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What to Expect
CATALYST was designed to stimulate thinking and encourage conversation about the role of strategic design in defining and devel-
oping an economically, socially and environmentally sustainable future. We have included numerous external links throughout the 
text and in the form of “related resources” at the end of each article. CATALYST is accompanied by a blog that is our means of 
continuing the conversation between publications. Blog posts are related to, as well as unique from, those in the digital publication. 
You can find the CATALYST blog on our website: http://www.CATALYSTreview.net.
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IS IT POSSIBLE TO DESIGN in economic value that also increases 
equity among people and adds value to our environment? Is it pos-
sible to design a triple bottom line? This is an especially important 
question now. Leaders across sectors, industries and nations are 
struggling to revive failing economies and restore economic equilib-
rium to their people. But, economic revival must also revive human 
well being and our environment. The economic engine must be rede-
signed to meet the needs of its many users and the reality of the sec-
ond decade of the 21st century.

Design is essentially a strategic discipline. Designers design for real 
people with real lives lived in a real place with real constraints and oppor-
tunities. Economists are more conceptual. What works in theory may or 
may not road test well. At this moment in time, the wheels seem to be 
coming off the car and our economic engines are sputtering worldwide.

So what can design do? Well, we can shape, make, build, construct 
and operationalize economies that can meet the needs of a world of 
seven billion people. How?

We can construct a design brief that essentially says:  Imagine 
a world currently at seven billion people, most young and eager 
to imagine a future not blighted by economic insecurity, environ-
mental degradation and inequity. Imagine that every one of those 
individuals will actively participate in economic transactions that 
enrich them and enliven their communities and our world. Imagine 
the systems, services, structures and objects that can shape wealth 
and prosperity into every purchase and every exchange. And, stra-
tegically design your lives, your careers and your businesses with 
that brief in mind.

Nothing is possible unless we can imagine it as possible. If we do not 
believe that it is possible to design a triple bottom line economy, then 
bottom line thinking rather than design thinking will prevail. We will 
continue to cut costs, accept trade-offs of jobs versus environment and 
watch as the tide that was to lift all boats rises to threaten our cities.

Every century faces its own challenges. The challenge of the last cen-
tury was to develop economic systems that enabled trade that restored 
the world to peace and secured that peace though trade. The design brief 
was different. Population was lower and resources seemed limitless. 

The challenge of this century is to shape and sustain peace by 
increasing prosperity, deepening community and evolving ways to cre-
ate economic well being that restore and renew our biosphere. It can be 
done and it will be done. And, in this issue of Catalyst Strategic Design 
Review, we examine how it is already being done in Bogota, Colom-
bia, Central Florida and Chile. We look at already existing development 
plans and at the structures of family business and the corporation. We 
examine where design can add value and what we might refine and 
what we need to re-design. 

Our goal is to illustrate that shaping economic well being is not only 
a job for politicians or CEO’s. If we want a future that is triple bottom 
line by design, well, we will have to design it. 

Dr. Mary McBride
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From Catalystreview.net

Copenhagen Fashion 
Summit: Empowering 
the Consumer to  
Influence Change
By Meghan Bumbaugh

Earlier this summer, key stakeholders 
in the fashion industry from around 
the globe gathered for the Copenhagen 
Fashion Summit, to incubate ideas 
culminating in the delivery of a plan 
for a more sustainable fashion future. 
This biennial event brings industry 
professionals together “to identify new 
opportunities and forward-looking 
solutions for the global fashion indus-
try to tackle the growing challenges 
facing the planet” and to build con-
sumer awareness of the social impact 
and sustainability footprint of apparel.

Identifying the influential role 

that consumer dollars play over what 
practices are repeated, the Frame-
work for Engaging Consumers in the 
Sustainable Consumption of Fashion 
was introduced by Peder Michael 
Pruzan-Jorgensen, managing direc-
tor of Europe, Africa and the Middle 
East at BSR.  While many sustainable 
strategies begin at the manufacturing 
level, the idea behind the Framework is 
to encourage action from the strategic 
design end of the spectrum as well. 
The ultimate goal of the Framework 
is to empower the consumer to make 
strategic choices with their purchasing 
power. Each dollar spent on a sustain-
able product is like casting a vote, thus 
enforcing responsible manufacturing 
practices leading to even more viable 
choices in the future.

The product of collaboration 
between design industry profession-
als, the Framework was presented in a 

“While many sustainable strategies 
begin at the manufacturing level, the 

idea behind the Framework is  
to encourage action from the strategic 

design end of the spectrum as well.”

four piece cyclical structure involving 
society, government, and business as 
part of the solution. With the purpose 
of altering consumer behavior, govern-
ment’s suggested role in the process 
casts a wide net: to educate the public 
through behavior campaigns, enforce 
product transparency, penalize green-
washing, provide economic incentives 
to business, and restrict the use of 
harmful substances.  Business must 
play the most direct role through mate-
rial selection, sourcing, operational 
efficiency, and design; considering how 
products will be disassembled in their 
afterlife stage.

The Framework was officially 
presented to the Danish EU Presi-
dency, Danish government represen-
tatives, the European Commission, 
and Connie Hedegaard, European 
Commissioner for Climate Action. This 
year’s summit also featured speakers 
from a variety of fashion and sustain-
ability backgrounds including: Rick 
Ridgeway, Vice President of Environ-
mental Initiatives at Patagonia and a 
member of the Sustainable Apparel 
Coalition; Helena Helmersson, Head 
of Sustainability at H&M; Rossella 
Ravagli, Corporate Social and Envi-
ronmental Responsibility Manager at 
Gucci, Soren Petersen, from the United 
Nations Global Compact, and  Kristen 
Brodde of Greenpeace International.

Drawing so many industry leaders 
together, The Copenhagen Fashion 
Summit is among the most influential 
events promoting sustainable practices 
in the fashion industry today. The col-
lective insights that emerge from the 
amalgamation of shared experiences 
is key, generating a partnership across 
companies with potential to make a 
greater strategic advantage for all. 
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Cittaslow: By-Product 
or Reparation  
of Globalization?
By Dok Chon 

Globalization is no longer a new 
concept, and with the help of 
advancing technologies the world 
has become more connected and 
more dependent on interchangeable 
products, ideas, and cultures. 
It is responsible for the growth 
of homogenized urbanization 
resulting in one “mega-culture” 
for people living in Megacities 
around the world. However at the 
opposite end of the spectrum is a 
movement called Cittaslow. This 
growing movement looks to utilize 
technology as a tool to preserve 
the unique culture and the quality 
of life for communities in small 
cities and towns. The first Cittaslow 
chapter was started in Italy, in 
1999, by Carlo Petrini, and it has 
since extended its global network to 
towns in many other countries such 
as Canada, China, South Korea, 
Australia, the United States and 
other European nations.

