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DR. MARY MCBRIDE, Chair and Professor Creative Enterprise Leadership Initiative, Graduate 

Programs Arts and Cultural Management and Design Management, Pratt School of Art

We live in interesting times. Those with the most attempt to imagine that those with the least will simply 

disappear. But, suffering is a part of our human experience and our shared world. We cannot exclude it from 

our understanding, our hearts or our lives. We need to weave it in and help design to relieve distress.

Design, of course, does that. A chair eases the ache of standing and a bus, well designed, enables us to 

journey with ease. But too often, creative energies are engaged in the art of distracting and distancing. We 

create entertainment that enables escape and design that excludes all but the most delicious of experiences.

The work of future shaping will require more. It will require designing a world that includes deeply layered 

cultural experiences and access to the arts that can inspire and engage. It will demand design that enables 

all to be included. In this issue of Catalyst, we bring you the future shapers who are using their hands and 

hearts to design a more inclusive world. 

You will learn about the "experienced economy" where age is designed to enable. And, how to design friendship, 

leverage the power of design leadership and design a better America. Germany and Bulgaria present case studies 

in the power of art and design to shape multicultural inclusion and a future that is, not only more sustainable, but 

also more beautiful and economically robust.

Yes, we live in interesting times indeed. We are the beneficiaries of a world that has well developed trade routes. 

We can message each other on our mobile devices and visit the cultural wonders of the world remotely. We are 

able to use technology to inform our understanding of the changing micro behaviors of people and our planet. 

And, our local, regional and global economies are more and more based on the creative energies and output of 

human beings, sharing and caring and connecting. 

But, we are also at a pivot point. The futures we create will depend our ability to use our tools and our creativity to 

serve all of life. How do we do that? We hope Catalyst helps you consider that question and find your own answers.

In our graduate programs in Arts and Cultural Management and Design Management, we are focused on future 

shaping and serving life. Catalyst is our open classroom. It is our invitation to you to join with our program 

participants and alumni, faculty and authors to use the art of strategic design to shape shared futures, tackle 

tough questions and catalyze possibility.

©  Design Management Department of 
Pratt Institute School of Arts, May 2017
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DESIGNING A 
MULTICULTURAL 

GERMANY
BY DR. VERA ALLMANRITTER

Delicate origami boats float in a 
puddle across from the Reichstag 
in Berlin, Germany. An historical 
monument built to house the 
Imperial Diet. Today, it is the 
meeting place of the Bundestag 
“Federal Assembly”, the lower 
house of Germany’s national 
legislature. December 12, 2015 
Photo by Marcello Zerletti 
retrieved from Flickr.com

Opportunity In Migration Crisis:
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S ince 2015, more than one million refugees have applied for 

asylum in Germany. For many people fleeing the crisis in Syria 

and other conflict zones in the Levant, Balkans and North Africa, 

Germany was long considered one of the best places to rebuild a 

thriving life in Europe.(1) Yet the scale and influx of refugees initially 

strained Germany’s state governments and local authorities beyond 

capacity. As the government struggled to keep up, an increasing 

number of private citizens began to serve in honorary capacities 

committed to the interests of refugees.(2)

Dr. Vera Allmanritter 
Vera received her  
Master’s in Arts and  
Media Administration at 
the Free University of  
Berlin. Since 2015 she 
has been Scientific 
Fellow at the Depart-
ment of Cultural Policy 
at the University of 
Hildesheim. Her doctoral 
thesis was published in 
the spring of 2017 (title: 
“Audience development 
in a migration society”).

Vera has also been 
working as an indepen-
dent Cultural Manager 
since 2007. She is  
recognized for her  
research, publications 
and teaching in the  
fields of (International) 
Cultural Management, 
Cultural Marketing,  
Cultural Visitor  
Research, (Intercultural) 
Audience Development, 
and Empirical Research 
methods. She holds 
lectures on these subject 
areas at various neigh-
boring universities and 
has authored numerous 
publications.

The Migration Crisis in Germany.

Right: Munich, Germany, 
November 2015. Photo by 

Ilias Bartolin, Flickr.com.
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Global media showed pictures of people welcoming 
refugees at train stations with cardboard signs reading 
“refugees welcome.” Public opinion showed a positive 
attitude towards immigration and was backed by the 
German Chancellor Angela Merkel’s slogan “We can do 
it” in the summer of 2015. However, not all of the public 
has been as accepting of this new wave of refugees. 
Smaller political groups and parties on the right fringe 
of the political spectrum (e.g. Pegida) have lobbied 
against immigration policies and demonstrated against 
an inundation of foreigners.

THE ARTS AND CULTURE SECTOR’S WELCOMING 
INFLUENCE ON THE MIGRANT CRISIS
As the crisis took center stage in the public realm, 
cultural institutions in Germany also became more 
involved with various thematic interpretations on 
migration and displacement. Initially, institutions from 
all cultural fields started with emergency assistance and 
supported refugees with actions outside of their core 
business.(5) The Deutsches Schauspielhaus Hamburg 
(“German Playhouse in Hamburg”), for instance offered 
emergency accommodation, distributed free food and 
clothes and helped with issues such as visas and work 
permits. The Deutsches Theater in Berlin (“German 

Theater in Berlin”) among others, gathered donations 
from their staff and audiences for humanitarian aid 
projects (auctioning costumes and props, charity 
concerts), and offered language courses.

Over time, many of these cultural institutions began to 
expand the scope of their work. They explored ways 
to build bridges to German citizens and started to 
consider refugees as potential visitors of their existing 
offerings extending special invitations to them. For 
example, they offered free entrance to their rehearsals, 
regular programs and exhibitions, or curated special 
programs and guided tours through their institutions 
in multiple languages (e.g. collective `Refugees 
Welcome!`– offers of several museums in Berlin). 
Others offered tandem programs that encouraged 
the discovery and the exchange of common and 
different habits and cultures of locals and refugees. 
The Young Ensemble Stuttgart (“Junges Ensemble 
Stuttgart”) and the Staatsschauspiel Dresden (“State  
Playhouse Dresden”), for instance offered theater 
workshops to bring refugees and locals together.

As strategies evolved, museums began to devise more 
inclusive ways of activating exchange and connections. 

Refugee Welcome Centre 
in Hamburg situated 
in an empty school, an 
initiative of hundreds in the 
community meant to show 
how easily things can be 
solved. Hamburg, Germany, 
May 2014. Photos by 
Rasande Tyskar, Flickr.com.
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Top left: Participants of a 
guided Multaka-tour at the 

German Historical Museum 
Berlin. Photo: Milena 

Schlösser, © Staatliche 
Museen Berlin.

Top right: The State Theater 
Dresden, banner reads  

“We support a cosmopolitan 
Dresden” (“Für ein 

weltoffenes Dresden“) with 
the additional comment 

“Refugees are welcome here” 
Photo by: Birgit Bräuer © 

Staatsschauspiel Dresden.

In many cases, refugees were invited to co-create 
experiences with diverse audiences. The Staatstheater 
Kassel (“Kassel State Theater”) designed art workshops 
to bring refugee and local families together. Some 
museums even brought refuges into the operational fold. 
The Neanderthal Museum in Mettman invited refugees 
to give lectures and guided tours on their personal 
experiences, whereas “Multaka – Meeting Point Museum” 
by the Berlin State Museum and the German Historical 
Museum in Berlin (“Staatliche Museen Berlin”, “Deutsches 
Historisches Museum Berlin”) qualified refugees to 
become professional guides, who now provide tours for 
other refugees in their native language.

A few institutions have even dealt with the refugee 
situation artistically, such as the Haus der Geschichte in 
Bonn (“House of the History of the Federal Republic of 
Germany”), which is co-working with refugees to develop 
special exhibitions on topics such as exodus and asylum. 
Others invited guest performances from the refugees´ 
countries of origin or integrated artists or objects 
originating from these countries in their programs, such 
as the Syrian Expat Philharmonic Orchestra playing 
at the Berlin Concert Hall (“Konzerthaus Berlin”) and 
the “DADA Africa” exhibition at the Berlinische Galerie 
(“Berlin Museum of Modern Art”). Singer Cornelia 
Lanz and the association “Zuflucht Kultur” developed 
arts projects together with refugees in so-called  
“refugee operas” that toured several cities in  

Right: Multaka-Guides 
in front of the Mschatta-

Fassade inside the Museum 
of Islamic Art. © Staatliche 
Museen Berlin, Museum für 

Islamische Kunst, Photo: 
Milena Schlösser

Staatsschauspiel Dresden 
hosts Monday Café, for 

refugees and locals. Photo: 
Daniel Koch,  

November 2015.
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STRATEGIES  
IN ACTION

CONSIDER ways 
to attract refugees 
as visitors.

ACTIVATE 
methods of 
exchange and 
connection 
between refugees 
and the larger 
public.

INVITE refugees 
to co-create 
programming.

USE the institution 
as an advocacy 
platform for 
cultural inclusion.

“Winterlights” is a festival 
at the Westfalenpark 
Dortmund with many 
colorful installations. It 
takes place annually, from  
early December and ends 
the first week of January 
with huge fireworks. When 
I first saw this installation 
my thoughts were, so many 
REFUGEES are coming 
to our beautiful country, 
Germany and many others 
all over Europe at this time 
and “WE ALL SHOULD 
BE FRIENDS!” Photo and 
caption/quote, K Edinger, 
December 2015, Flickr.com.

Germany under the name “Ensemble Refuge”.(6)

As the arts and cultural sector develops a more intentional 
orientation to the refugee crisis, some individual 
institutions are taking up clear political positions. A few, 
like the Schauspiel Köln (“Cologne Playhouse”), have 
organized public discussions, lectures and festivals on 
the issue of migration and flight, while others have been 
more confrontational. The Maxim Gorki Theater in Berlin 
initiated protests to draw public attention to the issue 
of the restrictive EU immigration policy.(7) Additional 
institutions, like the Semper Opera Dresden (“Semperoper 
Dresden”) were projecting slogans on their outer walls, 
hoisting flags and banners or posting on their Facebook 
profiles calling for understanding and tolerance. And, in 
a subversive move, the Semper Opera and the Opera of 
the Staatstheater Mainz (“Mainz State Playhouse”) even 
countered demonstrating political groups and parties on 
the right fringe of the political spectrum by drowning out 
their shouting of slogans via singing classical choruses.

THE UNIQUE ROLE OF ARTS AND CULTURE 
SECTOR IN GERMAN LIFE AND THE CULTURAL 
RESPONSE TO A CHANGING SOCIETY
This rich fabric of cultural responses is in some ways 
unique to Germany. The strong momentum it gathered 
was a surprise even for operators in the cultural field. The 
clear majority of Germany’s cultural institutions, including 

museums, theaters and operas, are financed through 
public funds. Particularly in the field of high-culture, on 
average 80 percent of the funding originates through 
state means, and only 20 per cent through self-financing. 
This has historical roots. After the abuse of the arts for 
political means during World War II, the Constitution of 
the Federal Republic of Germany embodied a so-called 
“guarantee of artistic freedom.” This is interpreted as an 
active mandate for the state to foster artistic excellence 
and support democratic access to arts and culture 
initiatives, ensuring that the arts will never again be 
abused in service to one party’s political agenda. It has 
also led to the understanding that institutions should 
fulfill a cultural and educational role in society.(8) In 
essence, this system of public funding has historically 
driven the supply side rather than demand.

In the last 20 years however, cultural institutions have 
stepped up their efforts to reach out to new audiences 
in an attempt to counter increasingly insecure state 
funding programs, a result of social changes that have 
had a negative impact on audience development and on 
the relevance of institutions within society in Western 
cultures. The pluralization and individualization of 
lifestyles have lead to the loss of a “core audience” while 
the demographic change has led to a decrease in the 
population. The question if cultural institutions could (or 
should) play a role in society has already been the topic 

“WE ALL SHOULD  
BE FRIENDS!”

7
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CATALYST  
INSIGHT

As institutions  
re-market their 
cultural offerings 
to a wider 
21st Century 
public, there 
is an immense 
opportunity to lead 
the shaping of a 
more inclusive 
society for all.

of theoretical discussion in Germany since the 1970s. 
However, only in the past decade, due to this increasing 
need by cultural institutions to find new audiences and 
create public value, have we been beginning to see signs 
of a real shift in the way the institutions view and position 
themselves. Cultural institutions are intensifying arts 
education programs, audience development strategies, 
and approaches to community building and community 
engagement activities.

GERMANY’S CULTURAL INTEGRATION 
OPPORTUNITY
Although Germany has become increasingly pluralized 
since its founding and, according to a study of the 
Organization for Economic Cooperation and Development 
(OECD), it currently is the most attractive immigration 
country among industrialized countries next to the United 
States,(9) it only officially accepted its status as an 
immigration country after the start of the new millennium.
(10) Germany could no longer ignore the fact that ‘migrant’ 
groups could not be treated as a small minority – at least 
not in major German cities such as Frankfurt am Main, 
Munich, Stuttgart or Nuremberg, where up to 45 percent 
of the inhabitants have foreign roots.(11) For a long time, 
the focus in public and politics has been on immigrants 

Banner on the frontside of 
the Semper Opera Dresden 

(Semper Oper Dresden) 
saying “We support a 

cosmopolitan society” 
(“Für eine weltoffene 
Gesellschaft”) Photo: 

Daniel Koch, © Semper 
Oper.

EXPLORE:
Stiftung Universität 
Hildesheim 
Jewish Museum 
Berlin

8
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and their task to integrate into German society. In recent 
years, the awareness has increased that integration needs 
to be mutual and that Germans also must play an active 
part in building and accepting a multicultural society. 
Significant discussions and consideration of the possible 
role the cultural sector could or should play are also quite 
new. In addressing this issue, Monika Grütters, the Federal 
Government Commissioner for Culture and the Media 
invented a special award in Spring 2016 for outstanding 
and innovative projects addressing cultural integration, 
therefore lending greater political weight to the topic.

CAN THE ARTS AND CULTURE SECTOR HELP 
TRANSFORM SOCIETY?
Since the summer of 2016, the number of asylum seekers 
arriving in Germany has steadily decreased and the initial 
euphoria of the German population has given way to more 
realistic judgments.

Now that immediate action is no longer needed, our 

gratitude to those who have engaged themselves in this 
task and who have achieved great things needs to be 
replaced with the critical examination of what can be done 
in the future. How can the activities that were hurriedly 
cobbled together be improved upon, how can cultural 
institutions maintain their activities over time, and how 
sustainable will those offerings or projects with refugees 
be in the future? And are there other marginalized groups 
in Germany that deserve equal attention?

And most importantly, how will this current situation 
change the cultural sector in Germany in the long run? 
Ultimately, we are at a critical inflection point where 
Germany’s attempts to remarket cultural offerings to a 
wider public over the past decade are being met head on 
by an opportunity for cultural institutions to play an active 
role in shaping a more inclusive society for all. Creating 
sustainable programming related to multicultural 
exchange and understanding are keys to success. It will 
be certainly very exciting to follow the development.

Refugee housing area 
Mainz Gonsenheim, 
screen grab with 
permission, video by 
Andreas Coerper.
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 CAN WE  
 DESIGN  

FRIENDSHIP? 
BY LANCE SHIELDS

Nudging youth to adopt inclusion and  
acceptance in social spaces online

11
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If being an adolescent is not complicated enough, trying to 

begin and maintain friendships across physical and digital 

spaces can make things a lot harder. Take for example, at the 

moment I am listening in on a conversation between my wife 

and my 12-year-old daughter who is having a “problem” with 

another 7th grade girlfriend repeatedly commenting on Instagram 

about why my daughter is changing her eye color in her selfies. 

After asking her in real life to stop commenting in this way, my 

daughter now has deleted all of her friend’s comments. Is this how 

friends should act? Will she lose a friend if she “communicates” 

this way in digital?

From 2013 and into 2016, our design firm Ideas in Digital (iiD) has spent a great deal of time researching 

and designing digital “spaces” for Generation Z (Loosely defined as 5 to 19 years old.) to interact 

with each other in new ways. But why would we concern ourselves so much with how young people 

engage with each other in digital? This journey has taught us much about how design can affect human 

relationships. More specifically, we’ve asked ourselves time and again: “Can we design friendship for 

young people?”Lance Shields
is co-founder and 
Chief Experience  
Officer of ideas in 
digital (iiD). 

Founded in 2008, iiD is 
a design and innova-
tion consultancy in 
San Francisco. As the 
strategy and UX lead 
at iiD, Lance develops 
human-centered strate-
gies for digital products 
and services, mobile and 
smart phone applica-
tions, social networks, 
and other interactive 
experiences. Lance  
specializes in creating 
social and mobile expe-
riences for Generation Z. 
He also focuses on 
designing human- 
centered experiences  
for a societal benefit. 
Lance is interested in 
reinventing the way 
designers and causes 
collaborate, to build 
digital platforms that 
rethink social impact in 
the digital age.

Left: My daughter after 
asking her in real life 

to stop commenting in 
this way.
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WHAT IS FRIENDSHIP IN THE YEAR 2016? 
The Oxford dictionary defines Friendship as ‘a 
relationship of mutual affection between two or 
more people.” However, this definition is very vague 
and provides few ideas for how to design better 
friendships. Digging a little deeper, we learn from  
child psychologist Eileen Kennedy-Moore that young 
people benefit from friendships by learning self-
esteem, problem solving, how to cope, and more 
importantly empathy for others. Kennedy-Moore 
describes three key ingredients of children’s friendship 
formation: openness, similarity, and shared fun.(1)

OUR JOURNEY BEGAN BY STUDYING 
RESPECT
Our process to understand what friendship means to 
young people began with a project called the Respect 
Effect, a mobile app our firm built for San Francisco-
based non-profit Futures Without Violence over 
the past two years. My own role in this has been to 
provide human-centered design research and strategy 
as well as user experience design for the platform. 
The Respect Effect mobile app engages teenagers 
with positive daily challenges to highlight actions 
that promote healthy, respectful relationships while 
preventing digital and dating abuse. To learn more 

about young people’s outlooks on relationships and 
digital lifestyles, we collaborated with Futures Without 
Violence to conduct a series of participatory design 
sprints with teens in high schools in San Francisco. 
We found the sprint method was effective in getting 
youth participants to discuss what respect means to 
them in different kinds of relationships and to actively 
sketch a variety of app design ideas, which led directly 
to prototypes, testing and the final product. When it 
launches in Fall 2016, the app will be an engaging 
way to make respect “cool”, much like Instagram or 
Snapchat does for a cause.

