
HILL

SOUTH
END

22 mins

PROPOSED FOCUS AREAS

CONTEXT | SITE | INTERVENTIONS

Opportunities at the 

CORE

10-MIN WALKSHED.
37.69% 
29.63% 
25.41% 

6.21% 
1.06% 

Commercial
Residential
Exempt
Industrial
Mixed Use

CONTEXT | SITE | INTERVENTIONS

Mixing a Variety of

USES

WE HAVE A BOOMING MUSIC AND CULTURE 
SCENE IN ROXBURY. LET’S CELEBRATE OUR 
STRENGTHS, AND TURN THEM INTO JOBS. 

Roxbury Community College Student, Co-Creative Workshop, Nov 2016 
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SAO PAOLO SITE PLAN • DEC ’17 • 2 MO
I led a team submission to a global competition, developing a plan 
for a former São Paolo industrial site. I researched the context, 
designed all renderings, laid out the submission in book and board 
format, and developed detailed content, from persona journeys, to 
job and tourism projections, to preservation strategy. 

Research, Mapping, Book & Board Design, Renderings, Plan Making & Massing, Impact Projections

SCHINDLER GLOBAL COMPETITION

site area city6

HERITAGE
We don’t intend to erase the rich history 
of CEAGESP. Through adaptive reuse, el-
ements of the area’s enterprising spirit and 
physical form will live on, connecting lo-
cals and visitors to the past.

WAREHOUSES

MARKET HALL

Long, open-air pavilion recently 
restored to Brutalist roots

POTENTIAL

Revive into a destination and 
neighborhood-serving food hall

PROPOSAL

HSK Architects, Inc. upgraded San Francisco’s 
Arc Light Co. through the addition of floors.

Lina Bo Bardi’s adaptive reuse has been cele-
brated, as in São Paolo’s SESC Pompeia.

WAREHOUSES

MARKET HALL

CEAGESP SILO

CLOCK TOWER

FAVELAS

RIVERFRONTBuilding maintained or renovated

‘Flagship’ adaptive reuse asset

Long, open blocks and build-
ings to recall area legacy.

POTENTIAL

Build atop existing; mirror pat-
tern in adjacent developments

PROPOSAL

7site area city

CLOCK TOWER

Attractive beacon for the site, 
anchoring its center

POTENTIAL

Integrate stairwell and elevator 
shafts for lookout deck

PROPOSAL

Heatherwick Studio’s proposal for Zeitz MO-
CAA in Cape Town adapts a former silo.

Oslo’s Trafikanten doubles as an area beacon 
and a viewing tower.

CEAGESP SILO

Seoul’s Cheonggyecheon reconnects resi-
dents with an urban stream.

RIVERFRONT

Infrastructure and open space upgrades 
blend into a Medellín slum.

FAVELAS

Recent investment in services, 
and character of winding streets

POTENTIAL

Integrate and mirror intimate 
design; enhance social mobility 

PROPOSAL

CEAGESP move is an opportuni-
ty to move from industrial use.

POTENTIAL

Create landscaping and decking 
to reconnect with riverfront.

PROPOSAL

Iconic symbol of site, visible 
from river and surrounding area

POTENTIAL

Renovate and integrate into 
proposed cultural institution

PROPOSAL

1 3
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MAKING NOISE • FEB ’17 • 3 WK
For a studio project based in East Boston, I researched the airport-
adjacent neighborhood’s relationship to noise. The project focused 
on: the evolution of airport-related noise and traffic, and the broader 
industry; shifts in community activism over time; and gentrification 
threats amid declining airplane noise and pollution levels.

Research, Mapping, Archival Analysis, Infographic Design, Data Analysis (311, Traffic Data, etc.)

HARVARD GRADUATE SCHOOL OF DESIGN • CORE PLANNING STUDIO
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Too many people and too many goods are ... on the Central Artery trying to reach or leave our facilitie
s!

— DAVID DAVIS, MASSPORT HEAD, 1983

I don’t consider them the enemy, not like it was 30 years ago when people felt they had been invaded.

— COMMUNITY MEMBER, 2016

The city is not even enforcing the legal agreements that they have with the airport around airport noise and mitigation.

— EAST BOSTON ACTIVIST, 2013
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80%
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Meet Lisa. She’s an outreach 
coordinator for a local non-profi t.

Meet Juan. He’s a local resident 
with a steady job and two kids.

Lisa heads to Juan’s house to get him 
on board for a new resilience program.

She excitedly tells him about the threat 
of sea-level rise and the need to act.