According to the World  
Health Organization:  “For the  
first time ever, the majority of the 
world’s population lives in a city,  
and this proportion continues to 
grow. Currently, around half of all 
urban dwellers live in cities with 
between 100,000 – 500,000  
people, and fewer 10% of urban 
dwellers live in megacities  
(defined by UN HABITAT as a  
city with a population of more  
than 10 million).”

Given these conditions concerns 

are growing about preserving our 
quality of life, the environment, the 
food that we eat, and the uniqueness 
of our local cultures. In response to 
these concerns Carlo Petrini – the 
Mayor of Bra, Italy and one of the 
pioneers who founded the Slow Food 
food movement – created Cittaslow. 
Paolo Saturnini a past Mayor of 
Greve, Italy later joined Petrini, 
and Cittaslow’s global network now 
includes 161 cities in 25 different 
countries across the globe.

In order to join Cittaslow a town 
must have a population under 
50,000, and to be considered 
for a full membership needs to 
meet 50% of Cittaslow goals. A 
participating city’s goals are focused 
on celebrating the diversity of their 
culture, preserving the uniqueness 
of their attributes, and improving 
their quality of life. With the help of 
technology the Cittaslow movement 
aims to conserve the environment, 
prevent mass products from 

Read more posts on the  
CATALYST blog at:  
CATALYSTreview.net/categories/blog/

overwhelming the local market, and 
protect rural micro-towns against 
urbanization.  Each hosting country 
has their own website and charter 
to organize and initiate community-
focused events that protect and 
promote their own culture, lifestyle, 
and ecosystem.

One can only wonder if a 
movement like Cittaslow is the 
natural outcome of globalization or 
resistance against it. Whichever it 
is, growing megacities necessitate 
efforts to sustain our environment 
and cultural diversity. With the 
power of networking the world has 
been globalized. Now with the help 
of networking, Cittaslow is working 
to retain uniqueness and originality 
within our world for a better and 
more sustainable future.
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Executive Summary
Businesses currently operating in Bogota make up 35% of all Colombian companies and account for over 25% of Colombia’s 
GDP1. Unfortunately most of these companies have not invested in innovation strategies for their own organizations, as they 
perceive this type of investment to be both costly and risky. 
 Common in Colombian culture is the attitude that failure is a sign of weakness. This attitude goes hand-in-hand with the 
resistance from Colombian business owners to recognize the potential of change, especially in circumstances where results can-
not be guaranteed. As a response, the Bogota Chamber of Commerce launched Bogotá Innova®, an innovation training pro-
gram that uses design methods to propel innovation training among CEOs and entrepreneurs of Small and Medium Enterprises 
(SMEs). A high success rate has been reported among its first group of participating CEOs, and Bogotá Innova® has helped 
SMEs to encourage and to thrive innovation. Manuel José Moreno Brociner, the Director of Bogotá Innova provides insight from 
the challenges he has faced in the development and implementation of this training program. 

We launched Bogotá Innova®: Training for Innovation® in 2011 as an innovation program 
catered to Small and Medium Enterprises (SMEs). The intent of our program was, and 
still is, to guide participating companies through the planning, designing and develop-
ment of innovation strategies. This is mostly accomplished through workshops on Design 
Thinking, Trends, Rapid Prototyping and Business Model Generation. For me, thus far 
this has been an extraordinary endeavor, but it has not been an easy one. Studies from our 
organization have shown that culturally Colombians are exceptionally resistant to change 
and extremely risk averse. In Colombia, failure is seen as a sign of weakness, unlike other 
cultures where it is often considered to be an opportunity to learn and create change. When 
we first started recruiting participants for the program, many companies were skeptical.  

Designing a New Economy  5

   Innovation  
in Bogotá
A New Approach to Designing Innovation into  
Bogota’s Corporate Culture  
BY MANUEL JOSÉ MORENO BROCINER, DIRECTOR BOGOTÁ INNOVA



Strategy  
in Action

>> Use  
strategic design 

methods to encourage 
innovation through 

organizations.

>> Implement 
use an integrative 

approach to innovate  
and grow the economy

>> Communicate  
give freedom for  
the voice of the 

community to inform 
innovation
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INNOVATION IN BOGOTA

Upper management was cautious about the 
idea of investing six months of their time and 
$5,000 USD in a program that offered no guar-
antee for success. Of the companies that were 
initially invited, only 5% decided to enroll, and 
half of those participants left early on, disap-
pointed in the lack of results they were seeing. 
However, the first batch of CEOs who stayed 
with the program recently completed the final 
phase and have since reached impressive goals. 
Not only have they created change and instilled 
a culture in their organizations that fosters 
enthusiasm for innovation, their success has 
also inspired other companies to join. 

THE FACTS OF BOGOTA’S  
COMPANIES

Businesses currently operating in Bogota 
make up 35% of all Colombian companies and 
account for over 25% of Colombia’s GDP1. In the 
region, investment in new businesses reached 
$6.2 billion USD in 20081. Despite the strong 
numbers, few companies have obtained pat-
ents. Generally when looking to increase profits 
and remain competitive, organizations focus 
on developments aimed at financial efficiency 
through low cost labor and improvements in 
products and services for local markets.

THE BARRIERS

So, what are the barriers preventing compa-
nies in Bogota from innovating in systemic 
and sustainable ways? From 2007 to 2009, 
the Bogota Chamber of Commerce identified 
several factors that may have deterred com-
panies from pursuing this path. One such 
factor is the misconception that innovation 
requires large financial investments in tech-
nology upgrades. As a result, many compa-
nies who “lack financial resources”1 do not 
invest in what they consider to be innovation 
strategies. Companies also indicated that a 
lack of human resources trained in innova-
tion management makes it harder for them 
to promote these ideas internally. Other 
barriers include the perception of an “inad-
equate market size” to support these types of 

changes or that “consumers do not value or do 
not require new products and services.” 1

Another barrier intrinsic to Colombia’s busi-
ness culture is the belief that innovation is not 
profitable and therefore considered unneces-
sary to their success. To minimize risk and the 
uncertainty of market response, rather than 
engage in efforts to innovate, companies adopt 
and adapt features of competitors’ products, 
services, and business processes. 