What we’ve learned from this research (explained in 
depth at ”Step Aside Millennials: Gen Z Has Arrived.” 
on iiD’s blog site) is that young people draw no 
distinction between their physical and digital lives. Yet 
how they should act in digital has become confusing 
and even alarming as incidents of bullying, digital 
harassment and dating abuse increase. We know 
that 1 in 4 dating teens is abused in digital spaces. 
An even more alarming yet believable stat is 52% of 
teens abused in digital are also physically abused. 
As the BULLY documentary (Lee Hirsch, 2012) 
shows, negative and harmful adolescent behavior is 
happening in schools and neighborhoods across the 

Above:
‘Respect Effect’ app
available at the itunes 
app store.
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U.S. in plain sight. Combine physical bullying with an 
“out of sight” digital space, the challenges for teens, 
parents and educators may seem insurmountable. 
In the face of these problems, our work on That’s 
Not Cool, which was awarded the Webby Award 
for best Charitable Organizations/Non-Profit, has 
been especially poignant and meaningful. Other iiD 
projects have included I Am a Witness, and currently 
we are working on The Bully Project and Peace 
First Challenge.

HOW CAN DESIGNERS MAKE AN IMPACT 
ON FRIENDSHIP?
In the face of all of this doom and gloom, how 
can my 12-year-old daughter stand a chance in 
having a healthy, natural relationship with her 
friends and soon boyfriends? Even if you are not a 
bully, how you express yourself through a faceless 
text or email can be trickier than a face-to-face 

interaction with complementary body language and 
full accountability.

Taking Kennedy-Moore’s research to heart, we believe 
the three ingredients – Openness, Similarity and Fun 
– are ideal for designing digital products to support 
youth friendship.

1. DESIGNING FOR OPENNESS
The first ingredient to friendship, Openness, 
essentially means a young person needs to be able 
to express “Wanna be my friend?” A younger child 
may actually use these words but “cool” tweens and 
teens often need more complex signals to express 
kindness, according to Kennedy-Moore. In digital, this 
generally means liking or commenting on someone’s 
photo on Instagram or Facebook. But by intentionally 
designing with friendship in mind, a designer can 
structure the experience and task to actually be about 
expressing and spreading kindness. This is what we 
attempted to do with the Respect Effect and I Am a 
Witness campaign’s Send Kindness board, which 
enables young people to support their friends when 
bullied.

2. DESIGNING FOR SIMILARITY
Since the early days of The WELL (one of the oldest 
virtual communities) and bulletin board systems 
(BBS), communities have existed for like-minded 
people to connect and share. With the rise of the social 
network, traditional communities have been replaced 
by Facebook groups and pages. However, with many 
young people moving to public Instagram or private 
social apps like Snapchat, Kik and WhatsApp, the 

STRATEGIES 
IN ACTION
 FRAME 
INTERACTIONS 
FOR OPENNESS, 
SIMILARITY & FUN
Set a tone up front 
for people to open, 
engage and share 
in common bonds 
for the purpose of 
pure enjoyment 
and promoting 
friendship.

DESIGN POSITIVE 
FEEDBACK 
MECHANISMS
Find a way to 
promote and 
reward acts of 
kindness and 
friendship.

BUILD RESPECT
Structure tasks, 
experiences or 
interactions to 
express openness 
and kindness, 
which help build 
relationships based 
on respect.

DEVELOP A CODE 
OF CONDUCT 
Set ground rules 
for behavior and 
interaction that 
require you to be 
respectful and law-
abiding, yet not rigid 
or authoritarian.

3 Elements to Design Gen Z Friendship
There are 3 key elements for designing digital

products to support young friendship.

Openness
A young person needs to be able to 

express “Wanna be my friend?”

Similarity
Tweens & teens need experiences to 

share tastes and interests.

Fun
Youth connect easily through games

play and voice chat.

iiD “Can we design friendship”

1

2

3

NEGATIVE AND HARMFUL ADOLESCENT BEHAVIOR IS HAPPENING IN 

SCHOOLS AND NEIGHBORHOODS ACROSS THE U.S. IN PLAIN SIGHT. 

COMBINE PHYSICAL BULLYING WITH AN “OUT OF SIGHT” DIGITAL SPACE...

Set ground rules 

MECHANISMS

IN ACTION
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digital space where younger users can seek out people 
who have the same interests, values and sensibilities 
has become harder to find. With this challenge in 
mind, there are currently terrific opportunities for app 
designers to help young users connect by similarity. 
What does this look like?

First of all, we need to think about what children are 
interested in and who they can find similarities with. 
Fashion, games, music, celebrities, entertainment, 
sports are just a few examples. Next, we must think 
about where this experience would live. One word. 
Mobile. Any thought of doing a web-based forum 
should be eliminated. Instead, quick and “snackable” 
user generated content feeds based loosely around 
an interest is where we’re headed. Is this Instagram 

...THE CHALLENGES FOR TEENS, 

PARENTS AND EDUCATORS SEEM 

INSURMOUNTABLE.
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Here are a few ideas:

What are other such ways 
to show KINDNESS in 
digital?

EMOJI
We know that Gen Z respond positively to imagery, 

and emojis are a great way to express positive, emotive 

feedback in place of facial expression and body 

language. Apps, websites and games that use emoji as a 

communication device have a greater chance to do well 

with tweens and teens.

CODE OF CONDUCT
Many games and apps provide “community rules” which 

users are required to accept before they can join the fun. 

Yik Yak’s community rules are a great example. While 

rules may help set expectations for how users are to 

behave, interaction designers should be careful about 

being too rigid or authoritarian.

REWARDS FOR KINDNESS
Foursquare has Swarm with real-world perks for 

check-ins. Kahn Academy has points, badges and levels 

for academic progress. In the same way, apps for 

teens could reward how kind a user is through points, 

badges, levels, unlocked content and other privileges. 

There could even be physical swag for overachievers. 

Incentives might get carried away as users start 

“competing to be the nicest”. However, if they are used 

as a fun complement to an engaging social activity, they 

give positive feedback for how to be friendly.

Icons and image below:
‘I Am a Witness’ Campaign, 
10/2015 - present. 
iwitnessbullying.org/

CATALYSTREVIEW.NET
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Wishbone app

CATALYST  
INSIGHT

The forming of 
friendships is 
fundamental to 
our ability to have 
healthy thriving 
relationships, 
and further 
healthy thriving 
communities 
and societies. 
The nurturing 
and nudging of 
young mindsets to 
develop respectful, 
empathic and 
engaging character 
traits requires 
understanding the 
new challenges 
they face daily, in 
an ever-changing 
physical and digital 

landscape.

for fashion? Or Yik Yak for music? It could be a hybrid 
of any existing functionality. Or it could be something 
new that hasn’t been invented. Whatever it is, going 
back to the original purpose of designing for similarity 
(and friendship), the social app should bring kids 
together in a new way and make them feel like they 
belong, such as a club or a circle of real people who 
may not be 100% the same but have something they 
connect around and have other young people they 
identify with.

In surveys by LifeCourse Associates, it was found 
that teens and tweens are extremely anxious about 
being criticized on social media and are more 
conscious than their parents of when an app makes 
them feel bad. Social app Wishbone designers see 
those anxieties as an opportunity. The app doesn’t 
ask users to take selfies in which they look beautiful 
or what amazing place they went on vacation. Instead, 
users make and take humorous polls to talk about 
celebrities, makeup and bands. It is about their tastes, 
not their identity. Again, Wishbone’s success points to 
using tastes to connect teens by similarity.

3. DESIGNING FOR FUN
This space is clearly the most commonly available for 
Gen Z today. It is dominated by online gaming, where 
a 72% of teens play video games on the desktop, 
console or mobile in 2015. According to Pew research 
(2), teen gamers play games with different types of 

people. Either they play with friends they know in 
person (89%), friends they know only online (54%), 
or others online who are not friends (52%). Gaming 
is also more popular for boys (84%) compared to 
girls (59%).Heightening this online game experience 
is the use of voice chat to increase user proximity 
to each other. 71% of boy gamers use some form 
of voice either in-game or Skype. This voice chat 
feature is certainly a way to foster friendship, making 
communications more personal and intimate versus 
an emotionless text chat. For our own new app 
designs, we find voice is a means for bringing young 
users closer together.

FROM DESIGNING FRIENDSHIPS TO 
DESIGNING SOCIAL IMPACT
Apps, games and social networks that help build 
authentic friendships have a better chance for 
survival and a competitive advantage over other 
platforms. But beyond growth hacks for startups, 
there is the more compelling and significant question 
of how designers can enable young people to form 
and sustain truly healthy friendships on a basis of 
inclusivity and respect while also helping to prevent 
social injustice from occurring in their increasingly 
digital lifestyles.

Designing to empower young people to have  
healthier relationships at such a key stage in their 
development is more than just another client project. 
We believe it is a meaningful public service. In the 
same vein, our current project called the Peace 
Challenge(3) takes designing friendship to another 
level. Created in partnership with the non-profit Peace 
First, a community to empower youth to launch their 
own peace movements, this project is deepening 
our understanding of what social impact means to  
young people and how to help them succeed in 
their passion for causes, volunteering and activism. 
Instead of only helping youth have better one-to-
one relationships, it will enable them to learn to 
solve problems and eliminate social injustice on a  
global scale.
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EXPLORE:
iiD’s projects cov-
ered here, recent 
work, blogs and 
more:
ideasindigital.com

DESIGNING TO EMPOWER YOUNG PEOPLE TO 

HAVE HEALTHIER RELATIONSHIPS AT SUCH A KEY 

STAGE IN THEIR DEVELOPMENT IS MORE THAN 

JUST ANOTHER CLIENT PROJECT. WE BELIEVE IT 

IS A MEANINGFUL PUBLIC SERVICE. 

ideas in digital (iiD) iiD is a user experience design, digital branding and strategy firm based in San Francisco. They help organizations invent 
breakthrough digital innovation. They strategize, design and engineer digital platforms that promote positive change in the world. iiD’s work inspires 
ongoing dialogue, engagement and action, creating a measurable difference for corporations and non-profits alike. iiD partners with a diverse group of 
innovative organizations including Futures Without Violence, Leadspace, Peace First, Visa, Dress For Success, The Bully Project and The Ad Council. 
The iiD team is honored to have won The 2016 Webby Awards for ThatsNotCool.com and IWitnessBullying.org, both of which were designed to help 
teenagers create social impact by addressing issues such as dating violence, digital abuse and bullying.

‘That’s Not Cool’ social 
platform, winner of the 
2016 Webby Award for best 
Charitable Organizations/
Non-Profit.
thatsnotcool.com/

RESOURCES:
(1) Kennedy-Moore, Eileen. 
“What Friends Teach Children”. 
Psychology Today,  
28 May 2013.

(2) Lenhart, Amanda. “Video 
Games Are Key Elements in 
Friendships for Many Boys”. 
Pew Research Center.  
6 Aug. 2015.

(3) The beta of Peace 
Challenge will launch in  
Fall 2016.

—LANCE SHIELDS
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 THE 
 POWER OF
 “INCLUSIVE
 DESIGN 
 LEADERSHIP” 
 TO INFLUENCE 
 HOW 
 SOCIETIES 
 FLOURISH 

BY GARETH JENKINS AND GISELLE CARR
ABOVEGROUP

How does the creative services industry instill a 
culture of leadership that is inclusive by design?
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Over the past fi fteen years, the Caribbean based design fi rm 

Abovegroup has acted as a sanctuary of big ideas and a driver 

of sophistication for building powerful brands. Since their founding 

in 2001, they have evolved their practice from leveraging strategic 

design for economic value to positioning ‘design for inclusivity’ as 

a metric of success in communities and nations in the Caribbean. 

This is especially true for their clients that directly impact 

Below: Infographic 
summarizing the 

evolution of Abovegroup’s 
practice, as well as 

design disciplines in the 
Caribbean, toward inclusive 

leadership by design.
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neglected populations, such as victims of domestic violence in 

the case of the “Make It Stop” initiative designed for Population 

Services International – Caribbean, likewise for a variety of 

stakeholder groups related to large regional conglomerates, such 

as Guardian Group. Now a multi-city global design consultancy, 

the firm believes that access to good design is fundamental to 

individuals, organizations and societies in order to thrive. 

Abovegroup considers itself to be at its best when working 

on projects whose challenge calls for strong collaborators, 

ideals of inclusivity by project stakeholders, and outcomes that 

require generative value. Abovegroup envisions their future 

contribution as drivers of change and proponents for the power of 

inclusive design leadership. They look to influence how societies 

flourish, and offer participatory opportunities so the emphasis is 

on the ability to have many join the efforts to shape an inclusive 

and positive future.

Trinidad and Tobago is a surprisingly complex and 
beautiful place that punches well above its weight. Take 
54 years of independence from British colonial rule, add 
a frenetic mix of peoples and cultures from around the 
world, and blend with a massive oil and gas windfall, 
all under the hot Caribbean sun. In the hustle towards 
development and self-identification, it has not always 
seized the opportunities presented by inclusive design.

This isn’t unique to Trinidad and Tobago; you can see this 
across the Caribbean, and indeed in many places around 
the world. The rapid injection of wealth managed by 

quick win, electorally-minded 
leadership and a thriving 
private sector has created a 
Design Gap. On the one hand, 
there are nimble startups 
and larger organizations who 
are well aware of the value 
and positioning that design 
can bring not just to their 
communications, but, increasingly, to their decision-
making process. On the other are the plethora of small 
and medium-sized businesses and, most notably, the 

Gareth Jenkins 
Chairman/Senior 
Partner, Abovegroup

Gareth founded Above, 

the precursor to  

Abovegroup, in 2001 

and has since been 

working extensively in 

the fields of branding, 

graphic design and 

communications strategy. 

A prolific hat-wearer, 

Gareth’s contribution 

as Chairman includes 

leading company strat-

egy, new ventures and 

partnerships; developing 

and presenting creative 

and business strategies; 

creative direction and 

graphic design; and 

verbal branding, naming 

and writing. He’s a big 

believer in building 

communities that are in-

clusive and sustainable.

TEDxPortOfSpain on the 
importance of design and 
empathy in Trinidad & 
Tobago society.



CATALYST  |  LEADING CREATIVE ENTERPRISE

I N C L U S I V E  D E S I G N  L E A D E R S H I P

22

public sector, who may not currently leverage design 
for economic or social success.

EMERGENCE OF DESIGN STRATEGY 
Abovegroup has been largely successful over the past 
15 years by working with the private sector, creating 
strategic design frameworks, that in many ways, 
elevated the practice of design within this context. The 
first wave of projects were largely defined by helping 
organizations to understand the value of design, mainly 
by painstakingly separating design as a practice in 
itself, rather than something that was embedded in its 
ever-present associate, advertising. Advertising is one 
of the dominant creative industries in the space, and 
in many ways considered to be the only definition of 
design in Trinidad. This is changing with projects, such 
as the Fernandes Business Centre, where branding was 
mainly influenced by considerations for wayfinding 
and signage. Working with the Trinidad and Tobago 
Film Festival provided an opportunity to carve out a 
forum and central focal point for the film industry’s 
local and regional development, and how that was 
communicated through awareness and engagement. 
Ultimately these and other clients benefitted and 
continue to benefit from design, rather than design for 
advertising alone.

Creating a space in the market and educating clients is 
a slow process – particularly when you have a ‘no-spec’ 
approach in a largely speculative business environment 
amongst agencies. The presence of multinationals on 

the ground and the growing appreciation of branding 
has helped – for example Landor, a branding agency 
whose work with BP (a leading oil and gas company) 
has a large presence in Trinidad and Tobao and began 
to set the stage for a newly noticeable standard of 
communication. It also became accepted that if your 
target audience was abroad, as in hospitality, the 
communication considered to be acceptable for local 
consumers wasn’t going to cut it outside of the region.

The recession of 2008-2009 saw the beginning of 
a second wave of projects that brought with them a 
need for a new approach, which would adapt to the new 
challenges, including stifling economic constraints. 
As it turns out, strategic design does rather well in 
economic downturns, as businesses seek optimal 
ways to build market share. Abovegroup grew rapidly. 
Our client projects would start out as design and 
branding conversations, and then morph into broader 
issues around company strategy, the company’s place 
in the communities they serve and the larger society. 
It was here that design strategy began to slowly move 
into the center, bringing with it the still nascent idea of 
inclusion by design. Regional financial institutions like 
Beacon Insurance Company Limited would consider 
deeper and more meaningful engagements with their 
publics through rebranding, it being a key part of overall 
business transformation. In this instance Abovegroup 
worked closely with Beacon’s executive team and 
assisted with crucial aspects of change requirements, 
balancing legacy with the need to present a renewed 

Above: PSI Caribbean 
(Population Services 

International) campaign 
Make It Stop, building 

awareness and positive 
action against gender 

based violence.
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identity. (Rebranding featured on the next page.)

OPPORTUNITIES FOR INCLUSION 
There is one very large opportunity on the other side of 
the Design Gap. While the private sector was growing 
in the early 2000s, so too was government spending. 
The problem was then, and remains to this day, that 
little attention is paid to building inclusive design 
within public sector. Without any kind of clear plan, one 

Below: Guardian Group 
(clockwise from lower 
left) rebrand, recruitment 
campaign Life: It’s a Big 
League, and Presidia 
campaign: Live Your 
Best Life. 