The climate is changing! 
Itʼs time for our commu-
nity to come together and 
adapt for the long term. 

resilience! climate change!sustainability!

adaptation!

Sounds like a lot to ask of 
someone like me. I have 
plenty to keep me busy 
for now: kids, job, bills ... 

But by the time she engages him, he 
starts to lose interest ... 

Hold up! We need your 
input and action NOW!

UGH. What can be done? 

... and pretty soon, he heads off to another 
appointment. Why the disconnect?

What would Juan want to hear about? What would Christina want to hear about? What would Phil want to hear about? What would Nico want to hear about?

WHATʼS RELEVANT?

WHATʼS RESONANT?

WHATʼS RESILIENT?

“I want my home to stay 
safe and affordable!”

“I work hard, but itʼs all 
for my kids.”

“Iʼll be sold if it can save 
me on bills and keep my 

family safe.”

WHATʼS RELEVANT?

WHATʼS RESONANT?

WHATʼS RESILIENT?

“I want my business to 
thrive and my commercial 
corridor to stay active!”

“I love this diverse commu-
nity ... but can I afford to 

continue serving it?”

“If it can grow my custom-
er base and save money, 

Iʼm in.”

WHATʼS RELEVANT?

WHATʼS RESONANT?

WHATʼS RESILIENT?

“Iʼm a stay-at-home dad 
focused on keeping my 
kids healthy and safe.”

“Iʼm very involved in my 
childrenʼs activities within 

the community.”

“I need to learn more. 
What does climate change 

mean for me?”

WHATʼS RELEVANT?

WHATʼS RESONANT?

WHATʼS RESILIENT?

“Iʼm always looking for 
new fi elds or parks to hang 

out in with friends.”

“Iʼm fi rst generation to 
East Boston ... I wanna 

stay here!”

“My parents donʼt know 
much about climate change. 

I want to educate them.”

Climate change has a communication problem.
Here’s what we can do about it.

EAMON OʼCONNOR
APRIL 2017

STEP 1 | RELEVANT

Tie it to everday, priority issues.
STEP 2 | RESONANT

Tell an accessible, human story.
STEP 3 | RESILIENT

Align climate solutions to other benefits.
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HIGH, MEDIUM, AND LOW PRIORITIZATION OF ISSUE AREAS
EAST BOSTON COMMUNITY OUTREACH | FEBRUARY 2017

Housing was the most-cited high priority

Public Realm was the most-cited medium priority

Natural Systems was the most-cited low priority

THE WHY Connect it to a transcendent purpose or cause

THE WHAT Dwell less on facts, but on here-and-now solutions

THE HOW Invoke positive, visual, even humorous tactics 

THE WHERE Meet people where they are — in person and online

THE WHO Identify infl uencers, and tailor your message and mode

East Boston has always been Bostonʼs gateway, a place for commu-
nities of every culture to lay down their roots. The strength of our 

community in the future depends on all of us taking a stake in the 
neighborhood. This way we can ensure that every resident can make a 
safe home here; that every worker can make a decent living here; and 
that all who visit can easily see the eclectic character that makes our 
community so special.

for the community for the children for our pockets

NEIGHBORHOOD / COLLECTIVIST / IN MY LIFETIME

M any of us and our ancestors came to East Boston with dreams for 
our childrenʼs futures. We hoped to fi nd a community that could 

help them reach their highest potential; that could help them gather in 
a healthy, safe environment; that could serve as a home base for their 
children, too. By investing our time and energy into caring for our chil-
drenʼs future, we can make East Boston a welcome mat for generations 
to come.

FAMILIAL / EMOTIONAL / IN THE NEXT GENERATION INDIVIDUAL / PRACTICAL / DAY-TO-DAY

Itʼs no secret that we are all working to get by, day in and day out. 
As East Boston changes, however, we need to keep pace — and that 

means taking baby steps. Making small adjustments to our lifestyle 
and business-as-usual can help pay hefty returns, in short-term savings 
and in long-term fi nancial gains alike. For resident affordability and 
businessesʼ bottom lines, planning ahead and small changes is worth 
our time.