Many organizations also fail to recognize 
design as a strategic asset. According to the 
Colombian Design Observatory, only 10% 
of the companies in Bogota that have design 
departments actually consult with them dur-
ing conversations regarding business develop-
ment or high-level decision-making. This fact 

was further validated when Bogotá Innova® 
conducted an Innovation Diagnostic Survey. 
The results of this survey indicated that more 
then 80% of business managers who make 
design decisions do so with little or no design 
experience. And, without a corporate structure 
conducive to creative strategy, strategic design 
is not valued as an activity that can promote 
innovation at all business levels.

THE CHALLENGE AND THE  
OPPORTUNITY

Enlightened by this new information, we 
had a much better understanding of the root 
causes preventing business from evolving, 

“In Colombia, failure  
is seen as a sign of 
weakness, unlike other  
cultures where it is 
often considered to be 
an opportunity to learn 
and to create change.” 
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INNOVATION IN BOGOTA

and we set out to find a method to address 
these barriers. We asked ourselves, “what 
could be done to promote a corporate cul-
ture that values innovation?” The ‘what’ was 
easy to define, but the ‘how,’ was harder to 
identify. Our goal was to show stakeholders 
at the Chamber of Commerce of Bogotá the 
potential value of a small program for inno-
vation. We needed to communicate to them 
that even though it was small in size it could 
begin to make important contributions that 
in the long run would address challenges 
and drive change in companies. We needed 
to shift the current perception of the “value” 
of innovation, and even more so, create con-
fidence in the process of innovation among 
SME managers.  

CONCEPTS AND METHODOLOGY

My experience as an industrial designer 
has played a large role in the development 
of the Bogotá Innova® program, and with 
that, we use design methodology to teach 
business leaders how to infuse a culture of 
innovation within their own organizations. 
The scope of our training program includes 
seven stages: observe, ideate, conceptual-
ize, design, prototype, develop and imple-
ment. The first step in our methodology is 
to identify the big problems and then divide 
them into smaller ones. Breaking problems 
down creates far more manageable chal-
lenges. We address the barriers preventing 
company-wide change in simple and prac-
tical terms. We focus on components that 
already exist within a company and explore 
different ways that can be used to increase 
their value and better serve the company’s 
needs. However no two companies are the 
same, so for each client we develop a specific 
guiding theme, linking the different parts of 
the program together to promote unity and 
cohesion between them. Finally we always 
take a step back to look at the bigger picture. 
It is imperative that we fully understand how 
each company measures up in comparison to 
their competitors. We seek to create compe-
tition and ‘coopetition’ 2 between participant 
companies through the training in a risk-free 
environment while fostering innovation and 

refining design processes along the way. 
Before we can design real change, provid-

ing the proper scenario is a key factor in the 
task at hand; innovation will not happen from 
the desk. It is imperative for CEOs to shift 
their focus away from “day-to-day” tactical 
matters and focus instead on strategic issues 
that will ultimately determine the viability 
of their business. In order to make this hap-
pen we have to take them out of their normal 
working environments so they can gain per-
spective and hone their skills of observation. 

CATALYST Insight
In order to remain 

competitive, organi-
zations must learn 
to assess the state 

of their business 
strategies, foresee 

the direction of the 
industry, and design 
innovation strategies 

that accommodate 
the prospects of both 

reward and risk. 

“It is imperative for CEOs 
to shift their focus away 
from “day-to-day”  
tactical matters and 
focus instead on strategic 
issues that will ultimately 
determine the viability 
of their business.



However, observation alone does not neces-
sarily lead to innovation. Our process allows 
time to address the following questions, what 
do these CEOs need to observe so they can 
start innovating within their own organiza-
tion? And how do these observations trig-
ger innovative ideas? In order to help them 
answer these questions for themselves we first 
focus on the idea of innovation in the context 
of their own company and industry. 

The second phase of our process addresses 
strategic planning. By revising the state of 
their strategy deployment we are able to iden-
tify what is not working. This is also when 
we introduce to management and their team 
what we refer to as, Systematic Inventive 
Thinking®, a structured way of thinking of 
new concepts that are inherently aligned to 
their company’s strategy and objectives and 
prioritized accordingly. 

Next we focus on identifying consumer 
and industry trends to better understand 
potential changes in consumption habits and 
behaviors. We also look at Digital Innovation 
by examining the company’s use of technol-
ogy, both in their internal practices and in 
relation to their customers. We guide Bogotá 
Innova® participants in learning about client 
demographics, behaviors, and preferences in 
Design Thinking’s Ethnography. 

Finally, we train participants how to effec-
tively communicate their findings to their 
staff and partners. In our program CEO’s 
learn how to build a business model that will 
generate more value for stakeholders and 
lower financial risks by designing and pro-
totyping their ideas. We also provide clients 
with access to government funding so they 
are actually able to implement their concepts.

THE SERVICE DESIGN FOR  
“BOGOTÁ INNOVA®: TRAINING FOR 
INNOVATION®”

Training CEOs in the process of innovation 
is no easy task. Providing the conceptual 
tools they need to replicate and manage this 
process within their own companies is even 
harder. Faced with this challenge, it occurred 
to us that design methodology could be 
more than just a teaching tool, but it could 
also provide a frame of reference for the work 
itself. The key to solving a problem is to find 
the best design solution for each situation, 
whether it is in product design, architecture, 
services or technology. Design stresses the 
use of different methods to encourage inno-
vative ideas and collaborative thinking to 
work through each problem and arrive at the 
best solution. The process of innovation is 
unique among business functions; it has its 
own rhythm and characteristics. It is unpre-
dictable to its core. Using design thinking 
can help CEOs manage the unpredictable 
and innovate for advantage. 

RELATED READINGS

Summers, G. (1999). Modeling innovation as a 
process design in educational business 

Simulations. Developments in business simulations 
and experiential learning , 26, 1-7.

Roger, M. (2009). The design of business:  
Why design thinking is the next competitive 

Advantage. Boston: Harvard business school 
publishing

Brown, T. (2009). Change by design: How design 
thinking transforms organizations and 

Inspires innovation. New York: Hapercollins  
publishers.
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Manuel José 
Moreno Brociner
Manuel José Moreno 
Brociner is the director 
and one of the founders 
of Bogotá Innova. 
His responsibilities 
include creating the 
product portfolio of 
the program itself, as 
well as developing the 
methodologies to be 
used by the participant 
organizations. Prior to 
this role, Manuel served 
as the Development 
manager for Artesanías 
de Colombia (Crafts of 
Colombia), planning 
and managing projects 
targeted to ensure 
the sustainability of 
the crafts industry in 
the country.  Formally 
trained in product 
design, Manuel has 
undergone extensive 
training in both 
traditional and innovative 
management practices. 
He regularly shares his 
holistic approach to 
business with a large 
number of established 
Colombian organizations 
through Bogota  
Innova program serving 
as a mentor.