Left: University of the West 
Indies (UWI) digital media 
strategy and app to help
alumni around the world 
to reconnect with each 
other and engaege recent 
graduates.

designed to include all citizens, inclusion in design is, 
sadly, often defined by its absence. We can see this, 
for example, in the way that most public spaces lie 
under-utilized, unsafe and poorly maintained, while the 
few spaces that are accessible are either private or 
overused. There is largely an absence of meaningful 
signage, but a huge proliferation of unregulated outdoor 
advertising. The transportation network has very little 
space or consideration for public mass transport, 
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STRATEGIES  
IN ACTION

CALL attention to 
inclusion’s absence 
whenever and 
wherever you see it.

SET inclusion as 
the core intention 
of every design 
project.

AS DESIGNER, 
make it your 
responsibility 
to show how 
design shapes the 
behaviors and 
attitudes that give 
inclusion its value.

RE-ORIENT 
your culture of 
leadership and 
decision-making 
around inclusive 
design.

Beacon Insurance 
rebrand.

CATALYST  
INSIGHT

Without any clear 
leadership, inclusion 
in design is, sadly, 
often defined by its 
absence. We can see 
this, for example, 
in the way that 
most public spaces 
lie under-utilized, 
unsafe and poorly 
maintained, while the 
few spaces that are 
accessible are either 
private or overused.
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There are THREE options here.

almost constantly gridlocked with privately-owned 
cars. These are part of the crisis of opportunity within 
the design industry in Trinidad and Tobago.

This is less due to a lack of funds or an unwillingness 
to spend, and more an institutional lack of empathy in 
considering people as equal participants, rather than 
as voters to be won over.

Too often, transient and shiny prevail. The adoption of 
design is often a bit like masquerade costume design 
in Carnival – putting forward something shiny enough 
to get people to believe it has value, which lasts just 
long enough for money to be made and people to 
forget about it and move on, repeatedly.

The National Academy for the Performing Arts is 
one such example. Built at great expense during 
boom times, its totally unfit for purpose. The stage 
unsuitable for performance. The loading bays cannot 
fit stage sets. The orchestra pit is unusable. The 
quality of the structure and suitability to the climate is 
clearly indicated by frequent closures and expensive 
maintenance. But the surface – glass and steel, 
sinuous, elaborately lit – heralds a ‘design’ landmark, 
which clearly was the main intent.

It’s not all bad, of course, and there are examples of 
inclusive design, such as the Brian Lara Promenade in 
the heart of downtown Port of Spain. It is designed to 
have shaded spaces to sit, includes lovely tables with 
chess boards on them, places for those who prefer 
to navigate without bumping into the greater tide of 
pedestrians, and space for people who want to sit at 
the periphery. Of course this seems pretty rudimentary 
– after all, public squares have been around for quite 
some time. But in Trinidad this is notable, because 
it was commissioned by the government, because it 
works, and most importantly, because there was some 
kind of genuine consideration of people in the design.

So what can firms interested in learning and 
practicing inclusive design do to create the 
change in attitude in the public sector that we 
have seen in the private sector? 

The first is GRADUAL CHANGE  
By slowly chipping away on a project-by-project basis, we 
can, with other like-minded practices, gently introduce a more 
inclusive approach to leadership by design. Without setting 
out to do so intentionally, Abovegroups’ work over the past 
fifteen years has contributed to this. The problem with this is 
the ‘gradual’ bit. The problems that the country faces are real, 
present and urgent – crime, social and cultural alienation, lack 
of economic diversity and environmental collapse. The answers 
are already around us – waiting another decade or two for 
government to adopt them is not just frustrating, but indeed 
fruitless as the depth and complexity of these issues won’t 
be waiting around as well. The reality is that unless you are 
aligned to the political party in power, your chances of getting 
any of this kind of work is very slim when the few opportunities 
do actually appear.

The second is to wait for ENLIGHTENED LEADERSHIP  
The idea that at some point, someone in power will come along 
who is fully tuned into inclusive design, who has a grand and (to 
us) complementary view of the world, and will enact sweeping 
changes at all levels. The issue here is that with this is that 
there is a significant deficit in inclusive leadership – not just 
locally, but globally. As the world slowly begins to reconcile 
itself with neoliberalism and globalization, the limitations of the 
dominant ideologies of the past thirty years and awareness of 
the vast cultural, economic and environmental divide becomes 
clearer, so far, very little in terms of inclusive leadership has 
emerged to address these pressing issues.

continued on page 26
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Right: Abovegroup is currently working with the 
Alliance for Rural Communities of Trinidad and 

Tobago (ARCTT), which is focused on developing 
sustainable, rural, locally-owned cocoa and 

chocolate producing businesses by collaborating 
with government and community stakeholders, 

bringing the periphery to the center. The chocolate 
brand’s key proposition of celebrating the richness 

of new beginnings is an homage to the quiet, 
revolutionary act of closing the gap between the 

farmers and the production of the chocolate, even 
by stating the name of the community prominently 

– in this case the villages of Biche and Cushe. 
It is a driver of sustainable growth, innovation, 

financial stability, togetherness, and a foundation 
for long term regenerative value.
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As Dan Hill writes in Dark Matter and Trojan Horses, “We need 
to understand more about the various cultures of decision making 
in play across the globe. We need to believe that they can be 
improved through the strategic application of design. This may 
be important for design itself, in that it provides a genuinely 
meaningful point to the entire enterprise. But, more importantly, 
we need to believe that reorienting our various cultures of 
decision making may be the only civilized way forward.”

The third approach is to SEIZE THE MOMENT  
That is ripe for re-orientation. Design is tremendously powerful 
and in the past has been inseparable from politics. Why not 
re-engage? We are seeing the collapse of traditional notions 
of politics, leaving a space easily exploited by extremists and 
opportunists. Over the next decade, we are going to need to see 
the rise of new types of politics – inclusive by nature, problem 
solving by design. What will be the role of designers in shaping 
this kind of political philosophy?

We are at the beginning of a call to action, of people who can 
contribute to ideas, that will bring about better solutions at that 
very high level – designing systems that work for all, for the 
disenfranchised, for the generations to come. The beauty of the 
massive, unavoidable problems of the 21st century is that the 
crisis of opportunity calls for many different people sitting at the 
table. As designers, shaping attitudes and behaviors through the 
expression of intention, it is our responsibility to lead the charge.
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Giselle Carr
Partner, Abovegroup

Giselle brings over  
a decade of experi-
ence across several 
disciplines including 
economic develop-
ment, social  
innovation and  
environmental  
analysis. She  
conducts research 
into brand trends 
and market devel-
opments to develop 
invaluable insights 
that deliver smart 
solutions. An  
alumnus of the 
Design Management 
program at Pratt  
Institute, she  
creates value that is 
financially, socially 
and environmentally  
sustainable. She is 
also a practicing 
biomimic.

“WE NEED TO UNDERSTAND MORE ABOUT 

THE VARIOUS CULTURES OF DECISION 

MAKING IN PLAY ACROSS THE GLOBE. 

WE NEED TO BELIEVE THAT THEY CAN BE 

IMPROVED THROUGH THE STRATEGIC 

APPLICATION OF DESIGN. THIS MAY BE 

IMPORTANT FOR DESIGN ITSELF, IN THAT 

IT PROVIDES A GENUINELY MEANINGFUL 

POINT TO THE ENTIRE ENTERPRISE. 

BUT, MORE IMPORTANTLY, WE NEED 

TO BELIEVE THAT REORIENTING OUR 

VARIOUS CULTURES OF DECISION-

MAKING MAY BE THE ONLY CIVILIZED  

WAY FORWARD.”

EXPLORE
The Abovegroup: 
abovegroup.com/

— DAN HILL, DARK MATTERS AND TROJAN HORSES
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Right: Two creative 
designers at a workstation 
in the Detroit studio. 
Below: Searching for 
fallen graffi  ti pieces in the 
Dequindre Cut. Photos © 
Rebel Nell.

REBEL NELL 
Design: Amy Peterson and 
Diana Russell. Location: 
Detroit, Michigan. Years: 
2013–present.

“Defi ant jewelry with a 
purpose,” Rebel Nell’s 
pieces are made from 
locally “harvested” fallen 
Detroit graffi  ti. The jewelry—
necklaces, earrings, rings, 
cuff links, and bracelets—
are designed and made 
by women transitioning 
from a shelter to an 
independent life. 

The Rebel Nell team works 
directly with local homeless 
shelter caseworkers to 
hire women as “creative 
designers.” With a primary 
goal to restore confidence, 
Rebel Nell also provides 
financial literacy and 
entrepreneurship classes 
and offers regular 
meetings with financial and 
empowerment advisors.
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DESIGNING A 
BETTER AMERICA

By the People:

CATALYST INTERVIEWS COOPER HEWITT, 
SMITHSONIAN DESIGN MUSEUM 

A museum’s call to catalyze cultures of inclusion by design
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Cynthia, pictured left: 
Dakar, Senegal. Right: 

Kumasi, Ghana. Photos 
© Cynthia E. Smith, 

Smithsonian Institution By the People: Designing a Better America” was on view September 30, 

2016 through February. 26, 2017; the third exhibition in a series about 

the important role design can play in addressing critical issues, such as 

poverty and inequity around the world. Since 2005, Cynthia E. Smith, Cooper 

Hewitt, Smithsonian Design Museum’s Curator of Socially Responsible 

Design has traveled the globe exploring the evolution of the design process 

in shaping more equitable and regenerative communities, cities and nations. 

Shortly before the exhibition closed, Cynthia shared her thoughts on the 

body of groundbreaking work featured in “Design for the Other 90%”,  

“Design with the Other 90%: CITIES,” and “By the People,” as well as on 

the power of inclusive design to address our increasingly turbulent times.

Cynthia E. Smith
serves as Cooper Hewitt, 
Smithsonian Design 
Museum’s Curator of 
Socially Responsible 
Design. After training 
as an industrial designer 
and earning her graduate 
degree from Harvard’s 
Kennedy School, Smith 
joined Cooper Hewitt, 
where she integrates her 
work experience with 
her advocacy on human 
rights and social justice 
issues. Smith curates the 
“Design with the Other 
90%” exhibition series, 
including “By the People: 
Designing a Better 
America”, and co-curated 
“Design Triennial: Why 
Design Now?”. She has 
served on numerous 
international design  
juries and lectured wide-
ly on socially responsible 
design.

“BY THE PEOPLE” BROUGHT TO LIGHT THE POWERFUL 

MESSAGE OF OPTIMISM FOR ACHIEVING A MORE JUST AND 

EQUITABLE SOCIETY FOR ALL AMERICA THROUGH DESIGN.
— THE EXHIBITION “BY THE PEOPLE” LIVES ONLINE AT COOPER HEWITT’S WEBSITE
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Dr. Mary McBride and Maren Maier of our Catalyst 
team discussed with Cynthia what she uncovered in her 
research, exhibitions and journey with “By the People”, 
and the role she sees designers can play to help us 
collectively shape cultures of inclusion and a new 
century of shared prosperity. 

Maren: Thank you Cynthia for taking the time to 
speak with us today. You have a Bachelor of Science 
degree in Industrial Design, a Masters degree in Public 
Administration and spent years leading multidisciplinary 
planning projects for cultural institutions. At what point 
in your career did you realize you wanted to span the 
boundaries of your disciplines and focus on becoming 
an ambassador for socially responsible design?

Cynthia: Even as a working designer in New York I 
was involved in human and civil rights and was active 

politically at the local, state and national level. Looking for 
a way to combine those two worlds, I returned to school. I 
attended the Mid-Career program in Public Administration 
at Harvard’s Kennedy School of Government that brings 
together people from all over the world who are in the 
middle of their careers. We were an international cohort 
that included heads of nonprofits, diplomats, filmmakers, 
architects, lawyers, military officers—over 200 individuals 
who were all interested in the public good. Conversations 
about social entrepreneurship were just the beginning, 
and while there, I was also introduced to MIT’s D-Lab and 
Design that Matters’ innovative work designing low-cost 
tools for underserved populations.

Maren: “By the People: Designing a Better America” is 
the third in a series of exhibitions you have organized 
for Cooper Hewitt. Can you explain the thinking and 
progression behind the trilogy?

Below: Installation view 
from “By the People: 
Designing a Better 
America.” Photo by Matt 
Flynn © Smithsonian 
Institution | Right: Farm 
Hack Tools, © Photo, 
Farm Hack licensed under 
CC by 4.0.



CATALYST  |  LEADING CREATIVE ENTERPRISE

“ D E S I G N I N G  A  B E T T E R  A M E R I C A ”

32

Cynthia: The first exhibition, “Design for the Other 90%” 
was a provocation to the design world. Historically, 
professional designers only focus on a small percentage 
of the world’s population, but that is changing in the new 
millennium. Designers are collaborating across sectors 
developing low cost solutions to meet the needs of under-
served communities around the world. The exhibition, 
though small in size—it only included thirty-four low-cost 
devices—explored the critical global issue of extreme 
poverty and created an international conversation 
about the importance of design. Installed outside in 
the museum’s garden, it proved to be a perfect venue, 

juxtaposing poverty statistics and design responses 
along well-trafficked Fifth Avenue. Many visitors did not 
realize so many people were living in extreme poverty.

In 2011, “Design with the Other 90%: CITIES” followed, 
which focused on rapid growth of informal settlements 
in the global south. According to UN-Habitat, close 
to 1 billion people are living in informal settlements, 
commonly known as favelas, slums, or squatter 
communities, and that number is projected to double by 
2030. The Rockefeller Foundation funded my research, 
which enabled me to travel to sixteen different cities in 

“Design for the Other 90%” 
Near right: Installation 

views of | Year: May 4, 2007 
– September 23, 2007. 
Photo, Andrew Garn, © 

Cooper Hewitt, Smithsonian  
Design Museum.

Far right: Cooper Hewitt’s 
2007 “Design for the Other 

90%” exhibition catalog 
cover. | LifeStraw® China 
and Switzerland (current 

version), 2005. Photo 
© 2005 Vestergaard 

Franssen. 

“Design with the Other  
90%: CITIES”  

Near right: Exhibition 
catalog cover | Years: 

October, 2011 –  
January, 2012 | Photo © 

Cooper Hewitt 

Far right: Installation at 
the United Nations. Photo 

Matt Flynn, © Smithsonian 
Institution.
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Africa, Asia and Latin America, meeting with people and 
organizations who were living and working within the 
informal settlements.

“CITIES” was conceived to exchange design strategies, 
approaches and adaptations taking place in the informal 
settlements as broadly as possible. Since Cooper Hewitt, 
Smithsonian Design Museum was under renovation at 
the time we installed the exhibition at the United Nations 
Headquarters in New York, attracting an international 
audience that included UN agencies to show the 
important role design can play in addressing this rapid 
urban expansion.

While the first two exhibitions were international, the third 
“By the People” focuses primarily on the United States. We 
saw compelling reasons to investigate the ways design 
could play a role in addressing poverty and inequality 

across the country, particularly in light of events that 
led to the U.S. foreclosure crisis, recession and a record 
number of people living below the poverty line.

Maren: There is a spirit of inclusion underlying this 
entire exhibition series. Many of the designs 
highlighted in “By the People” are not only designs that 
address issues of inclusion, but they use inclusivity 
and co-creation in the design process itself. What is 
fueling this desire for inclusivity in process?

Cynthia: 

DESIGN IS A PROCESS. PART OF THAT 

PROCESS IS UNDERSTANDING AND 

WORKING WITH COMMUNITIES AND 

END USERS. 

ACCORDING TO UN-HABITAT, 

CLOSE TO 1 BILLION PEOPLE 

ARE LIVING IN INFORMAL 

SETTLEMENTS, COMMONLY KNOWN 

AS FAVELAS, SLUMS, OR SQUATTER 

COMMUNITIES, AND THAT NUMBER 

IS PROJECTED TO DOUBLE BY 2030

MY RESEARCH, ENABLED ME TO 

TRAVEL TO SIXTEEN DIFFERENT 

CITIES IN AFRICA, ASIA AND LATIN 

AMERICA, MEETING WITH PEOPLE 

AND ORGANIZATIONS WHO WERE 

LIVING AND WORKING WITHIN THE 

INFORMAL SETTLEMENTS.

Cynthia walking 
along Bangkok, 
Thailand, Bang Bau 
Canal. Photo © 
Cynthia E. Smith, 
Smithsonian 
Institution—CYNTHIA E. SMITH
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“Design for the Other 90%” highlights innovations that 
emerge locally and are developed in co-creation. “By 
the People,” captures the U.S. in the midst of a massive 
transformation. As we shift away from an extraction-
based to an innovation-based economy. During a period 
of increased climate challenge, communities, along 
with a whole range of stakeholders including designers, 
architects, engineers, policy-makers and philanthropists 
are seeking alternative strategies with a renewed sense 
of urgency.

Many of these innovative approaches are deeply 
democratic and regenerative - community land trusts 
stabilize neighborhoods, worker-owned enterprises help 
build assets, and productive landscapes can catalyze 
social, economic and environmental transformation.

Maren: How were you able to narrow down the list of 
projects selected for the exhibition, and what informed 
its structure around the six categories?

Cynthia: I start with a working thesis for the exhibition, 
exploring the intersection of poverty, prosperity, 
innovation and design. I throw a wide net meeting 
and speaking with many individuals and organizations 
working on innovative approaches and reviewing work 

in the field. In this case, I collected roughly three 
hundred different possible projects with an eye toward 
showing a broad range of approaches that mirrored 
the diversity of the country in terms of demographics, 
climate, economies, geography, and issue areas. 
Often during my field research, when I explained the 
exhibition to the communities I was meeting with, 
they were curious about what other communities 
were doing around the country. This was an important  
point and one of the criteria I used in narrowing the 
final selection.

The exhibition is organized along six themes— 
Act, Learn, Live, Make, Save, and Share—which 
express the range of ways designers are engaging 
the public in efforts to revitalize their communities 
and improve opportunities. These orienting categories  
help the museum visitor navigate and explore the 
exhibition content.