KEYS TO A RESONANT STORY
RESEARCH-BASED BEST PRACTICES AND NARRATIVE STRUCTURES FOR EAST BOSTON

BENEFITS OF RESILIENT STRATEGIES
EVALUATION OF RELATIONSHIPS TO MAJOR ISSUE AREAS

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

$$$$$

COST
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NATU
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 SY
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SAF
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WORKF
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MEDIUM HIGHLOW

achievable

Surface Painting

Rain Gardens

Carpooling to Work

Basement Flood-Readiness

DIY Home Fixes

Bioswales

Landscaped Parklets

Temporary Tree Plantings

Solar Panel Installations

Catchment Basins

Car-Free Days

Curb Extension

Evacuation Planning

Clean Energy Adoption

Flood-Proof Storefronts

ambitious

Permeable Surface Program

Permanent Tree Plantings

Floodable Play Spaces

aspirational

DID YOU KNOW?
Shade of 50% tree cover 
can cut a monthly power 
bill by $20

DID YOU KNOW?
Businesses report up to 
a 20% increase in sales 
within 2 weeks of install

DID YOU KNOW?
2 living-wage jobs are cre-
ated for every $1 spent 
on green infrastructure

DID YOU KNOW?
Refl ective coating can cut 
surface temperature by 
40° on a hot summer day

A NEW CLIMATE STORY • APR ’17 • 1 MO
Research on East Boston’s vulnerabilities to climate change and 
gentrification revealed that any climate adaptation strategy for this 
diverse, working-class neighborhood would demand thoughtful 
communications. This project presented a framework and set of 
deliverables to bring residents along the journey toward resilience.

Community Engagement Analysis, Behavioral Research, Copywriting, Graphic Design, Web Design

THE CHALLENGE

Those communicating the impacts of climate 
change struggle to get through to locals, creating 
major hurdles to effective adaptation efforts

THE OPPORTUNITY

Listening to community interests, telling a story 
that speaks to their values, and mapping their 
interests to resilient strategies could fill the gap

THE APPROACH

Developing a set of illustrative deliverables (see 
next page) for different personas helped bring 
effective climate communications strategies to life

HARVARD GRADUATE SCHOOL OF DESIGN • CORE PLANNING STUDIO
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QUESTIONS?

Contact us:
617.567.5882
business@noah.org

Holà! Meet José, a local shop owner who invested 
in smart solutions for his business.

20%
in sales within two 
weeks of installing a 
parklet!

$20
off his monthly pow-
er bill by shading his 
business with trees!

{ }Those are just two perks!

I made green!
$

$

$

$
B Y  G O I N G  G R E E N

HO
W 

TO
 M

AK
E G

RE
EN

 BY
 G

OI
NG

 G
RE

EN

GREEN YOUR 
corridor

GREEN YOUR 
storefront

GREEN YOUR 
business1 2 3

• Tree plantings

• Stormwater drainage

• Area emergency plan

• Parklet installation

• Floodproof facade

• Heat-ready awnings

• Flood insurance

• Clean energy refi t

• Employee training

COORDINATE 
with your neighbors to iden-
tify investment opportunities 

>> 

CONNECT
with the city and local organi-
zations to pool funds

>> 

CASH IN
on your investment after im-
plementing

>> 

How do I get 
started?

OPEN UP TO LEARN MORE

PREPARE FOR 
FLOODS!

COST TO YOU

Getting Started
KEY PARTNERS AND FUNDERS

Tree plantings

Parklet installation

Flood insurance

Stormwater drainage

Area emergency plan

Floodproof facade

Heat-ready awnings

Clean energy refi t

Employee training

co
rr

id
or

st
or

ef
ro

n
t

bu
si

n
es

s

$$$

$$$

$$$

$$$

$$$

$$$

$$$

$$$

$$$

Department of Conservation and Recreation; Boston Natural 
Areas Network; Neighboring Businesses

Gains of Going Green

MassDevelopment Commonwealth Places Program; Neighborh-
ing Businesses

Neighboring Businesses; Local Residents; Communtiy-Based 
Organizations

Boston Parklet Program; Neighboring Businesses

ReStore Boston

ReStore Boston

Flood Insurance Providers (e.g, National Flood Insurance 
Program)

Boston Buying Power; Renew Boston

On-Site Business Assistance Program

15%
of annual revenue 
could be lost due to 
a major fl ood

2
living-wage jobs cre-
ated per $1 spent on 
green infrastructure

$20
off your monthly 
power bill with 50% 
tree cover

60%
on stormwater 
expenses from a 
rain garden install

CREATE 
LOCAL JOBS!

PLANT TREES, 
SAVE POWER!

CUT BILLS, BOOST 
CURB APPEAL!