1 Cámara de Comercio 
de Bogotá. «Observatorio 
Económico de Bogotá 
No. 28» (en español). 
Consultado el 27-12-2008.

2 Coopetition or 
Co-opetition (sometimes 
spelled “coopertition” 
or “co-opertition”) is 
a neologism coined to 
describe cooperative 
competition. From: http://
en.wikipedia.org/wiki/
Coopetition
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Certified B Corporations operate with a new business structure that aims to 
generate profits while providing solutions to social and environmental prob-
lems. More commonly known as B Corps, they are driven by the belief that 
“all business ought to be conducted as if people and place mattered.”  Well-
known brands such as Patagonia and Etsy are on the list of over 550 Certified 
B Corporations across 60 different industries, all unified by a vision of rede-
fining success in business.

Executive Summary
Our economy is structured in such a way that companies are encouraged to engage in business that first  
and foremost maximizes shareholder value. This often translates into practices intended to maximize  
short-term profits and growth with minimal regard for the long-term impact.  Today, we suffer the consequences 
of this way of doing business, which has created a volatile economy, and has contributed to environmental 
degradation at the expense of the people and communities who consume the products and services. 

Designing a New Economy  11
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 Redefining
Success 
in Business
Certified B Corporations generate profits while providing 
solutions to social and environmental problems 
INTERVIEW BY MISHELLE OUN WITH KATIE KERR



Strategy  
in Action

>> Harness 
the power of private 
enterprise to create 

public benefit.

>> Provide 
consumers with bet-
ter choices for their 

purchases. 

>> Create 
a new sector of the 
economy, one that 

is viable for people, 
profit, and planet.

>> Redefine 
success in business.

>> Be 
the change we seek  

in the world.

CATALYST Insight
Business is the most 
powerful man-made 

force and every action 
has a big impact on 

our environment. 
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REDEFINING SUCCESS IN BUSINESS

B LAB CERTIFIES B Corps through a pro-
cess of assessment, qualification, and commit-
ment to meeting rigorous standards, similar to 
the way that the United States Green Building 
Council (USGBC) certifies buildings with its 
Leadership in Energy and Environmental 
Design (LEED) program, or the way TransFair 
certifies Fair Trade coffee. In addition, Certi-
fied B Corps incorporate their missions and 
accountability standards into the legal frame-
work of their articles of incorporation. B Corps 
meet higher legal accountability standards than 
traditional business, and provide transpar-
ency about their profitability as well as social 
and environmental performance. They  match 
actions with words, discerning good companies 
from those with good marketing.

Certified B Corps are leading a movement to 
not only curtail the shortsighted business prac-
tices of the status quo, but also to create a new 
sector of the economy with life-centered intent, 
in which profit, planet, and people all benefit. 

Catalyst Review’s Executive Editor, Mishelle 
Oun sat down with Katie Kerr of B Lab to gain 
some insight about the role Certified B Corpo-
rations play in civilizing the economy. 
CATALYST: Traditionally, the value and 
success of business in our economy is based 
primarily (if not solely) on financial profits. 
How are Certified B Corporations positioned 
to change this, and why is this important? 
KK: B Lab aims to redefine success in busi-
ness. Business is the most powerful man-made 
force and every action has a big impact on our 
environment. While government entities and 
nonprofit organizations are great, we need 
to get everybody involved in making a better 
world and that is where B Corporations come 
in. We are excited about the strong impact that 
these businesses have had in making the world 
a better place. 
CATALYST: Catalyst Strategic Design 
Review advocates a ‘triple bottom line by 
design’ approach to business where societal, 
environmental, and financial profitability 
considerations are designed into a company’s 
business strategy. Does B Lab advocate the 
same approach?
KK: Yes, the whole point of B Lab’s B Corpo-
ration certification program is to incorporate 
these considerations into the very DNA of the 

company. We do not believe that financial prof-
itability and consideration of people and planet 
are mutually exclusive. In our Annual Report, 
we highlight some of the “Rockstar” companies 
succeeding by the traditional definition as well 
as a more holistic, triple bottom line approach. 
B Corps demonstrate that we can create a 
both/and economy, not an either/or economy.
CATALYST: What types of businesses tend to 
become Certified B Corporations? 
KK: We have over 550 companies, all across the 
map. We currently have more service than man-
ufacturing or wholesale, for example, but the 
mix is constantly changing. We have lawyers, 
consumer products companies, business consul-
tants, and industrial manufacturers among oth-
ers. We would love to see more of everything. We 
want to represent the entire economy in order 
to create a new sector; diversity is important 
to that. So, the more, the merrier! B Lab would 
love to see larger companies taking this step. It 

is important to measure what matters, and our 
free B Impact Assessment and B Corp Certifica-
tion helps with that.
CATALYST: What are some of the tools that 
B Lab provides to help companies maintain 
standards of social and environmental per-
formance while making profit? 
KK: It starts with the B Impact Assess-
ment, which any company can use as a tool 
to measure their social and environmental 
performance regardless of whether they 
pursue B Corp certification or not. The B 
Impact Assessment is based on company type 
and size, and measures a company’s impact 
in various categories related to transparency, 
corporate accountability, work environment, 
benefits and compensation to name a few. 
Each Certified B Corporation’s B Impact 
Assessment report and company profile can 

“All business ought  
to be conducted  
as if people and place 
mattered.”
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INTIMACY OF E XCHANGEREDEFINING SUCESS IN BUSINESS



be viewed by the public on our website. 
The assessment helps companies set 

benchmarks for their performance, and 
allows any company to track their progress 
and set goals to improve for the future. Some 
companies incorporate this into their Corpo-
rate Social Responsibility report or even use 
it as one. To truly create change, a company 
must measure what matters. B Lab works to 
facilitate that.
CATALYST: How do you promote awareness 
of B Corps to expand the reach of the move-
ment? Will a tipping point be created by B 
Corps or by consumers? 
KK: Every B Corp is increasing awareness of 
the vision of redefining business. Some tools 
they use include showing the B Corp seal on 
their packaging, communicating the B Corp 
message through blogs and email blasts and 
advertising with our B Corp community ad 
campaign.  These companies also receive press 
coverage. As part of B Lab’s Communications 
team, it is my job to create awareness in the 
community-at-large through our own blog-
ging, press relations and publications. 