Maren: You’ve logged thousands of miles traveling 
across the country speaking to people in numerous 
sectors and various geographies. What have you 
learned about how design is practiced today as 
compared to your last exhibition, “Design with the 
Other 90%: CITIES”?

“By the People: Designing 
a Better America” 

exhibition catalog. 
© Cooper Hewitt, 

Smithsonian National 
Design Museum.
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Cynthia: Designers and design educators are exploring 
broader systems when approaching these sorts of 
challenges. They are considering long-term impacts and 
placing local community expertise at the center.

When I asked a local community architect who worked 
with residents to transform an informal settlement 
in Bangkok into a thriving and vibrant neighborhood 
which skill he thought was most needed for his work, 
he responded, “listening”. It is so simple. I’m told a 
requirement for Paul Polak’s development team at D-Rev, 
is to sit with the farmer in India or Bangladesh who 
is living on a dollar a day and listen for a minimum of 
1,000 hours over the span of a year to better understand  
their needs. 

Maren: Did you meet people along the way who maybe 
didn’t think of themselves as designers but gained a 
new appreciation for their work as an act of design after 
speaking with you?

Cynthia: Sometimes when I invited organizations to 
participate in the exhibition they would be surprised that I 
considered their work to be design.

Many of these innovators see a problem or a situation, 
and though they might not have been professionally 
trained as designers, they unknowingly engage in the 
design process to provide a solution. One good example 
is Humane Borders Water Stations. A group of volunteers 
noticed that people migrating north from Mexico were 

WHEN I ASKED A LOCAL COMMUNITY ARCHITECT WHO 

WORKED WITH RESIDENTS TO TRANSFORM AN INFORMAL 

SETTLEMENT IN BANGKOK INTO A THRIVING AND VIBRANT 

NEIGHBORHOOD WHICH SKILL HE THOUGHT WAS MOST 

NEEDED FOR HIS WORK, HE RESPONDED, “LISTENING”.

Cynthia visits with a 
Dhaka, Bangladesh, 
Korail settlement BRAC, 
women’s saving group. 
Photo © Cynthia E. Smith, 
Smithsonian Institution

Maren Maier
Maren is a design  
strategist, consultant, 
curator and writer 
who works to catalyze 
bold new creativity 
across public life. She 
is inspired by creative 
encounters that encour-
age us to probe societal 
questions in new ways 
and re-imagine a world 
where we live together 
with greater beauty and 
dignity. Maren holds a 
B.A. in Anthropology 
and Art History from 
Columbia University 
and a graduate degree 
in Design Management 
from Pratt Institute.  
She is currently Partner 
at CoCreative Consult-
ing and lead strategist 
and editor for Pratt  
Institute’s Catalyst: 
Leading Creative  
Enterprise platform.

—CYNTHIA E. SMITH/PAUL POLAK
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HUMANE BORDERS WATER 
STATIONS. | Design: Robin 
Hoover, Tim HOLT, Doug 
Roupp, Joel Smith, and 
Humane Borders. Location: 
Southern Arizona-Mexico 
border. | Year: 2000–present. 

Right: One of the earliest 
Water Stations, Kim Johnson 
Station on the Buenos Aires 
National Wildlife Refuge. 
Photo, George Kimmerling. 
© 2001 George Kimmerling

Responding to migrant deaths 
along the Arizona-Mexico 
border due to dehydration, 
Humane Borders designed 
a system for placing water 
in the desert. More than 100 
water stations, small tanks 
painted blue—the universal 
color of water—and tagged 
“AGUA” with a 30-foot-high 
pole and flag to increase 
visibility, have been deployed 
throughout southern Arizona, 
dispensing more than 100,000 
gallons of water since 2001. 
A poster outlining the dangers 
of migrating on foot through 
the desert is distributed in 
shelters south of the border.

IT IS A 

SIMPLE DESIGN 

DECISION THAT 

SAVES LIVES.

—CYNTHIA E. SMITH
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dying in the Arizona desert from dehydration. Partnering 
with the local medical examiner they plotted the location 
of every migrant death onto an area map. Clusters of 
where the most deaths were occurring helped them 
determine where to place water stations. Marked “Agua”, 
the stations are designed for visibility, blue—the universal 
color for water—barrels of water are sited with a blue flag 
30 feet into the air.

On the side of each water station barrel, Humane Borders 
places a sticker with the image of the Virgin Mary. Migrants 
often travel with religious icons as protection, and when 
they arrive at the stations in the middle of the desert, the 
image inherently conveys the water is clean and safe to 
drink. It is a simple design decision that saves lives.

Mary: You use the word design so often, and you  
sprinkle it into everything you say. Even in our program, 
which consists of designers and creatives, the word 
design rarely gets used. 

It amazes me. Designers don’t really use it until they sit 
down to do something. We say to them – how do you 
expect anyone else to know what you do if you don’t 
own the word? So we ask them to throw out the words 
“make, shape and create”, and exclusively use the  
word “design”.

 

Cynthia: That is very interesting. I agree, and a goal of 
this exhibition series is to help make design visible to a 
broader audience.

Maren: What is the cultural message you are hoping 
to shape with “By the People,” and how does this play 
into the current political moment in the United States 
and worldwide?

Cynthia: One of the goals for the exhibition is for people 
to walk away with an understanding that poverty is 
hidden in America, and all around us. We also want 
people to recognize that every person living in the U.S. 
has agency and the ability to make positive changes in 
their neighborhoods.

As for the entire series, the goal is to show how design 
can play an important role in addressing critical issues, 
now more than ever.

Maren: What strategies or tactics do you want people 
leading design projects and enterprises to walk away 
with after seeing the exhibition?

FARM HACK TOOLS  
Online: 400,000 farmhack.
net users in United States, 
Canada and United Kingdom. 
Years: 2010–present | Left: 
Installation view from “By the 
People” Photo, Matt Flynn © 
Smithsonian Institution. 

A group of farmers, 
designers, and hackers 
banded together and 
determined that the best 
way to address mounting 
challenges and radically 
improve agriculture for a 
more adaptive, open, and 
resilient food system is 
through greater knowledge 
sharing. Farm Hack is 
an open platform for 
community-based sharing 
and collaborative research.

Dr. Mary McBride
Mary McBride, leader of 
Pratt Institute’s initia-
tive in Leading Creative 
Enterprise and Chair and 
faculty graduate pro-
grams in Arts & Cultural 
Management and Design 
Management. Partner, 
Strategies for Planned 
Change, an international 
consulting group specializ-
ing in strategic leadership 
of creative industries; vis-
iting professor internation-
al universities including 
Esade, Spain; Koc Univer-
sity, Turkey; ISG, France; 
European University, 
Russia; former director, 
Management Decision Lab, 
Stern School of Business, 
New York University.

— DR. MARY MCBRIDE

EVERYTHING IS DESIGNED, BUT DESIGN 

LARGELY REMAINS INVISIBLE.
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Cynthia: Place people at the center of the design 
process by engaging and including the community. 
Strive to bridge divides and create alliances—listening, 
valuing, and incorporating local expertise—to establish 
more just and equitable design responses. Build equity 
into the design process. One way is to hire members of 
the community as part of the team.

In Olympia, Washington a group of self-governing 
homeless adults built a temporary encampment called 
Camp Quixote on a parking lot downtown. Before they 
could be removed by police, the city’s faith-based 
community gave them sanctuary, inviting them to camp 
on the grounds of churches, mosques and temples.

Together with camp residents, these supporters—local 
residents—raised funds, lobbied for land, and hired 
an architect to design and build permanent housing. 
They eventually built thirty single-occupancy cottages 
and shared community buildings and gardens named 
Quixote Village. The community-engaged approach 
challenged and changed local residents’ attitude toward 

people experiencing homelessness as they overcame a 
number of important challenges together. 

Mary: We also can’t forget that at the end of everything 
design shapes experience. It isn’t just about how 
people are going to use or interact with any given 
approach. I am sensitive to our arts and culture 
audience, who would enhance the conversation by 
inquiring not only about the so called user experience 
but also the cultural experience. How does a particular 
design permeate the larger community culturally, and 
how will it shape their attitudes, beliefs and values? 
How does it relate to you? Who you want to be or who 
you might become? We often focus on the utility value 
of our culture, and if something doesn’t have a use, we 
have no use for it. Design needs to go deeper than that 
and understand there is a level of responsibility around 
culture shaping as well.

Maren: Related to that, there also seems to be a 
heaviness in the responsibility we carry to address 
today’s challenges. Understandably, it is easy for 

BELT LINE ATLANTA 
Concept | Design: 

Ryan Gravel. Location: 
Atlanta, Georgia. Year: 

1999-present.

Near right: A rendering 
of the twenty-two-mile, 
multimodal corridor, a 

model for how landscape 
infrastructure can create 

positive, long-term 
environmental, economic, 

and social change. Far 
right and below: Rendering 
(and before construction) 

of the BeltLine north 
from Allene Avenue, 

adjacent to the old 
State Farmer’s Market. 
Photos, Perkins+Will © 

Perkins+Will.

The Belt Line Atlanta 
design concept by 

Georgia Tech student 
Ryan Gravel proposes 

reusing four abandoned 
freight railroad segments 
to create a 22-mile, light-

rail transportation loop 
connecting more than 

40 neighborhoods. The 
catalyst infrastructure is 
designed to shift Atlanta 

from a sprawling edge city 
to a denser center city, 
from a divided city to a 

connected equitable city. 
Renamed Atlanta Belt Line, 
it includes new greenways, 
parks, affordable housing, 
and future transit. A land 

trust collaborative formed 
to combat displacement 

caused by increased 
property values.

Belt Line Atlanta, concept design to create a transportation infrastructure shifting a divided city to a connected equitable city.
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people to get disheartened and disenchanted amidst 
broken systems. But where is the enchantment? 
As we move forward, do you see a role for artists 
and designers to help us “imagine” a new culture 
of possibility around what could be, rather than 
what is? How can the arts and design catalyze new  
ways of seeing that help us collectively dream and 
stretch ourselves into a preferred future rather than 
simply solving from the same mindsets that got us 
here today? 

Cynthia: Yes, that is one of the important roles 
designers, architects and artists play. Design – and to 
some extent art – brings ideas into form. It provides the 
necessary tools for people to advocate for their future.

Maren: I’m wondering if a cultural moment has 
arrived where we have an opportunity to re-frame that 
responsibility. In the 1960s and 1970s, we were building 
autonomous dwelling machines and flying astronauts 
to the moon. Can we re-invoke this unbridled sense of 
possibility about the future? Can artists and designers 

re-instill wonder and joy, curiosity and optimism to get 
us to a place that hasn’t been imagined yet? Can they 
shape visions of where we want the world to be by the 
22nd Century?

Mary: This is an important thought because we cannot 
get there without imagination. Right now, imagination 
isn’t cultivated. It is important to distinguish between 
innovation and imagination. Companies today are 
in some ways still in the extraction mindset even as 
we move out of the extraction economy. Now instead 
of natural resources we harvest human resources or  
so called talent capital to drive us into this new 
innovation economy. But we are not building the 
imaginative competency and the full human spirit to 
help us get there.

Cynthia: It’s interesting. Speaking with two design 
educators after I sat in on a critique with several of their 
industrial design students who had presented a range 
of socially responsible design solutions, they declared, 
“We have to support the dreamers.”

FRESH MOVES MOBILE 
MARKETS | Design: Growing 
Power, Hammersley 
Architecture, Architecture 
for Humanity Chicago, 
Engaging Philanthropy 
Inspiring Creatives (EPIC) 
and Latent Design and 
created by Tyrue Jones and 
Made for (as the client) 
Food Desert Action. 

Above: Shopping for fruits 
and vegetables in the one-
aisle produce store, interior 
of Fresh Moves 1.0.

Left: Murals by artist Tyrue 
Jones cover the exterior of 
Fresh Moves 2.0. | Inset: 
Fresh Moves 1.0 mobile 
market. 

With diabetes and diet-
related disease at an all-time 
high nationwide, Fresh 
Moves Mobile Markets, 
decommissioned transit 
buses converted into mobile 
farm stands, bring healthy, 
affordable, locally grown 
produce to underserved 
neighborhoods on Chicago’s 
South and West Side. Part 
of the city’s current effort 
to eliminate food deserts—
neighborhoods with limited 
access to healthy, fresh 
food—produce is sourced 
from local organic farmers, 
while health and wellness 
outreach is provided by 
community partners at the 
point of sale. 

Fresh Moves Mobile Markets, brings healthy, affordable, locally grown produce in an effort to eliminate city food deserts.Belt Line Atlanta, concept design to create a transportation infrastructure shifting a divided city to a connected equitable city.
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STRATEGIES 
IN ACTION

PLACE people at the 
center of the design 
process by engaging 
and including the 
community.

STRIVE to bridge 
divides and build 
alliances by 
listening, valuing 
and incorporating 
local expertise.

ENCOURAGE deeply 
democratic, equitable 
and regenerative 
design responses.

CATALYST  
INSIGHT

Poverty is hidden 
in America, and all 
around us. Every 
person living in the 
U.S. has agency and 
the ability to design 
positive changes in 
their neighborhoods.

EXPLORE 
Cooper Hewitt, Smithsonian 
Design Museum 
2 East 91st Street New York 
Citycooperhewitt.org 
View the entire exhibit online 
cooperhewitt.org/channel/
by-the-people/
Visit THE PROCESS LAB  
a dynamic new way to 
enjoy the museum and 
engage in the process of 
design firsthand. The LAB 
emphasizes how design is 
a way of thinking, planning, 
and problem solving, and 
provide a foundation for 
the rest of the design 
concepts throughout the 
museum.

WE ARE ONLY LIMITED BY OUR LACK OF

Quixote Village offers a community-engaged approach to ending homelessness.
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Maren: How has this incredible body 
of work informed or influenced where 
you will focus your efforts next? 

And if we may ask, what challenges 
do you see ahead?

QUIXOTE VILLAGE  
Design: Architect, MSGS 
Architects and collaborator, 
Panza, Thurston County 
Commissioners and Camp 
Quixote residents. Location: 
Olympia, Washington. 
Years: 2011–13. | Photos by 
T.W. Ransom/Panza. | Top: 
Quixote Village features 
thirty cottages and a 
communal building. | Right: 
Each resident at Quixote 
Village has a small green 
space for growing food and 
flowers. | Right:  
A resident relaxes on the 
her cottage porch.

Quixote Village offers 
a community-engaged 
approach to ending 
homelessness. A self-
governing tent city of 
homeless adults, Camp 
Quixote, moved 20 times, 
finding sanctuary on places 
of worship throughout 
Olympia, Washington.
Together with the local 
community and nonprofit 
Panza, camp residents 
raised funds and lobbied 
for land to build permanent 
supportive housing—and 
in the process changed a 
community’s perception 
about people experiencing 
homelessness.

HUMANITY, HUMILITY, AND CURIOSITY.
—CYNTHIA E. SMITH



W H A T  I S  T H E  A G E  O F  E X P E R I E N C E ?

WHAT IS 
THE AGE OF 
EXPERIENCE?
How do we design it to shape a 21st century 
experienced economy?

BY ELIZABETH ISELE

At age 90, Barbara Beskind 
began working at IDEO, Silicon 
Valley’s cutting-edge design 
fi rm. Recognized worldwide as 
an occupational therapy pioneer, 
she has a wealth of experience to 
share. The young share their tech 
expertise and TOGETHER THEY 
DESIGN products to improve the 
quality of life for older individuals.

Photo courtesy of IDEO
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Elizabeth Isele

Founder and CEO, GIEE 
(Global Institute for Expe-
rienced Entrepreneurship) 

Elizabeth, who launched 
her entrepreneurship 
career after 30 years as 
an award-winning book 
editor,has become the go-
to expert on senior and 
intergenerational entre-
preneurship for the White 
House, U.S. Congress, the 
U.S. State Department, 
the European Union (EU), 
and the Organization for 
Economic Cooperation 
and Development (OECD), 
as well as many other 
governments, universities 
and private sector  
corporations.

Elizabeth launched GIEE 
at age 70+ and has, for 
the past four years, been 
crisscrossing the globe 
from Australia to Chile 
to Dublin to Istanbul 
and most recently Japan, 
convening forums among 
cross-sector thought  
leaders to raise aware- 
ness and ignite inter-
generational experience, 
boosting employee  
engagement and new 
business start-ups.  
Her pioneering efforts to 
create an “Experienced 
Economy” by harnessing 
the human capital of  
older adults is catalyzing 
profound social and  
economic change.

“SENIOR ENTREPRENEURSHIP IS NOT AN OXYMORON: 

THE 21ST CENTURY IS THE AGE OF EXPERIENCE 

AND THAT EXPERIENCE IS DRIVING SOCIAL AND 

ECONOMIC CHANGE WORLDWIDE”

We are living in a new world. In Senior Entrepreneurship: The New 

Normal (Oxford University Press, “Public Policy & Aging Report.” 

November 2014), I note that the world has changed for seniors and they, 

in turn, are changing the world. Today’s 50+ year-olds who have been 

given the gift of an additional 20-30 years of longevity and good health 

are keen to add meaningful life to those years, to remain self-reliant, and 

to give back to their work and communities.

We 50+ year olds are all entrepreneurs designing our 
new lives through uncharted waters. It’s not as daunting 
as it sounds because programs, such as our Experience 
Incubator® are being designed to help people understand 
how they have been thinking and acting entrepreneurially 
all their lives: in their work; managing a home; raising 
a family; nurturing reciprocal relationships; and so  

much more and how to translate those skills to optimize  
their longevity.

This longevity is historically unique. There is no blueprint 
for. what to do with an additional 20-30 years. Seniors 
around the globe are designing their way into new 
lives, optimizing their life and work experience in non-

— ELIZABETH ISELE

Elizabeth seen on far right, speaking on a panel at a joint hearing on the growing trend of people over the age 
of 55 reinventing themselves and starting new companies.
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traditional career paths and creating businesses of their 
own—from micro- to multimillion-dollar ventures.