For Christina

BUILDING SMALL 
BUSINESS BUY-IN

A fold-out ‘dollar bill’ provides 
business owners with tips on how 
to ‘make green’ by going green

1 I guess I’ll go to that site I saw on Facebook. 2 Looks like I can learn more about what’s out there. 

3 Hey, that looks like me down there! 4 I guess both my parents and I are focused on that...

5 I’m always looking for more playing fields. 6 Looks cool! I’ll share this with my parents.

You might want to know more about ... 

LEARN MORE HERE!

For Nico

MATCHING YOUTH  
WITH SERVICES

An online quiz matches youth with 
best-fit adaptation initiatives 
based on their interests

So Piers Park 
can stay a 

space to play.

WHY I CARE

HIGH TIDE WILL 
COVER PIERS 
PARK BY 2100

Show you care by taking these small steps.
>> Invest in flood-ready home improvements
>> Work with your neighbor to create an emergency plan
>> Ask elected officials to invest in neighborhood resilience

Whoa! I take my kids there all the time!

WHY I CARE

So my family 
stays safe in 
heat waves.

HEAT-RELATED 
DEATHS WILL 
TRIPLE BY 2080

Show you care by taking these small steps.
>> Prepare for heat waves by investing in shades and fans
>> Ensure your elderly neighbors are cared for in the heat
>> Ask elected officials to invest in neighborhood resilience

My next-door neighbor may need help!

For Phil

MEETING PEOPLE  
ON THE GO

Bus stop posters use area photos 
to localize and inspire climate 
change awareness and action

NEIGHBORHOOD OF AFFORDABLE HOUSING, INC.

three floors. three steps.

questions? 617.567.5882
so your house can stay your home.

invest
in solar panels to 

cut down on energy 
costs and cool your 

home

adjust
from A/C reliance 
to low-cost strat-
egies (fans, tile 
floors, curtains) 

prevent
mold by install-
ing moisture-re-
sistant walls in 
your basement

For Juan

VISUALIZING HOME 
IMPROVEMENTS

A personalized fridge magnet 
localizes potential climate-ready 
interventions for residents

1 6



DATA-DRIVEN DESIGN • JUL ’18 • 1 WK

Urban Analytics, Mapping, Graphics, Layout, Copywriting

ASAKURA ROBINSON • CITY OF SAN ANTONIO

42 43SAN ANTONIO TRAIL DESIGN STRATEGY Draft Date: 7/11/2018

LEVEL OF SERVICE

LOCALIZING TRAIL DESIGN

LEVEL OF SERVICE THROUGHOUT TRAIL NETWORK

Create a composite measure of frequency of use and area 
density to calculate the appropriate level of service for trail 
segments 

Defining the TargetI Identifying Nearby Areas
Create a 0.5-mile buffer around the trails, clipping census 
tracts therein, in order to inform analysis of area density and 
trail frequency of use

II

Rating Nearby Areas by Level of Service
Rate each census tract based on its density and frequency 
of use (1 = low, light green, 2 = medium, medium green, 3 = 
high, dark green) and sum to gauge level of service by tract

III Split Trails Into Context-Driven Segments
Divide up trail segments into chunks based on area 
characteristics — major roads, trail junctions, and transitions 
between completed and future segments.

IV

Assigning Level of Service Values
Calculate census tracts within 0.5 miles of each 
segment — average proximate tract level of service 
values, and assign each segment a level of service

DENSITY LEVEL OF SERVICE

To make trail segments context-appropriate we 
calculated level of service for segments throughout 
the network based on area population density and 
estimated trail usage levels.  

V

FREQUENCY

CENSUS TRACTS WITHIN 0.5MI BUFFER

TRAIL SPLIT POINTS

Future Sections
Completed Sections
Major Roads
Trail Network
Now/Future Junctions
Major Road Junctions
Trail Junctions LOS 1

LOS 2

LOS 3

NORTHWEST SIDE

FAR WEST SIDE

SOUTH SAN  
ANTONIO

MISSION
SAN JOSE

HARLANDALE BROOKS
CITY BASE

NORTHEAST SIDE

BROOKS
CITY BASE

UPTOWN

VANCE JACKSON

URBANRURAL LEVELS OF SERVICE

LOS 1 LOS 2 LOS 3

DENSITY FREQUENCY
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Create a composite measure of frequency of use and area 
density to calculate the appropriate level of service for trail 
segments 

Defining the TargetI Identifying Nearby Areas
Create a 0.5-mile buffer around the trails, clipping census 
tracts therein, in order to inform analysis of area density and 
trail frequency of use

II

Rating Nearby Areas by Level of Service
Rate each census tract based on its density and frequency 
of use (1 = low, light green, 2 = medium, medium green, 3 = 
high, dark green) and sum to gauge level of service by tract

III Split Trails Into Context-Driven Segments
Divide up trail segments into chunks based on area 
characteristics — major roads, trail junctions, and transitions 
between completed and future segments.