As far as creating a tipping point, there is 
no way to separate the two; it is really driven 
by both dedicated businesses and consum-
ers. The business practices, products, and 
services that B Corps offer are something that 
consumers want. There are numerous studies 
about how consumers do not trust compa-
nies and are demanding more responsibility, 
transparency and third party certifications. 

People want this but have concerns about gre-
enwashing. This is where B Lab likes to come 
in. We make sure that companies are main-
taining transparency and practice in what 
they preach. There are companies taking risks 
and believing that this way of doing business 
is the right way. We need the companies that 
people can support but we also need consum-
ers to be vocal and to shop with their values.

B Lab wants to increase awareness among 
companies and consumers that there is a better 
way to do business. There are certain companies 
that are walking the talk but we need everyone 
if we are going to create a global movement.  

Designing a New Economy  15

Katie Kerr
Kerr works in 
communications at  
B Lab and blogs about  
B Corporations for  
care2.com and the 
change we seek. She is a 
graduate of Georgetown 
University, living and 
working in Berwyn, Pa. 

“Incorporate these 
considerations into 
the very DNA of the 
company. We do not 
believe that financial 
profitability and  
consideration of people 
and planet are  
mutually exclusive.”
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In 2011 We saW not one but two primetime segments aired by CBS’ 60 Minutes featur-
ing the struggling children and families of Central Florida. The state was one of the hard-
est hit when the economic crisis unfolded. When the housing market and construction 
industry collapsed, many people in the area went from living in a time of feast to suffer-
ing a time of famine. The prospect of feeding a family three meals a day has become more 
and more difficult as families are forced to make sacrifices in order to make ends meet. 
Hundreds of thousands of Central Florida’s residents now live in a state of food insecu-
rity; they do not know, with certainty, from where their next meal will come. As a result, 
the demand on food banks has doubled since 2009. 

Executive Summary
As a result of the recent economic crisis, food insecurity in the United Stated has increased dramatically. 14 million children 
were impoverished before the Great Recession. According to the US Census Bureau that number has increased to over 16 mil-
lion today. Of the hardest hit areas are six counties in Central Florida where approximately 750,000 individuals do not know 
when they will have their next meal or where it will come from. This has heightened the need for the services that food banks 
provide to alleviate hunger; the demand on them has doubled since 2009. In Orlando, Dave Krepcho of Second Harvest Food 
Bank of Central Florida values the power of creative problem-solving to promote awareness, foster relationships and to design 
networks of distribution that bring civility to the concept of feeding the hungry. In this article, Dave discusses his twenty-year 
journey from designer to CEO of a food bank that distributes over 30 million pounds of food to over 500 agencies annually. Dur-
ing a time of economic crisis and widespread food insecurity, Krepcho is a 21st century strategic design leader, leading as if life 
matters and working diligently to bridge the gap between people in need and access to food.
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Mission 
  Feeding Hope
One man’s journey to design a means for a  
hunger-free Central Florida. 
BY DAVE KREPCHO



Strategy  
in Action

>> Connect 
those who lead as if 

life matters

>> Be 
 at ease with the 

unknown by being an 
active explorer

>> Shatter 
 preconceptions by 

opening eyes

>> Create 
 urgency by bonding 

common experiences

>> Challenge 
the status quo  

to avoid ‘boxing’  
your solutions…there 

is no box!

>> Advocate 
 with your example 

and others will follow

THE PROCESSION of people that food banks 
and agencies ultimately feed shatters stereo-
typical images that come to mind when people 
think of the hungry. Families and individuals of 
all education and income levels are experiencing 
loss of income, with bleak prospects for finding 
new work. Many of the growing elderly popula-
tion are regularly going without meals and the 
effect on children is particularly startling. One 
in four children in Central Florida is suffering 
from hunger, many of them are also homeless. 
Even for many folks who have a steady income, 
their neighborhoods are “food deserts,” lacking 
grocery stores with proper nutritious foods. At 
Second Harvest Food Bank (SHFB) in Central 
Florida, we fight food insecurity through a strat-
egy designed to provide food to as many people 
as possible, as efficiently and effectively as 
possible. We make it our mission to fight hunger 
in Central Florida, and put it at the heart of 
everything we do. 

Over the past 20 years, I have worked in 
food banks throughout the country. I have 
seen people struggle to endure hunger in their 
everyday lives; I have seen people thrust into a 
state of emergency in the aftermath of natural 
disasters, their lives turned upside-down in an 
instant; and now I recognize faces of hunger 
victimized by the economic crisis. Throughout 
my experience, my background as a designer 
has influenced my work, and continues to help 
me to lead our food bank to fulfill our mission 
to its utmost potential.  I have the opportunity 
to give design a seat at the strategy level, and to 
design key strategies for providing food to the 
hungry through a life-centered approach. 

FEEDING AMERICA, A BRIEF HISTORY

The first food bank was formed when a man 
named John van Hengel identified a problem 
in the food industry, and turned that challenge 
into an opportunity. In 1965, while volunteer-
ing to collect donations for a community dining 
room, van Hengel learned of local grocery stores 
disposing of food because the packaging was 
either damaged or near expiration. Equipped 
with this knowledge, he persuaded local grocery 
store managers to donate their edible, but tech-
nically unsalable, food to St. Vincent de Paul 

where he volunteered. After the Church began 
to receive more food than the dining room could 
use, van Hengel decided to approach St Mary’s 
Basilica, a larger, centrally located Church, to 
help him collect and to provide additional food 
supplies at no extra cost for social service agen-
cies all across the area. The response from St. 
Mary’s was $3,000 and an abandoned build-
ing.  Thus, the first food bank was established in 
Phoenix, Arizona. 

Van Hengel went on to establish America’s 
Second Harvest in 1976, which would later 
become the Feeding America national network. 
Today, it is the nation’s largest domestic hunger-
relief organization, supporting a network of over 
200 local food banks. Together, this network of 
food banks feeds 37 million Americans annu-
ally. Van Hengel changed the way the world 
looks at hunger and its relief, expanding efforts 
across the world, including here at Feeding 
America’s Second Harvest Food Bank of Central 
Florida (SHFB), where I have served as CEO for 
the past eight years. 