But it is not enough for individuals to redesign the 
old concept of retirement from a time of withdrawal 
to one of an exciting, re-engagement with life. As a 
society we have diminished the value of experience and 
perpetrated a brain drain – the scope of which is socially 
and economically devastating. To address this bias, 
for the past three years, I have been criss-crossing the 
globe, hosting dynamic convenings of world leaders in 
government, universities and the private sector to raise 
awareness of the power of experience and the urgent 
need to build an ecosystem of innovative collaborations 
and new pathways through technology and inclusion to 
equip individuals, corporations and governments with the 
skills and resources they need to support and sustain an 
“Experienced Economy.”

I SHARE INSIGHTS AND BEST PRACTICES FROM 
COUNTRY TO COUNTRY, SUCH AS:
FINLAND is the first country to declare experience is its 
number one natural resource!

A recent study in SPAIN revealed that for every €1  
the government invests to mitigate the “retirement 
 syndrome,” it will receive a stunning €129 in return.

In the US, the UK, IRELAND, and AUSTRALIA,  
50+ year olds are launching more startups than  
any other cohort, and the EU has determined 
senior enterprise is key to achieving its 2020  

economic strategic growth goals.

COMPANIES WORLDWIDE building multigenerational 
workforces are increasing productivity by a minimum of 
20% and often significantly more.

Even in JAPAN, where I’ve just completed a speaking 
tour sponsored by the US State Department, the Prime 
Minister has created a new initiative, “Agenomics,” 
(“Agenomics” is a term specifically coined by Japanese 
Prime Minister Abe Shinzo) to harness the knowledge 
and resources of the largest and fastest growing 
aging population in the world. I met with more than 
500 Japanese business, government and university 
leaders, and I was delightfully surprised at the number 
of university innovation centers, (public/private) 
business incubators, co-working spaces for startups 
and finance agencies to support older entrepreneurs 
in this traditional business economy where the 
mandatory retirement age is still 60.

“ THE BRAIN HAS NO MANDATORY 

RETIREMENT AGE. OF ALL THE ORGANS IN 

THE HUMAN BODY, THE BRAIN LIVES THE 

LONGEST...WHEN YOU HAVE DIFFERENT 

GENERATIONS WORKING TOGETHER THEY 

SUPPORT EACH OTHER AND IT’S NATURAL 

TO ACHIEVE FAVORABLE RESULTS.”
— TOSHINORI KATO, JAPANESE NEUROSCIENTIST

Right: The Oita Startup 
Center is run by Masahiro 
Sakuragi standing at 
the back with his arms 
raised because the two 
entrepreneurs on the left 
and right of Elizabeth 
are the oldest and two 
of the most successful 
entrepreneurs at the Center. 

The 90+ year old gentleman 
saw a need for a pharmacy 
in his neighborhood, and 
he launched one, and then 
several others. Today, he 
has sold those pharmacies 
to a conglomerate for a 
multimillion dollar deal. 

The 70+ year old woman 
saw a need for a more 
lightweight kimono to 
help sustain the cultural 
tradition for younger 
women. Today, she is 
designing and producing 
kimonos, as well as 
repurposing older, kimonos 
into other products.

The Global Institute 
 for Experienced 

Entrepreneurship 
  

GIEE empowers cross-
generational experience 
through entrepreneurial 

thinking and acting to drive 
successful innovation 

within corporations, 
governments, education, 

and research to boost 
social and economic 

prosperity worldwide.

GIEE
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CATALYST  
INSIGHT

The “Experienced 
Economy” movement 
has just begun, and 
we need more out-
of-the-box creative, 
inclusive leadership, 
as well as ‘leading 
as if life matters’ 
to strategically 
support and advance 
this unprecedented 
demographic 
opportunity.

EXPLORE 
GLEE:  
experieneurship.com
IDEO: www.ideo.com
Barbara Beskind: 
at age 92 designs 
product for an aging 
population, and she is 
not your typical Silicon 
Valley celebrity.

STRATEGIES  
IN ACTION

HONOR the value 
of experience in 
entrepreneurial 
and intrapreneurial 
endeavors.

FIND ways to pair 
older and younger 
generations on teams

CREATE collaboration 
environments that 
break down traditional 
age hierarchies

What was most intriguing, however, was that they 
had little understanding of an Intrapreneur. This was 
especially interesting given the urgent need for Japan, 
with the largest and fastest growing aging population, to 
re-engineer its workforce. This has become an economic 
imperative, because there simply are not enough young 
people coming, into the workforce to replace retiring 
employees. And squandering all that experience by 
forcing employees to retire at age 60, especially when they 
do not want to, is just plain foolish. Of course, I did not use 
that word. Instead, I quoted Toshinori Kato, a Japanese 
neuroscientist, who asserts, “The brain has no mandatory 
retirement age. Of all the organs in the human body, the 
brain lives the longest.” The best thing, Kato advises, is  
to team older employees up with younger individuals. 
“When you have different generations working together 
they support each other, and it’s natural to achieve 
favorable results.”

JUST A FEW OF THE ADVANTAGES OF  
EXPERIENCE INCLUDE:
CURIOSITY 
Albert Einstein said, “It’s a miracle curiosity survives formal 
education.” Contrary to the predictability of today’s tech-
driven algorithms, which provide comfort to the more risk 
adverse Gen Z’s and Millennials, the experienced thrive on 
discovering unexpected pathways to simplify the complex 
and make unlikely connections work.

RESILIENCE
Getting data is the easy part. The biggest challenge 
to identifying new ideas and creating new systems is 
analyzing, prioritizing and connecting all that information 
in new ways. It’s sad but altogether true that the young 
have little room to experiment today. In our society, youth 
even beginning in pre-school, feel compelled to exceed at 
all things so that they can attend the best schools and 
colleges. They avoid risk and experimentation because 
failure is not an option. Even more, when they graduate 
from college they are burdened with so much debt they 

still cannot afford risk. This is where experience is a huge 
asset. Older individuals are resilient. They have failed in 
countless ways over a lifetime and have overcome many 
obstacles. Their life experience of knowing what works 
and what doesn’t is a huge advantage over those who’ve 
spent little time testing new ideas.

PRAGMATISM 
Experienced individuals are tired of hearing about the 
same old problems, and they are eager to actually solve 
those problems and more with new ideas and action 
steps to create prosperity for people of all ages. Gen Z 
and Millennials are motivated to do something about the 
status quo, but they often don’t know how and cannot 
afford to experiment. This is where catalyzing experience 
across generations is key to activating and sustaining 
social and economic change.

MULTIDISCIPLINARY THINKING 
Experienced individuals understand the benefit of 
reaching out to others from multiple disciplines for their 
insights. I recently heard this brilliant nugget, “Instead 
of multi- tasking, we should be Multi-Asking” in a short 
movie called “The Adaptable Mind.”

EMPATHY
Be it selling an idea, product or service, empathy is key. 
Remember what Maya Angelou said about her stories, 
“I’ve learned that people will forget what you said, people 
will forget what you did, but people will never forget how 
you made them feel.” The ability to sense motives and 
feelings of others grows stronger throughout life and 
enhances the ability to communicate effectively face-to-
face as well as any form of social media.

Combining the life/work experience of older 
individuals with the tech, social media experience of 
the young produces a catalytic effect and a distinct 
competitive advantage in today’s data driven, hyper 
complex, Internet of Things’ world.

“ IT’S A MIRACLE CURIOSITY SURVIVES 

FORMAL EDUCATION.”
— ALBERT EINSTEIN

“ INSTEAD OF MULTI-TASKING, WE SHOULD BE 

MULTI-ASKING.”
— THE ADAPTABLE MIND
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June 2011, a public art group called Destructive Creation 

transformed one of the many monuments dedicated to the 

Russian army in the culturally rich capital of Bulgaria. ‘Keep 

up with the times’ was inscribed at the feet of the soldiers 

converted into comic characters (Santa Claus, the Joker etc.). 

This subversive public intervention shed an ironic look on changes 

affecting Bulgaria, like globalization and the pervasive presence 

of the neoliberal economy. Today, a quarter of a century after 

the fall of the Berlin Wall and the consequent end of the socialist 

era, the need to keep abreast with change and stay aware of 

how global developments affect local contexts remains a 

topical message.

Dr. Petya Koleva
Petya is an EU expert 
on culture and interna-
tional cooperation. She 
focuses on practices 
and policies that design 
the future of culture 
and creative industries, 
particularly arts and 
innovation. Through 
Intercultura Consult®, 
she encourages (inter)
national initiatives 
supporting the profes-
sional development of 
culture managers and 
arts professionals. She 
is a visiting professor 
at NATFA in Sofi a, 
Bulgaria.

Bulgaria was built by the 
Romans in the 4th Century. 

Its capital, Sofi a includes 
historical infl uences from 

Greek, Roman, Ottoman, 
and Soviet occupation. 

Map provided by 
OneStopMap.com.
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A CAPITAL AT A 
CROSSROADS

BY DR. PETYA KOLEVA AND ELISA CALOSI

Sofi a, Bulgaria activates cultural participation 
to become a leading creative European city

Soviet Army Monument, Sofi a 2011. Photo by Ulrike Schult
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In 2016, for the first time since democratic rule in 
Bulgaria, municipal authorities in the nation’s capital 
created a formal strategic plan to boost the potential 
of Sofia’s growing independent arts scene. In dialogue 
with stakeholders from the fields of Dance, Literature,  
Music, Theatre and Visual Arts, authorities proposed 
a long-term strategy under the brand name ‘Shared 
Vision’ to transform Sofia into a leading cultural  
and creative European city, where co-creation,  
public interaction and professional development in the  
arts thrive.

THE BIRTH OF SOFIA’S CULTURAL STRATEGY 
Representing the free initiative of organizations, artists, 
and formal and informal associations, a team of ten 
people carried out the work. Five arts discipline experts, 
a project manager, a project coordinator and a culture 
expert reached out to respective professional networks 
(through an online questionnaire, consultation groups 
and public meetings) and analyzed the current context 
of practice (talent, technology and sharing) in the 
five artistic practice fields (Dance, Literature, Music, 
Theatre and Visual Arts). They then discussed the core 
areas of intervention that would underpin the strategic 
vision for development.

The design of the project relied on 
open participation. To make this 
proposal work, the group developed 
the visual identity and core definition 
of the free arts scene using three 
short videos and over twenty media 
interviews to raise public awareness. 
International culture experts 
contributed at the public launch 
and closure meetings with special 
reports. The team used a full range of 
networking tools, including a public-
funded website relevant to the target 
stakeholders, social media pages 
and video channels. ‘Shared Vision’ 
motivated artists, organizations, 
funders and partners to contribute 
with their views, data and capacity.

The foundational effort reached 
10,000 people and engaged the qualified input of over 
300 persons and organizations. This led to a joint 
proposal for a strategy with a concrete plan of action that 
has been shared publicly and is now in a consultation 
dialogue with the Sofia Municipality Council. Four priority 
lines of action were established: Monitoring of strategic 
activities and analysis of their impact; Optimization of 
the municipal program support and creating stimuli for 
stakeholder participation; Strengthening the creative 
scene and audience involvement through long-term 
partnerships; Supporting the sustainable development of 
non-state cultural organizations.

SUPPORTING REGIONAL CULTURAL POLICY 
INITIATIVES 
This may be the most widely recognized cultural policy 
initiative in Bulgaria, but other Bulgarian cities such 
as Ruse (facing Romania across the Danube River) 
also consider culture as a gateway to ‘keeping up with 
the times.’ Bulgaria as an EU country and the town of 
Ruse are actively involved in the EU Strategy for the 
Danube Region. This regional strategy unites fourteen 
countries (including EU neighbors), with the common 
aims of better connecting the region, protecting the 
environment, building prosperity and strengthening 

Elisa Calosi 
Elisa is an expert in cul-
ture and communications. 
Her professional work 
focuses on linking cultural 
organizations in Germany, 
Bulgaria, Italy and other 
European countries with 
a large community of art-
ists. In addition to her role 
at Intercultura Consult®, 
she also works as a free-
lance cultural producer 
and arts mediator.

Above: Sofia, The National 
Theatre. A  Neoclassical 
building designed by the 

famous Viennese theatre 
architects Hermann Helmer 

and Ferdinand in 1906. 
Photo: Stella, Flickr.com



CATALYSTREVIEW.NET

institutional capacity and security. An example of how 
this strategy is applied is the Danube Conference on 
culture, an initiative of the State of Baden-Württemberg 
first launched in Ulm in 2013 and hosted by a different 
Danube city each year. The main goal of the conference 
is to provide exchange of experiences involving cultural 
work in the Danube region to highlight the success 
of implemented and promising projects, to discuss 
questions of cultural policy, and to revitalize the 
chances of the region for widening cultural diversity 
through multinational cooperation.

In 2016, the Danube Conference held in Ruse brought 
together many representatives of the cultural public 
as well as actors of the independent arts scene. The 
meetings, presentations and discussions highlighted 
a challenge common to most post-socialist countries 
around reconnecting to neighbors and other European 
countries. In Europe and elsewhere, there is a high 
demand for professional development in the field of 
cultural management, in particular to improve the 
skills for regional and international cooperation and 
collaboration. This is because of aspirations and 
desires to work together in order to establish closer 
connections with local cultural contexts.

FORWARD MOMENTUM WITH A CLEAR GOAL  
IN MIND. 
It takes time, but Bulgaria’s efforts by creative 
and cultural enterprises across their capital 
city demonstrate the drive to keep up with new 
developments in the cultural field. In 2017, Bulgaria will 
appear more prominently than before as an important 
EU outpost on the border with the Eastern Countries 
(Ukraine, Belarus, Moldova, Georgia, Armenia and 
Azerbaijan) and with the Western Balkans (Macedonia, 
Montenegro, Serbia, Albania, Bosnia and Herzegovina 
and Kosovo). It is a direct neighbor of the Republic 
of Turkey, which is marked by political and cultural 
unrest and acts as an unreliable EU partner on issues 
such as military support and refugee flows reaching 
Europe. There is a significant role of cultural influence 
needed in Sofia and in Bulgaria more generally, to 
help ensure the European and democratic values 
are accepted and practiced. With only a year before  
Bulgaria takes over the presidency of the Council of  
the EU in 2018, the need for change is both immediate  
and vital. A ‘Shared Vision’ that would unite the 
freedom of inclusive artistic initiative with a cultural 
strategy is an asset for a treasured European region at 
the crossroads.

A touch of summer mood 
in the sky above Sofia, 
Bulgaria. Photo by Georgi 
C. Images, Flickr.com

CATALYST  
INSIGHT

In Europe and 
elsewhere, there 
is a high demand 
for professional 
development in the 
field of cultural 
management, in 
particular to improve 
the skills for regional 
and international 
cooperation and 
collaboration.

STRATEGIES  
IN ACTION

MONITOR strategic 
cultural activities 
and analyze their 
impact

OPTIMIZE 
municipal program 
support and 
create stimuli 
for stakeholder 
participation.

STRENGTHEN 
the creative scene 
and audience 
participation 
through long-term 
partnerships.

SUPPORT the 
sustainable 
development of 
non-state cultural 
organizations.
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CATALYSTS IN  
THE CLASSROOM

Concalma, a Spanish phrase meaning to 
preserve tranquility, threads through Puerto 
Rican native Matilsha Marxuach’s entire 
business model. Her fair trade, locally 
sourced products are designed to be 
adaptable, reusable and responsible, and 
have gained international acclaim since she 
founded her company 10 years ago. Yet 
Matilsha’s success as a designer has as 
much to do with the quality of her products 
as with her own resourcefulness and the 
perseverance of her fellow Puerto Ricans.

Puerto Rico is an Island located in between 
the Caribbean Sea and the North Atlantic 
Ocean. For centuries, Puerto Rico was 
occupied by Spain, where its cultural 
heritage flourished along with a deep 
sense of living centered around the natural 
and agricultural riches of the island. This 
shifted in 1898, when the United States took 
possession during the Spanish-American 
War. (1) Puerto Rico quickly modernized 

Empowering Puerto Rico's 
Creative Economy and its People

BY NATASHA RIVERA PÉREZ (DM 2017) Course: International Environment of Business, First Year

Interview with the founder of Concalma, Matilsha Marxuach

their markets across borders and oceans 
over succeeding decades, Puerto Rican 
businesses were unable to infiltrate 
into the global marketplace and faced 
mounting economic hardships.

As these hardships worsened, Puerto 
Ricans also faced years of political turmoil 
and distrust under corrupt political parties 
that spiraled the nation into a $72 billion 
debt to the United States. (3) The debt 
spiked severely with the global economic 
crisis in 2007-2008. Yet unlike Detroit – a 
city that filed independently for bankruptcy 
protection – Puerto Rico’s status as a 
commonwealth of the United States 
requires the nation to obtain permission 
from the U.S. Congress to relieve it from 
its debt obligations. To date, the U.S. 
Congress has been uncooperative on the 
issue. The resulting pressure to pay back 
this debt rests on the shoulders of the 
Puerto Rican people.

its infrastructure over a period of ten 
years under the leadership of Governor 
Luis Muñoz Marin. Simultaneously, 
the United States implemented public 
health, public education, as well as public 
housing developments, leading to the 
enforcement of two game-changing 
laws: The Foraker Act in the early 1900s, 
followed by the Jones Act in 1917. (2) 
The Foraker Act stated the United States 
would maintain strict control over island 
affairs, giving the United States absolute 
control over product exports and imports. 
The Jones Act provided all Puerto Ricans 
with United States citizenship. In ceding 
control to the United States, both acts 
dismantled local ownership and a sense 
of pride in the powerful economic heritage 
developed under Spanish rule. At the 
time, Puerto Rico was valued all over 
the world for its agriculture products, 
such as coffee, tobacco and sugar. While 
industrialized nations moved to expand 

DESIGNING OPPORTUNITIES 

Concalma's fashionable bags produced from repurposed fabrics, and influenced by local cultures.
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How do creative and cultural economic 
principles, and a mindset of leading as if life 
matters help to pivot this downward spiral? 
How can we retool mindsets and create 
possibilities for businesses to prosper, 
reigniting optimism for those tasked with 
reducing the burden this debt has caused?