IV

Assigning Level of Service Values
Calculate census tracts within 0.5 miles of each 
segment — average proximate tract level of service 
values, and assign each segment a level of service

DENSITY LEVEL OF SERVICE

To make trail segments context-appropriate we 
calculated level of service for segments throughout 
the network based on area population density and 
estimated trail usage levels.  
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For a larger engagement on the future of San Antonio’s 140+-mile 
urban trail network, I designed a model for assigning one of three 
design standards to trail segments, based on area density and 
frequency of use data. Conducting urban analytics in GIS, I translated 
the process into a legible graphic language for the final report.



CONNECT THE CRESCENT • AUG ’16 • 1 WK
Ahead of a demonstration project to temporarily transform New 
Orleans’ plaza and bike lane network, I developed a set of pro-
bono concept renderings to illustrate the potential of designed 
interventions, and developed an illustrated map communicating the 
bike lane updates within the city’s existing network.

Mapping, Abstract Collaged Renderings, Illustrations, Bike Network Planning

ASAKURA ROBINSON • CITY OF NEW ORLEANS & BIKE EASY
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HOUSING ATLAS • JUN-AUG ’18 • 3 MO
I designed an atlas of 30 spatial conditions within Austin to inform 
siting of new housing, per the city’s Strategic Housing Blueprint. 
Based on these conditions, I developed a housing model — later 
approved by City Council — that divided targets by council district, 
to keep NIMBYism at bay and ensure equitable production.

Housing Modeling, Spatial Analytics, Mapping, Layout, Implementation Planning

ASAKURA ROBINSON • CITY OF AUSTIN

1 9

http://www.austintexas.gov/news/city-releases-draft-implementation-plan-strategic-housing-blueprint
http://www.austintexas.gov/news/city-releases-draft-implementation-plan-strategic-housing-blueprint


A JUST NETHERLANDS • JUN ’18 • 1 MO
I co-led a week-long masterclass in Rotterdam for 24 students and 
professionals at Veldacademie. Teaching one of four groups, I guided 
development of a values-driven design pitch for a park connecting a 
diverse neighborhood. Mid-week, I co-facilitated a condensed, 2-hour 
workshop in Amsterdam for WeMakeThe.City conference attendees.

Experience Design, Facilitation, Template Design

JUST CITY LAB • VELDACADEMIE & WEMAKETHE.CITY

2 0

SPATIALIZING JUSTICE 

Reflection on and visualization of 
values in participants’ hometowns

NEGOTIATING VALUES

Clustering exercise to pinpoint the 
group’s priority Just City values

GENERATING SOLUTIONS

Matrix to develop values- and 
problem-driven design proposals



JUST CITY LAB SITE  • JUL-AUG ’18 • 6 WK
Over six weeks, I worked one-on-one with Just City Lab Director Toni 
Griffin to develop site narrative, hierarchy, and design standards. 
Starting with hand-drawn wireframe sketches, I ultimately designed 
and deployed a custom-coded Squarespace site to fully capture the 
extent and reach of the Lab’s work. (View here.)

UX Design and Development, Graphic Design, Copywriting

JUST CITY LAB 

2 1

ABOUT

Overview of the Lab’s mission and people

READ

Repository for written research and essays

WATCH

Showcase of Just City Lab videos and Griffin’s talks

DESIGN

Profiles of Lab exhibitions and design case studies

ENGAGE

Access to engagement tools and experiences

http://designforthejustcity.org


NYC EXHIBITION • OCT ’18-JAN ’19 • 3 MO
I coordinated the Just City Lab’s exhibit at the New York City Center 
for Architecture’s storefront gallery. I led case study selection, 
interviews with project partners, video storyboarding and template 
design, and production of the final five 7-minute videos (view here). 
I also guided installation design and buildout.

Interviews, Case Study Development, Graphic Design, Video Production, Exhibit Design, Copywriting
(Photos courtesy Center for Architecture)

JUST CITY LAB • CENTER FOR ARCHITECTURE

2 2

https://www.centerforarchitecture.org/exhibitions/design-and-the-just-city-in-nyc/
https://www.centerforarchitecture.org/exhibitions/design-and-the-just-city-in-nyc/
https://www.designforthejustcity.org/design/