THE DESIGN OF A FOOD BANK

Food bank operations involve complex, time-
sensitive processes for the distribution of food 
supplies. Given the great demand for food bank 
services, imagine if all the individual agen-
cies in Central Florida such as emergency food 
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“SHFB utilizes  
innovative programs 
and processes to  
distribute over  
30 million pounds of 
food each year to  
over 500 agencies in 
Central Florida.”  
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pantries, shelters, soup kitchens, and schools 
attempted to provide meals on their own. With 
multiple small agencies working toward the 
same goals many would undoubtedly face ineffi-
ciencies in the coordination of supplies, financial 
resources, and volunteers. Networks for collec-
tion and distribution would be less effective, 
and economies of scale might not be leveraged 
as efficiently. There would be little chance for 
equitable distribution to occur and many more 
individuals would be left hungry. 

In the design considerations for each of 
SHFB’s programs and operations is maximiz-
ing the ability for our local agencies to feed 
more people. Our system fulfills a huge need 
for programs and agencies of all sizes—it is a 
demanding job 365 days a year. SHFB utilizes 
innovative programs and processes to distribute 
over 30 million pounds of food each year to over 
500 agencies in Central Florida.  We serve as 
a distribution center that solicits, collects and 
redistributes food to agencies, organizations 
and charities that in turn, provide food supplies 
and meals to individuals who would otherwise 
go without. In addition to securing food, SHFB 
acquires funding necessary to maximize service 
throughout the supply chain—from obtaining 
food contributions, to coordinating its distribu-
tion, from delivering it to agencies, to placing a 
meal in front of a hungry person or family. 

JOURNEY FROM AD DESIGNER TO  
FOOD BANK CEO

My background before becoming involved 
with food banks was design. I was a designer 
in Miami working for large advertising firms. 
I realize that at least a few people may wonder 
how a painter, photographer, and passionate 
designer could possibly have become CEO of a 
food bank. In the 1980’s, a persistent friend—
you know the type who continuously twists your 
arm about something they know you will abso-
lutely love if you give it a chance, kept suggest-
ing that I join him as a volunteer at The Daily 
Bread Food Bank (now called Feeding South 
Florida). After being asked three times, my bla-
tant “No, I don’t know anything about hunger 
and I’m really not interested,” just wouldn’t 
suffice.  Eventually, I agreed, and I am grateful 

that I did, although at the time I was unsure 
about my decision. During my first board 
meeting, I was enlightened by the phenomenal 
conversations and passion of the people at the 

table—a judge, a CPA, and a variety of promi-
nent business leaders in the area. As inspiring as 
the board members were, I was concerned that 
I couldn’t offer as valuable a contribution as the 
business and law professionals who comprised 
this incredible group. After all, I believed at the 
time, I was merely a designer. 

After three board meetings and a few months 
time, it hit me. I finally realized the value that 
I could add to the organization as a designer; 
I could increase awareness about the food 
bank through the design of a marketing plan. 
I believed that the food bank had a powerful 
story and huge potential. After all of my experi-
ence in advertising, I was still looking for that 
unique selling proposition that really stood out 
from the competition, and here it was! There I 
began by designing a point of sale promotion 
for a supermarket chain that yielded $300,000 
dollars in the first year for the food bank—a 
phenomenal success! The success of that cam-
paign validated the benefits of good design, and 
gave me the confidence to continue contributing 
my design talent and experience for the benefit 
of the food bank as a board member. 

In 1992, the Director of The Daily Bread 
Food Bank resigned a few weeks after Hurri-
cane Andrew hit. The storm devastated the area 

“I finally realized the 
value that I could add 
to the organization  
as a designer; I could 
increase the food 
bank’s awareness 
through the design of 
a marketing plan. 
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CATALYST Insight
All good design starts 
with relationships. No 
matter if it is visual, 
personal or societal. 
Connectedness is at 
the core of a civilized 
society.

of South Florida and set the organization into a 
mode of crisis management that we had never 
known. The Chair of the Board called me in to 
an emergency meeting to discuss how to main-
tain current operations while increasing efforts 
to meet the new demands for disaster relief. I 
was asked to step in as the Director, temporar-
ily. This occurred 20 years ago, and I continued 
to serve there for several years as the Director. I 
have been working in food banks ever since. 

My experience in the food bank industry has 
been quite fortuitous, with opportunities aris-
ing at key points in my life. Several years into 
my role in South Florida, I was elected to serve 
on the National Board of Directors for Feed-
ing America, where I had an active leadership 
position with the State of Florida and along the 
East Coast. Later, I became the Vice President 
of Business Development at Feeding America’s 
national headquarters in Chicago. My team 
was responsible for all product donations and 
relationships within the national food industry. 
Together, we designed a program that consis-
tently took in over 450 million pounds of food 
donations annually.

 After working in Chicago a few years, a dear 
colleague alerted me of the desperate need at a 
Feeding America Central Florida affiliate. The 
food bank was going through drastic organiza-
tional changes and was in need of new leader-
ship. In learning about the food bank and its 
operations, I had a moment of déjà vu. I was 
reminded of my early experiences as a new addi-
tion in the food bank world. This organization 
was admirable and inspiring. It had significant 
potential to impact hunger in their community. 
I also recognized the opportunity for design 
strategy to play a role in their operations. Dur-
ing an interview for the job, I told them, “If 
you’re looking to continue on as you are now, 

and maintain the status quo, I’m not your guy. 
If you’re interested in change and pushing the 
envelope, I would love to bring you my vision 
and design strategy.” SHFB hired me nearly 
eight years ago. 

EMBRACING UNCERTAINTY IN TIMES OF 
TRANSITION OR CRISIS

My strategy was bold for a local operation that 
was still working through a leadership transi-
tion. They had four trucks, a very modest build-
ing and a few dozen staff. As I carefully learned 
SHFB’s strengths and opportunities, I found 
that it functioned in a very vertically-linear 
fashion that inhibited creativity. Addition-
ally, while engaging with staff and proposing 
they create action plans, many seemed almost 
paralyzed because they were not used to mak-
ing major decisions. This was a great staff, in 
need of support for transition. My goal was to 
empower them to make decisions and to shift 
the culture and design of SHFB to be more 
inclusive and horizontally-structured, a big 
change for the organization.

By my 31st day as CEO in 2004, four hur-
ricanes had hit Central Florida in one season.  
I experienced yet another moment of déjà vu, 
reminding me of the disaster relief mode that 
seized The Daily Food Bank after Hurricane 
Andrew twelve years prior. The aftermath of 
the hurricanes rallied the staff and volunteers 
at SHFB. It was incredible! SHFB stepped 
outside of the transition mode we were 
experiencing, and we were thrust together as 
a dream team of sorts. We worked through 
the crisis to provide critically-needed food 
and water to the victims of the storms. The 
sense of urgency bonded the team, brought us 
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together in a state of uncertainty and brought 
out the character I knew was innate in the 
amazing individuals at SHFB. 