Concalma represents this ethos and 
exemplifies a new wave of Puerto Rican 
businesses working for a brighter tomorrow. 
They serve as a role model for other up-and-
coming entrepreneurial enterprises. Matilsha 
Marxuach built Concalma after graduating 
from Rhode Island School of Design in the 
United States. Matilsha was inspired by her 
studies to create a product that was good for 
the people, good for the planet and produced 
locally. She structured Concalma on an 
important collaboration between product-
people-planet. Her core line of products are 
fashionable bags produced from repurposed 
fabrics, and influenced by traditional local 
cultures and exhibit Matilsha’s passion for 
sustainability and functionality. “Concalma 
products serve as tools to facilitate our 
physical flow from one place to another 
treading lightly on our planet.” 

Matilsha Marxuach
is the founder/CEO of 
Concalma LLC and the 
Senior Designer. Con-
calma was established 
using the values of fair 
trade and the founding 
principles of sustain-
ability, Her inspira-
tion comes from local 
culture as well as from 
traditional lifestyles and 
knowledge. A graduate 
from Rhode Island 
School of Design,  
Matilsha's passion 
for sustainability and 
functionality began 
during her studies and 
lead to her founding 
the Concalma, which 
offers high quality 
design products. Among 
her Recognitions: 2014 
winner – “Microentre-
preneur of the Year” by 
Citi Foundation and the 
Puerto Rico Commu-
nity Foundation 2009 
finalist – Guayacán, Inc. 
– EnterPRize Business 
Plan Competition

Natasha Rivera 
Pérez  
is a native of Puerto 
Rico living in the US. 
She is a professional 
furniture designer at 
Restoration Hardware. 
(DM 2017, page 59)

From the top: Capital building, San Juan, photo, Mike Bash, Flickr.com; 
middle, Cooperativa Industrial Creación de la Montaña, an industrial sewing 
factory and women’s cooperative in the mountainous regions of Utuado, 
Puerto Rico; bottom hillside view, photo, Trish Hartmann, Flickr.com.

Concalma's fashionable bags produced from repurposed fabrics, and influenced by local cultures.

RESOURCES 
(1-2)  Puerto Rico Debt Crisis: How Did We Get Here? BBC 

News
(3)   How Puerto Rico Debt Is Grappling With a Debt Crisis  

 New York Times
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A Case for Designing Accessibility 
into NYC Mass Transit

INFRASTRUCTURE OF INCLUSION

How do we design a public transportation system that 
allows passengers to forget about their disabilities when 
moving from one place to another?

BY JOHANNA RIESS, (DM 2017), Course: Managing Innovation and Change, First Year

Many city planners around the world 
today prioritize agendas that make public 
transportation networks and barrier-free 
pedestrian environments accessible to 
all citizens. As an example, the United 
Kingdom’s Disability Discrimination 
Act (DDA) of 1995 assured a right 
for disabled people “to access goods, 
facilities, services and premises“ (1)

Here in the U.S., a similar law exists 
for some 54 million people who deal 
with hardship due to a disability. 
Comprehensive in scope, the Americans 
with Disabilities Act (ADA) addresses 
barriers of access at federal, state and 
local levels in areas such as employment 
programs and services, public buildings, 
telecommunications, businesses and 
transportation.(2) However, metropolitan 
areas worldwide still struggle with 
significant issues around accessibility, 
especially for disabled user groups. New 
York City offers one such example.

In 2014, its Mass Transit System only 
equipped 82 out of 468 subway stations 
with full accessibility for handicapped 
people. Meanwhile, New York City  

unfortunately address only structural 
changes. However, by looking at the path 
of handicapped users, it is evident that 
the challenge to make public transport 
inclusive goes well beyond structural 
changes. Decision-makers must use a 
more inclusive design strategy, one where 
products, services and environments 
include the needs of the widest number of 
consumers, to rethink the way anyone with 
limitations is able to navigate in New York's 
urban landscape.(6)

It is worth nothing that designing for 
accessibility and designing for inclusion 
require slightly different approaches. 
For example, the New York Daily News 
reported a case in 2020 where the  
MTA installed MetroCard readers at

houses 889,219 residents with disabilities, 
which accounts for 11 percent of the city’s 
total population.(3) According to data 
stated in The NY Times, from the NYC 
Metropolitan Transit Authority (MTA), 
more than 75 percent of the city’s 472 
subway stations do not have viable access 
for people who are disabled or unable to 
use stairs. Furthermore, among these 
estimated 112 stations that do provide 
riders with disabilities access, the rider 
is often then confronted with navigating 
between tracks, compounded by frequent 
elevator outages for unpredictable 
periods of times. This data illustrates 
that handicapped people are not able to 
participate as regular passengers in  
New York City’s public transportation 
system.(4)

Many city planners often solve problems 
of accessibility by retrofitting existing 
transportation vehicles and subway 
stations with ramps and elevators. The 
City of New York, for instance agreed 
to settle a lawsuit with a coalition of 
disabilities rights organizations, making 
half of the city's taxis, or 7,500 vehicles 
wheelchair accessible.(5) These lawsuits 
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RESOURCES

(1)  Department of 
Transport, 2005

(2)  The Center for an 
Accessible Society

(3)  Center for Independence 
of the of the Disabled 
New York, 2011 

(4)  The New York Times April 
2017

(5)  New York City Public 
Information Office, 2014

(6)  Hua Dong, International 
Conference on 
Engineering Design, 
2003

(7)  Pete Donohue,  
New York Daily News, 
2014

Johanna Riess 
Johanna is a design 
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Graphic Design from the 
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www.johannariess.com

Illustration: Johanna Riess

one of its subway stations, which were 
designed to open a wide gate for people 
in wheelchairs at a low level. Yet the 
station lacked an elevator. Therefore 
handicapped people had no way to 
access the station or the platform.(7) 
This case illustrates the necessity for a 
more holistic assessment of the entire 
journey of a disabled person starting 
from drop-off areas at street level to 
subway station entry, ticket purchases, 
platform mobility, train ridership and 
station exit. This approach will help 
design a public infrastructure that enables 
handicapped users to share the same 
facilities and ways as non-handicapped 
users, contrasting to current development 
practices of building an alternative or 
parallel service system.

The ultimate objective of inclusive 
design is to create accessible 
environments in public transport that 
would benefit anyone needing assistance 
when using the transit system, including 
people traveling with small children, 
carrying heavy items and the elderly. 
Public transportation systems that are 
designed for inclusion erase patterns of 
physical constraints which alienate any 
community or person. Well designed 
systems create possibilities for all 
members of a society to fully participate 
in the community. An efficient, 
accessible public infrastructure has the 
power to become a core part of the city’s 
brand and culture, attracting not only 
locals but also tourists, businesses and 
future investments.
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Pakistani’s Laal Inspires Social Change 
Through Poetry and Music
BY FATIMA IMRAN (ACM 2017), Course: Cultural Pluralism, First Year

" We are the lover, they the 
impatiently disdaining Dear 
God! What kind of business 
is this, anyway? And then 
some more: It has been 
centuries since my friend 
was my guest, When with 
language alone, we have lit 
candles through the night."

— GHALIB

Fatima Imran
Born in Lahore, Fatima 
studied Liberal Arts as 
an undergraduate and 
is a recent graduate  
of Pratt Institute's  
Arts and Cultural 
Management Program.

UNIFYING A SOCIAL DIVIDE

A challenge for Pakistan today is to develop a 
consensus on how to constructively engage and 
critique issues sensitive to the Pakistani community 
and the wider Pakistani diaspora settled overseas.

Past efforts at unifying the people of Pakistan 
under a rubric of political Islam include the state-
led Islamization of 1980. However, it failed to 
subdue a faction that went on to develop a separate 
rhetoric against the politics of heavy-handed 
state-intervention. This came about in the form of 
resistance poetry written by leftist poets such as Faiz 
Ahmed Faiz and Habib Jalib, both of whom penned 
prolific poetry that became the inspiration behind 
the revolutionary tunes of Pakistani rock band Laal 
(“Laal” translates to red in Urdu).

In Pakistan, Laal incorporates the poetry from the mid 
1930s into their music to initiate social change. The 
band popularizes progressive poetry written seventy 
years ago to reflect on what is unfolding within the 
current political landscape of Pakistan. Recently, their 
music has garnered extensive praise and attention in 
Pakistan and elsewhere. Their shows have attracted a 
diverse crowd in Pakistan and also received attention 
from the U.S. political media.

How does Laal introduce social change through 
music? How does it use music to unify a society, 
divided along the lines of ethnicity, class, sectarian 
religion, politics and history?

By stylistically mixing twentieth century leftist  
poetry with contemporary sounds, Laal aims to raise 
the social consciousness of the Pakistani people 
against harsh, dictatorial policies that have marked 
the country since its inception in 1947.  

Taimur Rahman, Laal’s lead 
guitarist, who is also an academic 
and socialist political activist, 
believes social media is pivotal 
to communicating the band’s 
message effectively to the people. 
However, their social media strategy on  
Facebook has been subjected to past scrutiny at 
the request of the Pakistan Telecommunication 
Authority (PTA).

For many emerging young arts and cultural 
professionals, much of the solution to the 
Pakistani sectarian politics lies within the 
domain of art. Whether that be in challenging 
the exclusion of women from public spaces or 
in envisioning a socialist society, art’s ability to 
transcend is far more powerful than competing 
factions on class, ethnicity, gender and religion.

Last month, Laal made their UK debut at the 
Alchemy festival. At the event, the Pakistani rock 
band collaborated with the Asian Dub Foundation 
for a rework of the 1988 anti-apartheid political 
song Gimme Hope Jo’anna. In their political 
reimaging of the song, the duo was paying a 
tribute to Malala Yousafzai who survived a 
Taliban attack aimed at female subjugation 
through violent and systematic oppression.

Laal recalls past struggles to reimagine a socialist 
society that frees the oppressed. They occupy  
the forefront in advocating for human rights  
and ending sectarian violence and political 
corruption in Pakistan. Their message of peace, 
inclusion and self-efficacy is captured in a corpus 
of leftist poetry.

Laal’s Taimur Rahman
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Social connection and inclusion are vital 
to emotional wellbeing, as well as being 
inversely related to physical ailments. 
This is particularly true for elderly adults, 
a population vulnerable to social isolation 
and loneliness due to loss of friends, family, 
income, and mobility. In 2015, our Design 
Management team sought to design a 
service that would bring that necessary 
inclusion to elderly New York City residents.

Therapups was the outcome of our final 
project for our second-year Design Futures: 
Theory and Practice course, in which we 
were tasked with creating a product or 
service that would benefit an underserved 
population in New York City. Our instructors 
asked us to tackle a real-life problem of 
the 21st century and shape it into an 
opportunity that would create economic 
value and contribute to culture, equity, and 
environmental wellbeing.

Working in teams of four or five students, 
we approached our assignment using the 
curriculum’s 4D strategic design framework 
that follows a four-step process: Discover, 
Define, Design, and Deliver. Our syllabus 
specified that we “Discover” something 
complex, responding to emerging changes 
to global and local economies, ecologies, 
cultures, and/or communities; then “Define” 
pivot points that can enable NYC to lead 
a cultural and economic transition to a 
world with a positive future and wellbeing; 
“Design” strategic, creative, generative 
approaches to enable NYC not only to 

Therapups Dog Walking With a Purpose

is a dog-walking service in New York City 

with an integrated pet therapy program that serves 

the elderly New Yorkers. In addition to providing 

regular walks to pets, THERAPUPS' certified staff 

will bring each dog on a weekly pet therapy visit 

with an elderly resident of the neighborhood

DESIGNING FOR SOCIAL INCLUSION  

BY KARA SCHLINDWEIN,  
Course: Design Futures, Second Year
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speak to transition, but also to design 
that transition into the lives of those 
being enhanced; and, finally, “Deliver” an 
innovative and sound solution that takes 
into account a pragmatic implementation 
strategy, including critical factors such 
as availability of talent, mechanisms for 
financing, the physical footprint of the 
city, and the adaptation of the solution 
so that it can thrive, influence, excite, and 
incentivize other urban settings to follow.

Our team began this process by 
discussing several options for our 
audience and agreeing to create a service 
that would solve a problem faced by 
elderly people. In the first phase of our 4D 
design process we discovered that New 
York City is home to nearly one million 
residents over the age of 65 who face a 
multitude of challenges, including declines 
in physical health, social isolation, 
financial stress, and lack of access to 
services due to mobility issues. When we 
learned that 27 percent of elderly New 
Yorkers live in walk up apartments above 
the first floor, limiting their ability to leave 
their apartments, we decided to bring a 
service to them in their homes.

We looked into several possibilities for 
addressing the social isolation felt by 
elderly people with mobility restrictions 
and researched methods used in nursing 
homes and assisted living facilities 
to approach the same problem. We 
discovered that pet therapy, in addition 
to human interaction, was an effective 
way to address the issue. Studies show 
that interaction with therapy animals can 
alleviate depression, lower blood pressure, 
improve cardiovascular health, and reduce 
the need for medication in older adults.

As we further defined the problem and 
our solution, we realized that we needed 
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to build a sustainable source of funding into our 
framework. We decided to connect our service 
to a for-profit business, enhancing our business 
model by incorporating a secondary audience. 
Dog owners seemed like a natural fit for this 
engagement, and our next challenge was to 
design the program around a service that would 
appeal to them, as well as bringing pet therapy to 
our elderly audience.

Our resulting proposal was Therapups, a dog-
walking service with an integrated pet therapy 
program that serves elderly New Yorkers with 
mobility issues. Therapups would provide daily 
walks to pets in addition to bringing each dog 
on a weekly pet therapy visit with an elderly 
resident of the neighborhood. Free, in-home visits 
would bring the benefits of pet therapy to elderly 
members of the community while providing pets 
with additional attention and human interaction.

The Therapups proposal includes a partnership 
with the Good Dog Foundation, a New York City-
based nonprofit organization that would train our 
dog walkers as pet therapy handlers and certify all 
client dogs as therapy pets. A second partnership 
with the New York City Department for the Aging 
would be used to promote our free pet therapy 
visits to elderly residents. Therapups dog-walking 
services would be offered at competitive rates 
and marketed toward Millennial pet owners who 
want to give back to their community and often 
lack the time to volunteer. In this way the service 
proposes to create a viable for-profit business that 
uses sustainable nonprofit partnerships to provide 

a service that improves quality of life for the 
elderly in New York City.

Although we have not enacted our proposal, 
the Therapups business plan won a 2016 
Core77 Design Award, receiving a Student 
Notable honor in the Service Design 
category. It was selected out of hundreds of 
finalists for its outstanding execution, insight, 
creativity, and intent.

The project has taught us some valuable 
lessons in designing for underserved 
populations, including the impact of deep 
research into the real needs and experiences 
of our intended audience, the value of 
partnerships, and the possibility of reaching a 
solution through the inclusion of a secondary 
audience. We hope that the project serves  
as an inspirational example of design for 
social inclusion.

Kara  
Schlindwein  
is a design strategist 
and creative director 
based in Brooklyn, 
NY. She is a 2015 
graduate of Design 
Management program 
at Pratt Institute and 
strives daily to incor-
porate the program’s 
principles into her 
design practice.



Designing and Managing Cultural Enterprise
PRATT'S ARTS AND CULTURAL MANAGEMENT (ACM) was created for those who want to design cultural 

experiences that enrich engage and enliven. It offers an alternative to the traditional MBA for those interested in leading and 

managing creative enterprise. It is located in the School of Art and the DM Department ranked among the top programs by 

BusinessWeek. ACM provides those interested in the arts, culture, communications and media with skills in team building, 

strategy, marketing,operations and finance. ACM is a two-year, accredited, executive-style Master’s of Professional Studies that 

encourages participants to consider their role in society and their respective communities. The program prepares participants 

to lead and manage in a changing cultural landscape that includes new challenges, new media, and new forms of cultural 

expression. Since 1995, we have been graduating creative strategists able to lead and manage creative enterprise worldwide.
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Hillary Clark
Vermont, USA

Sociology
Fb | LinkedIn 
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Jing Cui (Cynthia)
Hohhot, China

Animation 

Natalie Reneé 
Fasano

New Haven, CT USA
English 

Fb | LinkedIn 

Undisclosed
USA

CAMERA
SHY

Tess Hwang
Chicago, IL, USA
Arts Education

LinkedIn

Fatima Imran
Lahore, Pakistan
Social Sciences

Fb

Anna Kanode
Greensboro, NC, USA

Spanish Language  
and Literiture

LinkedIn

Taylor King
New York, USA

Art History, Design 
Marketing

Fb | LinkedIn

Yao Kou
Xian, China

Arts, Communication
LinkedIn

Lu Liu
China

English
Fb | LinkedIn

August Ou
Taipei, Taiwan

Business Administration
insiangallery.com | 

LinkedIn

Ashley Palucci
New York, USA

Media, Culture and 
Commmunications

LinkedIn | Fb | 
ashleypalucci.com

Parker Peterson
Reno, NV, USA

Art and Photography
Fb | LinkedIn

Wendy Taliaferro 
Austin, Texas, USA
Radio, TV and Film 

LinkedIn

Susana Toro
Bogota, Colombia

Language and 
Communications

Fb | LinkedIn

Pirco Wolfframm
Lübeck, Germany

Visual Communication
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PRATT'S DESIGN MANAGEMENT (DM) is ranked among the top programs of its kind by BusinessWeek.  
Our two-year executive-style Master’s degree develops skills in leadership, team building, strategy, finance and operations. The program 
provides an integrated focus on the role of design in the creation and management of strategic and sustainable advantage. It 
bridges the disciplines of design and business management, and the program encourages participants to develop as leaders able to 
shape strategies that create economic value while also advancing social equity and ecological wellbeing. Since 1995, we have been 

graduating creative strategists able to lead and manage creative enterprise worldwide. 

Designing and Managing Cultural Enterprise Where Design and Business Align 
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Abdulaziz Nasser 
Almobarak

Kingdom of Saudi Arabia 
Architecture, Bldg. Sciences

LinkedIn

Ellia Ali
Kingdom of Saudi Arabia 

Mechanical/Manufacturing Eng.
Eng. Mgmt., and Design Mgmt.

Fernanda Alvarz
Mexico City, Mexico 

Industrial Design
LinkedIn

Vania Arevalo
Bolivia 

Business Administration  
and Accounting

LinkedIn | vaniaarevalo.com

Åsa Maria Camnert
Denmark, Sweden

Textile Design
LinkedIn | camnert.com

Ana Cecilia Celaya
Sonora, Mexico
Graphic Design

LinkedIn | arto-studio.com

Aria Yu Chiu  
Taiwan  

Fashion Design
LinkedIn | ariachiu.com

Neiland B. 
Fitzgerald

USA
Art History

Victoria Hayes
Toronto, Canada
Fashion Design

victoriahayesnyc.com

Maria Camila Pava
Bogota, Colombia  
Industrial Design 

Fb | LinkedIn

Vijaykumar 
Vivekanandan Pillai

Chennai, India
Architecture

Elsa Ponce
Hidalgo, Mexico

Architecture
LinkedIn

Apinya (Mei) 
Rattananubal

Thailand
Communication Design

LinkedIn

Robert Sayegh Jr.
New York, USA
Toy Design and 

Illustration 
LinkedIn | robsayart.com

Rudolf Strelis 
Riga, Latvia 

Industrial Design
LinkedIn | variantstudio.com

Patarin Thongkhao 
Thailand 

Visual Communication Design
LinkedIn | patarint.com

Ariane Williams  
Charles City, VA, USA

 Fashion Merchandising 
LinkedIn

Johanna Ohanna Riess
Ybbsitz, Austria

Graphic Design, Design-
driven Entrepreneurship

LinkedIn | johannariess.com

Aigerim (Aika) 
Mukhambetova

Kazakhstan
Fashion, Interior Design

aigerim.net

Natasha Rivera Pérez
San Juan, Puerto Rico 

Industrial Design, Interior/
Furniture Design

LinkedIn

MEET OUR DM GRADUATES | Country of Origin | Undergrad Discipline | Connect
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CAPSTONE
"Leading as if Life Matters" 

The ACM and DM Integrative Capstone 
project provides participants with the 
opportunity to integrate and apply coursework 
to a practical, real-world challenge using 
the knowledge and skills they have acquired 
in the program, utilizing triple bottom line 
by design + culture methodology. Working 
in teams they look to solve problems and 
identify opportunities within organizations, 
communities and throughout society to help 
“shape positive futures.”

Active Learning and Play for  
Underserved Children in America 

VICTORIA HAYES, ELSA PONCE, JOHANNA RIESS,  
ROB SAYEGH JR. and RUDOLPH STRELIS 

Summery: Today, children in low socioeconomic neighborhoods 
in the United States do not participate in 60 minutes of physical 
activity per day as recommended by the U.S. Department of 
Health. Lack of access to safe places to play, and cultural norms 
are significant barriers. Instead, this foster a sedentary lifestyle 
and contributes to the endemic prevalence of chronic diseases 
such as obesity.

The Active Learning Projection Systems (ALPS) capstone 
investigated ways to dramatically altered a mundane school 
hallway and design it into an exciting location for engaging 
physical activity. 

Design Solution: In collaboration with the after school program 
WHEDco, ALPS designed and tested, an interactive, non-invasive 
projection technology to transform traditional hallways into an 
immersive learning experience complementing classroom studies. 

ALPS serves students ages 5-11 (grades K-5) at public elementary 
schools. ALPS is a viable curriculum-based active learning 
tool that increases children’s daily physical activity level while 
supporting the acquisition of factual knowledge.

OUTSTANDING DM 2017

HIGHLIGHTS 2017

ACM

Global Refugee Resettlement Responsibility
Topic: Promoting Refugee Economic Self-Sufficiency through 
Community Capacity Building.

Design: Assessment and Empowerment Toolkit.

Team: Hillary Clark, Natalie Fasano, Yao Kou, Parker Peterson and 
Ashley Palucci

Topic: Social entrepreneurs 
and indigenous communities 
working collaboratively to 
benefit the planet, people, and 
culture while generating profits.

Design: Communities, Small 
Business and Entrepreneurs Roadmap.

Team:  Vania Arevalo Garnica, María Fernanda Álvarez León, Maria 
Camila Pava, Yu Chiu and Apinya Rattananuba

Utilizing Strategic Design to Create Immersive Environments 
Conducive to Active Play

A journey to build sustainable 
tourism that strengthen bonds 
with indigenous community

Preliminary  
Project Assessment

Participatory  
Community  
EvaluationDefine Collaboration

Formal Partnership

Action Plan &
ProcedureMonitor & Evaluate

1

23

4

56

DM

A Roadmap for 
Sustainable Tourism 
Development With 
Indigenous Communities
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Originating from the mountain plateaus 
of Tibet, Thangka art reflects the local 
culture by visualizing the universal 
principles of life, represented in 
Buddhist deities, Bodhisattva, and other 
spiritual beings. Relatively unknown 
outside Tibet, the ACM alumni saw 
an opportunity to create a simple, 
relevant and resonant way of presenting 
Thangka’s core values to an expanded 
audience in China and the West.

The exhibition is organized around 
Xuanzang’s journey to the west, a 
very well-known story in China. Each 
artwork selected for the show relates 
to an element of the story, and visitors 

Pratt ACM Capstone Thesis Premieres as Exhibition  
at the National Museum of China 

Active Learning and Play for  
Underserved Children in America 

BY YING WENG (ACM 2016) 

Less than a year after graduation, Ying Weng  

and her teammates Jiaxinyu Xie, Yun Chen, and  

Siwen Wang (ACM 2016) were invited to develop their 

capstone thesis into a first of its kind exhibition at the 

National Museum of China. This August, they will unveil a 

curated show and programming on the beautiful ancient 

Thangka art form in the museum galleries.

can learn about how 
Xuanzang's journey 
brought the Buddhist text 
back to China through 
Thangka art.

Thangka’s journey does not end in the 
museum’s galleries. The ACM team 
strategically designed a promotion model, 
ticket sales processes and education 
programs to bring the Thangka culture 
out of the museum and into people’s 
daily lives, as well as generate profits to 
support the artists and other programs 
for future generations. The exhibition will 
travel further to Xi'an and Dunhuang later 
this year.

Ying Weng
Founder of Rui  
consultancy, Ying  
is a cross culture 
project manager.

Jiaxinyu Xie
Founder of  
Guwangjinlai culture 
Jiaxinyu is an expert, 
collectorand curtor 
on Thangka art.

Portrait of Sakamuni in bhavana, 
painted by thangka master 
Denggengdaji, 2008.
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“I BELIEVE THAT ART CAN CREATE THE POWER AND ENERGY OF HAPPINESS.” –HUNG YI

PANDA REUNION  
TUAN TUAN & YUAN YUAN

AUSPICIOUS 
TRIPLE SHEEP

BUFFALO AND EAGLE

CATALYSTS IN  
THE COMMUNITY
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Fancy Animal Carnival 
Delights the Streets of New York 
and Washington, DC
BY AUGUST OU, (ACM 2017)

As Director of InSian Gallery, 

(insiangallery.com) in the U.S., Ou 

dedicates himself to making arts 

and culture more accessible and 

welcoming to the public. He believes 

artistic values can shape the world 

into a better place. Art is a universal 

language for humanity and is perhaps 

the best means of communication 

even beyond language. Originating 

from Taiwan, Ou wishes to share with 

audiences the arts and culture of his 

hometown and help native artists 

While attending the ACM program and working full time August 

Ou (ACM 2017) found a partnership with Emmaneul Fremin 

Gallery in New York City, and debuted a public art exhibition 

together with the Garment District Alliance on Broadway.  

Fancy Animal Carnival featured Taiwanese artist, Hung Yi’s large-

scale painted animal sculptures with colorful, traditionally lucky 

Taiwanese symbols and Chinese folklore motifs on the streets 

of the Garment District. The incredible details and whimsical 

characters delighted passersby of all ages and captured a swell 

of press and social media attention for Hung Yi.

like Hung Yi gain renown around the 

world. Enamored by the show and its 

success in New York, CityCenterDC 

invited Hung Yi’s animals to continue 

their journey to Washington, DC. 

Under Ou’s direction, the Fancy Animal 

Carnival is now on display in the 

nation’s capital through October 2017, 

where the animals will offer a joyful, 

lighthearted counterbalance to the 

current political climate. “I believe that 

art can create the power and energy of 

happiness,” says Hung.

Born in Taichung, Taiwan today, Hung Yi (above) is known  
as a top contemporary artists in Asia, and is quickly gaining 
recognition worldwide. With a high school degree focused on 
art and design he set it aside to open and run nine restaurants. 
At age 30 he left that all behind to renew his deep love of art 
and culture. In 2015, together with the InSian Gallery, and 
admirers Yi has been receiving growing support, repeated solo 
and large-scale outdoor exhibitions, internationally.

Dragon Fortune, a generous donation from Taipei’s InSian 
Gallery to the Asian Art Museum, San Francisco, CA. 

From left: Jerry Scupp, VP, Garment District Alliance;  
Hung Yi; Victor Ou and August Ou, InSian Gallery

August Ou
August is a recent  
graduate of Pratt's ACM 
2017 program and a 
native of Taipei, Taiwan. 
He is passionate about 
designing experiences 
that connect culture  
commerce and  
community.
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In 2015, Net Impact and Pratt Institute’s Design Management 

and Arts and Cultural Management Programs partnered to 

launch an ongoing “Design Impact” initiative to showcase  

the power of design to create a better world.

In a competitive selection of top design 

schools across the nation, Kendall Veenema, 

Chuck Ruud, Layla Ruud and Larissa Yoshiura 

(DM and ACM 2016) were invited to represent 

Pratt at Net Impact’s National Conference 

of nearly 2,400 multi-disciplinary students, 

professional leaders and NI global chapters. 

“ Designing Impact”  
A Public Programming Partnership Between  
Pratt Institute and Net Impact 
BY CATALYST EDITORS; and AIGERIM MUKHAMBETOVA (DM 2017)

Event participants, 
supporters and guests 
enjoying the spotlight.

From their experiences at the conference, 

the NI Pratt Chapter team hosted workshops 

and developed the Pratt NI Chapter model for 

incoming ACM and DM classes to build on. 

This year, President Aigerim Mukhambetova 

carried the torch by spearheading an 

ambitious series of events and exhibitions 

with the unwavering support of this year´s 

Net Impact Leadership Team: Fernanda 

Alvarez Leon and Ana Celaya (DM 2017). 

Each event was designed to encourage and 

educate participants on the use of strategic 

design principles to tackle tough economic, 

social, and environmental challenges. 

Examples share how creatives can bridge the 

gap between business and design, grow a 

culture of collaboration and community, and 

ignite others to lead as if life matters.

PROGRAMMING AND PARTNERSHIP  

HIGHLIGHTS PAGES 65-67.

Clockwise: Aigerim Mukhambetova, Fernanda Alvarez Leon and 
Ana Celaya

EXTRACURRICULAR
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   APRIL- MAY, 2016

“Masks of Courage: Defining True Identity” PANEL DISCUSSION AND EXHIBITION

From left to right: Natalia 
Ponce de León, Monica 
Singh, Richa Agarwal, 
Maria Camila Pava

Above: Some of the many provocative images 
on display and auctioned from the event.

“Masks of Courage: Defining True Identity” 
was both a panel and exhibition paying 
tribute to the brave work of Natalia Ponce de 
León and her Foundation (named after her) 
to promote and protect the human rights of 
chemical (acid) attack victims globally.

Designed by Maria Camila Pava  
(cousin to Natalia), together with Rudolph 
Strelis and Ariane Williams (2016 Gallery 
House fellows and DM 2017) and in 
partnership with the Pratt Graduate  
Net Impact team, Gallery House, and 
Catalyst, the series left audiences with 
profound insights on identity and meanings 
of inclusion.

The panel's presentations offered a powerful 
introspective exploration on identity through 
the eyes of two victims of violence and acid 
attack. Natalia and Monica Singh (founder 
of The Mahendra Singh Foundation) who 

met for the first time on the panel and 
shared their scars, perseverance and 
drive to help other victims begin their 
own healing journeys. The evening also 
featured: ACM-DM program faculty 
Richa Agarwal as moderator; ACM-DM 
program chair, Dr. Mary McBride; and 
the Oscar winning HBO documentary, 
Saving Face by Sharmeen Obaid-Chinoy 
and Daniel Junge.

The exhibition took place at Gallery 
House in Brooklyn, New York. The art 
and photography featured challenged 
viewers on the collection of attributes 
used to define how we see ourselves, and 
how others perceive us. Our face, body, 
language, relationships, what we wear, 
like and own, paints an image of who we 
are. But what happens when those things 
are stripped away? Who are we then? 
The pieces featured by locally selected 
artists were auctioned and sold after 
the exhibition in support of the Natalia 
Ponce de León Foundation.
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   NOVEMBER 2016

“Designing Creative Economies” PANEL DISCUSSION

In an evening with CEOs, non-profit founders and creative enterprise leaders,  
“Designing Creative Economies” catalyzed a lively conversation on the power of 
disruptive design strategies to help businesses deliver social impact and thrive. 

architecture, interior design, planning and product design, the 
studio is known for solving design problems with innovative 
and value-adding solutions.

MARGARET WATSON, Founder and President  

GREENSCHOOLS ALLIANCE Sustainability 
Practices and Education. The GreenSchools Alliance redefines 
how schools approach sustainability education and action, by 
creating and offering tools and programs to make it easier for 
schools to do more. A network created by schools for schools, 
the Alliance provides integrated support to students, school 
professionals, schools, and districts to foster sustainability work.

SHANA DRESSLER, Executive Director  

30 WEEKS Education and Learning Systems.  
30 Weeks is an incubator that helps transform designers into 
founders, entrepreneurs, and the kind of leaders that invent 
the future. The learn-by-launching structure give designers 
a chance to build their products in an environment that is as 
close to the real thing. Partnered with some of the smartest 
minds in design, tech, business and venture capital.

CATHERINE LIEBER SIMONY, Co-Founder and  

Co-President GLOBAL GOOD PARTNERS  
Social Entrepreneurship. Global Goods Partners is a  
nonprofit social enterprise dedicated to alleviating poverty and 
promoting social justice in the Global South. The organization 
creates effective income-generation opportunities for women 
and their communities through access to the consumer  
market for handmade, fair trade products.

• SUSTAINABLE AND 
ETHICAL FASHION

• SUSTAINABILITY 
PRACTICES AND 
EDUCATION

• EDUCATION AND 
LEARNING SYSTEMS 

• SOCIAL 
ENTREPRENEURSHIP

• SUSTAINABLE  
COMMUNITY  
DEVELOPMENT

• ART AND 
CULTURE

DISTINGUISHED GUESTS: 

MODERATOR: RICHA AGARWAL, Founder and 

CEO, Gobal Shokunin. GOBAL SHOKUNIN 
is committed to promoting entrepreneurship and 
empowerment within artisan communities by connecting 
them to global consumers, and fostering appreciation of 
cultural diversity and sustainable consumption. 

PANELIST:  
NATALIE GRILLON, Founder and CEO 

PROJECT JUST Sustainable and Ethical Fashion. 
Project Just's mission is to transform the fashion industry 
into a transparent, accountable and sustainable system that 
celebrates the stories, the people, and the resources behind 
the clothing. 

KWEIGHBAYE KOTEE, Founder and CEO  

BUSHWICK FILM FESTIVAL  
Art and Culture. The Bushwick Film Festival exhibits 
independent film and media in the heart of NYC's new locus 
of eclectic creativity and contemporary culture: Bushwick. 
The programming runs year-round with classes, workshops, 
and content open to the community and distributed via 
digital and broadcast networks.

GONZALO CARBAJO, Founder and Partner  

ERAY CARBAJO, LLC Architecture, Urban 
Planning & Sustainable Community Development. Eray 
Carbajo is an architecture and design studio based in New 
York and Istanbul. With over 20 international awards in 

Full house at Pratt Manhattan auditorium, from left to right: moderator Richa Agarwal; panelists, Natalie Grillon, Gonzalo Carbajo, 
Kweighbaye Kotee, Margaret Watson, Shana Dressler and Dr. Mary McBride.
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   DECEMBER 2016

“Between Senses” EXHIBITION

Curated by 
Pratt ACM and 
DM Fellows, 
August Ou, Asa 
Maria Camnert 
and Aigerim 

Mukhambetova at Gallery House in 
Brooklyn, New York, the exhibition 
“Between Senses” dared to push 
boundaries on our sensory experience 
of toxicity. According to World Health 
Organization, unintentional poisonings 
and toxins kill an estimated 355,000 
people globally each year. At the center 
of a very complex ecosystem, humans 
inevitably absorb dangerous toxins which 
bioaccumulation within the body and 
mind. Toxic substances one can hardly 
see, smell, hear, touch or taste have 
subtly merged into our daily necessities: 
food, water, clothes and beauty products. 

Those affected may not understand how 
our senses can be influenced 
by such exposure both physically and 
emotionally. Between Senses brings works 
that give various tangible forms to the idea 
of senses for a toxic free sensory journey 
through carefully selected and curated 
works of art and designs.

The team of three fellows collaborated 
with Pratt's Brooklyn Fashion + Design 
Accelerator (BF + DA) and MiA Collective 
Art, both New York-based organizations 
that support designers, artists, and 
entrepreneurs to spur positive impact 
in the world. Art works were auctioned 
after the exhibition to artistically and 
fi nancially benefi t the participating artists 
and organizations in their future project 
opportunities.