LEADING BY DESIGN

Our mission is not about food, it is about 
people. We operate with an understanding that 
food is about so much more than just filling 
the belly. Nothing gives me more joy than to 
walk down the halls of the food bank and hear 
meetings where teams are collaborating, solving 
problems, and exploring opportunities. Today, 
I am proud to find them empowered to make 
decisions as a team, understanding that each of 
them is integral to the success of the organiza-

tion. From the management staff, to our truck 
drivers, to our volunteers, they are all ambas-
sadors. I attribute my personal growth and our 
organizational growth to the most amazing 
group of people I have ever known, the mem-
bers of Feeding America. A creative, passionate 
group of optimists who support each other, we 
share successes, best practices, and life’s lessons. 
It is very much a ‘food bank family.’ 

In addition to the wellbeing of our staff, 
maintaining financial sustainability is critical to 
a nonprofit organization’s mission; it is required 
to keep the public’s trust as well. I have come 

to believe that nonprofit organizations can do 
more to generate a return on investment (ROI), 
a return on community investment. Author 
Tom Ralser states—“Economic models can be 
applied to measuring even the ‘soft’ part of the 
nonprofit sector.” SHFB expresses its current 
capital campaign in terms of offering a 1400% 
ROI and we are constantly seeking out ways 
to express this value to the community. SHFB 
works diligently to explain the efficiency and 
cost-effectiveness of our system, in which every 
$1 dollar donated, generates $9 dollars worth 
of food served. It goes to show that it is not only 
important what a nonprofit does but also how 
they do it.

Being able to leverage my design background 
and creativity has been invaluable in business. 
It allows me to always think outside of the box 
and to always challenge the status quo. In that 
regard, business is contiguous with design. In 
both, it is important to bring together comple-
mentary players, even opposites. People with 
specialized skills are necessary, as are clear 
channels of communication and a strategy. 
What I have learned is that all good design 
starts with relationships. No matter if it is 
visual, personal or societal. Connectedness is at 
the core of a civilized society.  Our constituents, 
many of whom have little or no income, have 
minimal presence in the halls of power. Our 
relationship with them is of great value when we 
have the opportunity to share their stories and 
represent their point of view. That camaraderie 
fosters compassion and empathy, values that 
have guided me to where I am today. 

As demand for food bank services contin-
ues to grow, we must continue to seek creative 
and innovative ways to deliver services and 
earn surplus revenue that can be put back into 
the organization to aid our mission. So while 
SHFB has so much to be proud of in the past 
years, we are now challenged to boost our 
efforts. In this time of economic difficulties, 
we must raise $15 million dollars to increase 
capacity and expand operations. Our vision is 
crystal clear—a hunger-free Central Florida 
inspires and drives us. As we face staggering 
levels of food insecurity, SHFB is up to the 
challenge to do even more to be transformative 
in bringing positive social change to Central 
Florida and alleviate hunger.

CATALYST Insight
Mobilizing leaders 
and communities by 
creating visibility for 
the problem of hunger 
and poverty is critical 
to finding holistic and 
viable solutions.
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catalyst strategIc desIgn revIeW focuses on the consequences of design. Our cur-
rent ways of doing business were designed to allow firms to externalize certain costs. 
There are costs of doing business that are not paid by the business. Economists call these 
costs externalities—the cost a business incurs but does not have to pay. But there is a 
consequence to externalizing costs. For example, externalizing the cost of pollution and 
large-scale layoffs transfers the ecological and social costs to society. Designing externali-
ties out of their cost of doing business allows companies to ignore the reality of resource 
interdependence. We all depend on clean air and on economies that create jobs. 

Executive Summary
In today’s typical large public corporation where ownership is often far removed from operations, the guiding philosophy may 
be summed up as: “Follow the letter of the law, but by all means, maximize profits.” Thus, today’s publicly traded corporation 
sometimes sacrifices long-term good for short term gains, with the kind of results that have led to scandals and massive bailouts 
driving many Americans to Occupy Wall Street gatherings. The good news, family business consultant Greg McCann says, is that 
family-owned enterprises like Bird Technologies Group have found ways to incorporate concepts like interdependency, community 
and sustainability into a business management model. He suggests that same kind of thinking could be designed into the large 
public corporation.

 Business  
 Family Style
The Economic Value of Thinking like a  
Family-Owned Enterprise 
BY GREG MCCANN



Strategy  
in Action

>> Align 
values to empower 
management and 

decentralize decision 
making

>> Acknowledge 
the principle of inter-

dependency 

>> Connect 
with all stakehold-
ers for an accurate 

shared-value analysis 

>> Analyze 
short-term profitability 

versus long-term risk 
for the company 

>> Align 
value with strategy; it 

nourishes customer 
loyalty and trust

.
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FAMILY BUSINESSES are not perfect, but 
they are usually more fully aware of the conse-
quences that their actions have on the com-
munities in which they do business. They are 
more likely to breathe the same air as their 
community stakeholders or to encounter laid off 
employees at a Little League game. So, what can 
we learn about business design from examin-
ing the family enterprise? As we will see, family 
enterprise is a major creator of economic value. 

The national advocacy group, Family Enter-
prise USA, says family enterprise reflects the 
country’s typical businesses, constituting up 
to 90% of American companies and about one 
third of the Fortune 500. Family enterprises 
employ about half the US workforce, produce 
about half the Gross National Product (GNP), 
and will likely generate more than 75% of the 
new jobs that will lead us out of this recession. 
A business is considered a family enterprise 
when two or more members of a family exercise 
significant control over it; the term includes 
both for-profit and nonprofit entities. If man-
aged well, the “family factor,” management’s 
commitment to family and the family’s com-
mitment to the enterprise, creates a strategic 
alignment with shareholder value. In this way, 
family enterprise is designed to emphasize the 
human element of business. 

Of course, not all family businesses are 
model enterprises, but they are all designed to 
encourage their leaders to think of a family of 
stakeholders with long-term interests rather 
than an anonymous mix of shareholders com-
mitted until share price drops. The company 
is more likely to plan for the long term, use 
capital more patiently, and to invest in longer 
term development and retention of employees. 
Such companies tend to be governed by people 
with an interest in the long-term viability of 
the business and who take factors like history 
and legacy into consideration. When the fam-
ily’s involvement is intentionally considered in 
the operating design, a family business is likely 
to incorporate values-based decision making. 
Family businesses are designed to encourage a 
focus on how to create economic value within 
the values framework of the family. The family-
owned business model may suggest what 
is too often missing from the design of the 
large publicly traded firms—defining the link 

between ownership’s values, management’s 
decisions and the consequences not only to 
the company’s shareholders, but also to other 
stakeholders like employees, suppliers and the 
community over time.