CATALYSTS IN THE COMMUNITY PARTNERS:

Fellow: August Ou

Artists: Felicia Halén Fredell and Robert Jonsson 

Left: Fellow Asa Maria Camnert, 
and right, artist Mook Attakanwong

GALLERY HOUSE is a private gallery used to 
host fundraising, fi ne art exhibitions at no cost. 
The artists and charitable organizations involved 
are the sole benefi ciaries. Their partnership with 
Pratt is a semester-long fellowship program where 
selected applicants gain real-life curating and gallery 
management experience. Each exhibit is designed 
by the fellows, who select the charities themselves. 
Fellows each receive academic credit or a monetary 
grant at the completion of their semester project. 
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In the Fall of last year Pratt graduate students were invited 

to apply for grants from Pratt Institute’s Graduate Student 

Engagement Fund (GSEF), currently in its inaugural year. 

Three DM 2018 classmates submitted individual applications 

and were awarded a fellowship and grant funding. 

The GSEF encourages and supports the professional development and 

advancement of graduate students. The grants of up to $5,000 are awarded 

to individual graduate students, or to small graduate student teams proposing 

scholarly or creative projects that will enhance students’ professional development 

and encourage cross-disciplinary engagement and community enrichment. GSEF 

grants are applied toward studio projects, research, travel, access to materials, or 

production facilities to support the graduate students' scholarly or creative project.

Fellow Classmates and Winners 
Three Participants From DM 2018 Receive 
Pratt Graduate Fellowships. 
BY CATALYST EDITORS, and EACH FELLOWSHIP RECIPIENT 

Pea
ce Of Cultu

re

Project logos above, 
from the top: 

Peace of Culture,
Waridi Valentine

Haitian Girls Pop, 
Naika Colas 

Collab.
 Joshe Ordóñez

 

Pratt Brooklyn Campus
Photo: Steven Zucker, 

Flickr.com

DM 2018 TRIFECTA
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Fourth through seventh grades at Amani Vumwe engaged in a painting activity.

As a Tanzanian American living abroad, Waridi wanted to be 
proactive in bringing social change to her native country Tanzania. 
A year before enrolling into the Design Management program at 
Pratt Institute, she collaborated with her grandmother’s school, 
Amani Vumwe Primary School to start The Seeking Amani 
Project. She designed the project to enhance the traditional STEM 
educational approach by encouraging creative arts. Waridi Valentine

Pea
ce Of Cultu

re

The Seeking Amani Project 
Brings Creative Arts to a School in Mwanga, Tanzania  WARIDI VALENTINE

Waridi 2nd from the left with students, and Antigone a volunteer (in the blue dress).

Since Amani Vumwe first opened over twenty years ago, Waridi 

has been involved with the development of the school. With 

her background in design and experience working with the 

Department of Social Services in Missouri, she utilized her 

platform to make an impact by providing an opportunity for 

social change.

Waridi was awarded a grant through Pratt Institute's 

Graduate Student Engagement Fund to support an upcoming 

Community Building Workshop in Mwanga, Tanzania. She 

shaped the workshop around the Design Management 

principles she learned while studying at Pratt Institute, 

including the TBLD + C approach and encouraging more 

creative activities and discussions. Waridi was introduced 

to Giselle Carr alumna (DM 2012), and partner at the 

Abovegroup (featured on pg 18). Giselle and the team at 

Abovegroup are providing Waridi with guidance, and have 

worked on the strategic design development of the Seeking 

Amani brand.  

As the Ambassador to Amani Vumwe, Waridi plans to help 

design and manage additional projects for the school and 

possibly expand the program to collaborate with other 

schools across Africa in the future.
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While studying Design Management at Pratt Institute and 
working full-time with New York City's Bureau of Recycling and 
Sustainability, Naika Colas launched Jacques Louis™, a socially 
conscious clothing brand aiming to build the confidence of 
communities affected by social or economic injustices in the 
U.S. and developing countries.

Naika Colas

Port-au-Prince Haiti, which was devastated during the 2010 earthquake.

Naika's collection will use textiles from Threads 
International, who manufactures sustainable 
fabric from plastic bottles collected in Haiti.

Haitian girls express themselves through 
the arts, thanks to Les Couleurs. One of 
the causes Jacques Louis™ supports.

With over nine years of experience creating community 

advancement programs, she has worked with The Center for 

Disease Control's CARS project, Les Couleurs Charity, Kay 

Tita, Harlem’s Fashion Row and successfully created a "Black 

Excellence" themed photo shoot where she showcased various 

designers and artists of color in NYC.

This time she turns to her roots. Born of Haitian immigrants, 

Naika began traveling to Haiti annually after the Earthquake in 

2010 in order to familiarize herself first hand with the struggles 

of the people. She brainstormed how she could work as an 

advocate for change to bring aid and self-sufficiency 

practices to Haiti. 

Her new “Haitian Girls Pop” fashion collection works to 

empower young Haitian women who are unable to receive 

proper schooling due to the cost burden on their families. 

A recent grant recipient of Pratt Institute's Graduate 

Student Engagement Fund, Naika will bring her idea to 

Haiti this year. "It is an honor, I am just scratching the 

surface and someday the world will see and feel the 

Haiti that I so much admire" says Naika.

“ Haitian Girls Pop” Sustainable Fashion Design  
Empower Girls in Haiti  NAIKA COLAS 
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The UNESCO declared the Ecuadorean weaving 
technique with Toquilla Straw an Intangible Cultural 
Heritage of Humanity. The most iconic product made 
with Toquilla Straw is the Panama Hat, which in fact is 

originally from Ecuador. 

Joshe Ordóñez

Ecuadorian artisans represent years of cultural history and fine craftsmanship. Gabriel Zamora, a self-taught Ecuadorian artist is featured on Collab's products.

The fast fashion industry is a potential threat to crafts and 

ancient techniques. The lack of support for craft products, 

not only hurts the artisan’s communities, but also the cultural 

heritage of nations. If design is the art of problem solving, the 

combination of contemporary fashion with craftworks could 

be the secret ingredient to overcome industry challenges and 

contribute to sustainable solutions.

Collab Store was born as a multidisciplinary project that brings 

together Ecuadorean artists, artisans and designers to create 

new value by leveraging traditional and contemporary talent and 

techniques. Over a period 

of three months, Joshe brought a collaborative together 

to experiment with local Toquilla Straw which resulted in 

innovative new creations. 

As a grant recipient of the Pratt Institute Graduate Student 

Engagement Fund, Collab Store will begin production on a 

line of hats, clutches and shoes that combine other materials, 

fibers and techniques. Under Joshe’s creative leadership, 

Collab Store hopes to remix the cultural pride of a nation and 

its formula for economic development.

“ Collab” Toquilla Straw Accessories  
as an Alternative for Economic Development  JOSHE ORDÓÑEZ 

collab-store.com
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BY CATALYST EDITORS; and LU LIU (ACM 2017)

The Chinese Music Ensemble of New York is the oldest 

and only full-scale Chinese orchestra in the United States 

and the Americas. Its present membership of over forty 

musicians boasts experience in almost every type of 

Chinese music and instrumental performance. Lu Liu

The Ensemble's repertoire ranges from ancient classical 
to modern compositions spanning some fifteen hundred 
years of history. With the goal of promoting Chinese 
music, the Ensemble has performed in concerts at major 
concert halls in New York, and in schools, colleges, 
libraries and museums throughout the Eastern seaboard.

Lu Liu, a graduate of Pratt Institute’s Arts and Cultural 
Management graduate program and master pipa 
performer performed two solo pieces during the Chinese 
Music Ensemble, which debuted in Merkin Concert 
Hall, part of the Kaufman Musical Center. Liu received 
her training from the China Conservatory of Music's 
Professor Yong Ge and well-known music artist Yi Zhou. 

Liu played for more than eighteen years under the 
influence of her grandparents, who were performers in 
the Beijing Opera. 

Liu is also a producer, and she has produced a 
documentary, multiple concerts, and is currently 
creating an experimental musical. This musical 
incorporates traditional Chinese instruments with 
western instruments telling a modern self exploration 
story of a musician moving across cultures and musical 
forms. Liu is dedicated to exploring issues of cultural 
identity through music and her goal is to use her own 
explorations and music to help introduce Chinese 
culture to the U.S. 

2017 ACM Graduate Preforms in 
Chinese Music Ensemble Debut
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In New York City, food pantries and soup kitchens 
are insuffi cient to feed the increasing numbers 
of those who are food insecure across the city. 
Through the Taconic Fellow Program at the Pratt 
Center for Community Development, our Pratt 
Design Management team partnered with the 
West Side Campaign Against Hunger (WSCAH), 
a supermarket-style emergency food pantry for 
low-socioeconomic populations to:

•  Develop a mobile food delivery option that will 
deliver services in underserved communities 
within New York City;

•  Create a system of partnerships to provide 
healthy food delivery to people who do not have 
stable access to nutrient-rich food;

• Connect community members to social services

New NYC Mobile Food Pantry Gets Its First Road Test
BY DENISE C. TAHARA, PhD, Pratt Design Management Faculty; EDWIN KUO, Alumni

such as SNAP, WIC, health insurance and job 
training and placement, and;

•  Create a dialog about health and wellness to 
bring a social purpose to enhance community.

Utilizing the 4D model (Discover, Defi ne, Design, 
Deliver) to better understand the needs of 
WSCAH clients we examined the challenges 
and barriers to access, stakeholder needs and 
WSCAH’s value chain. These informed the 
criteria for community-based partnerships, 
complementary services and preferences for 
food distribution, which helped reconceptualize 
the delivery system from a mobile pantry to 
portable pantry. WSCAH is currently beta-
testing the mobile pantries in eight locations 
to evaluate client flow, set up/breakdown, and 
service delivery options.

Denise C. Tahara
CPA, MBA, MPhil, 
PhD, teaches courses 
in systems thinking, 
leadership, and decision 
making. Her applied 
research focuses on 
performance improve-
ment, pediatric obesity 
and food insecurity.

Edwin Kuo
Alumna (DM 2012) 
Edwin is a design 
thinking evangelist and 
is trying to help the 
world using strategic 
design. He shares his 
thoughts and ideas at, 
itsdesignthinking.com.

Food is one of the most fundamental components of human survival, yet 

food insecurity is reaching epidemic levels in underserved neighborhoods 

and food deserts in urban, suburban and rural communities. 

Rendering of the mobile 
food pantry as developed 
by the WSCAH.
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Finding good Wi-Fi today is just as important as finding a pay phone was 
20 years ago. People rely heavily on smartphones to communicate, and 
the City of New York had increasingly wondered what it should do with 
the thousands of aging payphone structures dotting city streets. As the 
payphone franchise was coming to an end in 2014, the city seized on the 
opportunity to re-think its communication infrastructure.

Featured in New Book 
by Columbia University Press
BY MAREN MAIER and PAUL MC CONNELL, Pratt Design Management Faculty and Alumni and  

DR. MARY MCBRIDE, Chair Pratt Arts & Cultural Management and Design Management 

PRATT CASE STUDY

Rendering of a Link on 
New York City Street. 
Photo: Intersection, CityBridge
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Participating in Columbia University’s 
Smarter Cities Roundtable, Pratt Design 
Management faculty and alumni were 
invited to develop a case study on the NYC 
Department of Information Technology and 
Telecommunications' (DoITT) innovative 
franchise model for a new network of free 
public Wi-Fi on city streets. By tapping into 
private sector creativity through a ‘Reinvent 
Payphones Design Challenge,' DoITT awarded 
the franchise to CityBridge for their concept 
called LinkNYC. The partnership encouraged 
strong collaboration through the design and 
build process with city agencies, the Mayor’s 
Office, and local communities to repurpose 

old payphone infrastructure into a 
transformative network of Links without 
using a dime of taxpayer money. The 
case demonstrates how technological 
innovation when designed strategically and 
inclusively with cross-sector stakeholders 
and citizens can, not only connect an 
entire city, but also generate larger cultural 
benefits and activate the full potential of a 
21st Century creative city.

The case will be included in a forthcoming 
book published by Columbia University 
Press entitled "Smart(er) NYC: Data, 
Technology and Life in the City.”

STRUCTURE 
DESIGN
Rendering of a 
Link structure. 
Photo: 
Intersection, 
CityBridge

Maren Maier
Pratt Design Management 
Faculty and Alumna (DM 
2008), Executive Editor 
CATALYST. Full Bio pg 35.

Paul Mc Connell
Pratt Design Management 
Faculty and Alumni (DM 
2005), Head of Design at 
Intersection Co.

Dr. Mary McBride
Chair Pratt Arts and 
Cultural Management, 
and Design Management; 
Chief Editor CATALYST. 
Full Bio pg 37
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Mary McBride, took a leaf from  
Victor Papanek’s ideologies.  
Papanek believed in producing 
ecologically sound design and in 
making life richer for everyone. 
McBride does this too. She motivates 
students to produce products and 
business designs that have “heart”. 
Students are trained to produce only 
sustainable and environmentally 
sound business designs.

“ WE WANT TO PRODUCE AN 
ECONOMY THAT IS BENIGN BY 
DESIGN,” SHE TELLS US.

Making Life Richer for Everyone

Dr. Mary McBride is currently Chair and Professor of Creative Enterprise 
Leadership Graduate Programs in Arts and Cultural Management (ACM) 
and Design Management (DM) at Pratt Institute. Dr. McBride says the role 
of ‘Design’ must extend beyond just the creation of a product.

FROM THE 
ARCHIVES

How can you apply design to 
businesses? We often hear design being 
used for products. Please clarify. 
Mary: Design needs to be thought of 
more broadly than just about products. 
Design shapes our world and mediates 
our experience of it. Most of our day is 
designed. Our conversation over coffee, 
our walk down the road, our saris and cell 
phones.

Business is also a design. The design of 
economies, local or global and the design 
of organizations provide a frame on 
which a canvas of action can be painted.

The design of business is changing. 
Worldwide people are requiring 
more than good products and good 
investment returns. They are also 
requiring assurances that business 
protects and preserves. No one wants 
to buy from companies that defraud 
or exploit or engage in practices that 
put human health or our environment 
at risk.

Design understands risk and reward. 
Good design manages risk by 
carefully selecting materials and 
methods. Strategic design saves 
money, adds value and builds a trust 
mark as well as a brand mark.

If the business community does 
not hold designers in high-esteem, 
how can they make any effective 
contribution? 
Mary: I am not sure that business 
does not hold designers in high 

DR. MARY MCBRIDE, INTERVIEW BY POONA JAIN, EDUCATION TIMES 2012

“BUSINESS IS ALSO A DESIGN"

Photo: National 
Park Service. 

Public Domain, 
Flickr.com



esteem. When business is essentially 
producing commodities, it places 
less value on creativity than on 
productivity. But even then, good 
design can save money and time and 
reduce material use.

Every business that is competing for 
customers interested in aesthetics, 
functionality and price value needs 
to design that in. When design 
intelligence is included in strategy 
development, advantage can be 
designed in and waste designed out.

You mentioned that designers need 
to understand their role differently. 
What do you mean by differently? 
Mary: Designers need to learn about 
business strategy. Often, they are 
viewed and view themselves, as 
technical experts. They are, but their 
design training also equips them to 
manage complex interdependencies 
and to understand systems. They are 
trained to think strategically.

Unfortunately, they are not usually 
given the language, tools or 
frameworks to apply design strategy 
to developing business strategy. They 
need education and opportunities that 
enable them to bridge design strategy 
to business strategy. Our program 
provides that bridge.

At Pratt recycling has a new 
definition – you call it ‘upcycling’.

What are you trying to inspire in your 
students? 
Mary: We are trying to inspire a 
strategic sense of the true cost of 
material use to business and to our 
environment. The aim of upcycling 
is not to recycle, but to reduce the 
consumption of new raw materials 
at the beginning of the product life 
cycle. Reducing the use of new 
raw materials at the front end of 
the process is more strategic and 
efficient as it can reduce energy use, 
air pollution, water pollution and 
greenhouse gas emissions.

Your programs bring with them so 
much energy and optimism. What is 
Pratt seeing that other institutes fail 
to see? 
Mary: We are seeing a future forming 
right now that is challenging every 
industry and every country. We 
find these challenges exciting, 
not overwhelming. Our curriculum 
addresses the issues, problems and 
challenges our world needs to address 
now. We are optimistic because we 
are activists. We think design can 
create new possibilities and new 
opportunities. Designers are thought 
of as problems solvers, but they are 
really people who turn problems into 
opportunities. We see opportunities 
where others only see problems. That 
is why our program and our platform 
‘Catalyst: Leading Creative Enterprise’ 
have become so popular.

CATALYST LEADERSHIP 2016-17

RUDOLF STRELIS (DM 2017)

Outstanding achievements:

• Pratt DM Scholarship 

•  Baltic American Freedom  
Foundation Scholarship

• Pratt Convocation Honors Award

• Latvian Government Financial Support

• Gallery House Fellow

• DM, Graduate Assistant

• Made in NYC – Consultant

Life consists of various adventures. The Pratt 
Design Management program and leading Catalyst 
was definitely an adventure! It fully transformed 
the way I now handle everyday situations. I am 
very grateful to have Dr. Mary McBride as my 
mentor, because her vision and knowledge builds a 
very strong base for the Design Management and 
Arts and Cultural Management programs. That 
perspective helped me re-design my future options. 

Currently I am working in the public sector, in 
the Ministry of Economics in Latvia. With the 
knowledge and experience of last few years I am 
fully able to be valuable resource in foreign direct 
investment (FDI) attraction processes and strategy 
development for my country. And thanks to all 
DM participants and faculty I have built enough 
confidence to enable me to help build better 
futures and a safe place for thriving communities.

" CATALYST COMBINED ALL OF MY SKILL SETS 

PERSONALLY AND PROFESSIONALLY. IT CHALLENGED 

ME TO BE A TEAM BUILDER AND A LEADER."
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