Although some well-managed large pub-
licly traded companies attempt to do this, it 
seems the inherent structure of these larger 
firms makes it harder to translate what society 
values into the goals and metrics of manage-
ment. Designing externalities out without 
designing a family stewardship model in does 
not encourage a balanced approach to creating 
economic, social and environmental value. It 
overweighs the creation of economic value.

What if all business was designed to encour-
age the creation of robust and lasting economic 
value for an interdependent world in which the 
human family might be expected to thrive? 

BIRD TECHNOLOGIES GROUP:  
A FAMILY AFFAIR 

Bird Technologies Group (“Bird”), a global 
supplier of radio frequency products, has been 
owned by one family for three generations. The 
company’s operating strategy points out some 
important differences between the structure of 
a family enterprise and that of the typical large 
publicly traded firm, and it reinforces something 
that research suggests—that big business could 
benefit from incorporating some key elements 
inherent in the design of family enterprises. 

For Bird, it starts with leadership. Bird’s 
owners and directors see the role of the CEO 
differently from than that of a publicly traded 
company— their job, as they see it, is not just 
to reap copious short-term profits, but to 
preserve a family-owned business so that it 
will be viable for generations to come. In this 
case, that includes protecting and integrating 
the family’s key values into business actions. 
Six years ago, CEO Mark Johnson and an 
insightful advisor, Keith Vanderburg began an 
initiative to incorporate the owners’ values into 
the company’s business operations They began 
to formalize values-driven practices that were 
already ingrained into company culture. 

As a result, along with typical bottom-line 
profitability objectives, Bird managers were 

BUSINESS, FAMILY ST YLE
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specifically asked to incorporate three key 
relationships into their decision making: the 
relationships with employees (the company 
calls them associates), the relationships with 
customers and those with suppliers. They 
were also asked to focus on innovation, which 
also became programmed into the corporate 
objectives. Valuing people and valuing learn-
ing was designed in. According to Johnson, “In 
our view, to be a sustainable business you need 
to continuously improve not just products and 
services but business models, processes and cus-
tomer experiences as well.” Ultimately, the goal 
for Bird Technologies Group is to add customer 
value and to develop innovations that can range 
from extensions of products and services, to 
larger efforts that improve the company’s best 
business practices and operations. Thus, the 
values held by the family became a new starting 
point for defining the values for the company. 
These values are now cornerstones that guide 
management’s decisions, reporting, and assess-
ment of performance. As CEO Mark Johnson 
described it, “We can operate more effectively 
knowing what’s considered out of bounds 
and where the goal line is.” By including these 
principles and values in the employee handbook, 
the company fosters inclusion of its employees.  
“We want each associate to think they are part 
of the business—to feel connected to the higher 
purpose” of what the company is trying to 
accomplish and how Bird wants to be viewed 
by customers and other stakeholders. This 
leads to fewer turf wars and less “silo thinking,” 
Johnson says, since everyone is committed to 
the big picture. 

Contrast that relationship-based and 
interdependency-aware philosophy with 
Milton Friedman’s, or, more recently, that of 
Albert J. “Chainsaw Al” Dunlap, the business 
leader famous for his ruthlessness. Dunlap has 
proudly asserted that management’s only job 
is to follow the law and maximize profits for 
the shareholders. This perspective ignores the 
interdependency of the various stakeholders 
and the shareholders and the importance of 
relationships over time. 

In both family-owned businesses and large 
publicly-traded corporations, ownership is in 
the hands of shareholders. However, there is 
a fundamental difference between the design 

of a privately-held family business and a large, 
publicly-traded business. In publicly traded 
business, company shareholders hold retire-
ment funds and other financial investments, 
which are focused on risk and rate of return. 
More often than not, management is required 
to ensure that quarterly returns on shareholder 
investment are competitive with the other firms 
in that industry or the market overall. There is a 
big flaw in that design. While it may be bet-
ter for the short-term bottom line, it ignores a 

simple fact—while we may be shareholders in a 
handful of corporations; we are stakeholders in 
a much larger number and in a shared world. 

The strong link between ownership and 
management in a family enterprise, especially 
a private one, means owners can more effec-
tively manifest their values in the operation if 
those values are made explicit and are designed 
into the business strategy. Thus manage-
ment is empowered to act with those values in 
mind and to report on how it is delivering on 
these values. The short term is important but 
sustaining the business over the long term is 
essential. Short-term profit seeking may actu-
ally interfere with long-term viability.

At Bird, management reports to the owners 
twice each year, not only on its profitability, but 
also about the company’s performance in other 
areas. So while the company’s profit margin is 
a consideration, management also has to report 

“It reinforces some-
thing that research 
suggests—that  
big business could  
benefit from incor-
porating some key 
elements inherent in 
the design of family 
enterprises.”

BUSINESS, FAMILY ST YLE



CATALYST Insight
The Family Business 
Management Model 
approach enables a 
new framework for 
comprehensive value 
creation: it widens the 
scope to appreciate 
the interdependency  
of different actors.  
Therefore, it enables 
the detection of  
new profitable and 
sustainable opportuni-
ties for the long  
term, even multi- 
generational, without 
compromising the 
company’s core values. 
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on key performance indicators and metrics 
related to employee turnover, how well the com-
pany served its customers, whether its suppliers 
are paid on time, and how well the company 
stays on the edge of innovation. Management 
issues a report detailing how management’s 
business decisions were made in alignment with 
the family’s focus on the values of relationships 
and innovation.

The metrics acknowledge both the internal 
and external interdependency of Bird with not 
only its employees but also with people outside 
the business. This is not just a feel-good nod 
toward ethics for PR’s sake, Johnson says: 
“It’s good business, even when it may not be 
immediately felt on the bottom line.” Incor-
porating the family’s broader values regarding 
relationships and innovation into the design of 
the company not only empowers management 
and employees to work towards a higher pur-
pose, but it also acknowledges the principle of 
interdependency, both within the company and 
between the company and its environment.

STANDING BY VALUES

Suppose an opportunity to turn a quick buck, 
or a lot of quick bucks came along. Suppose 
that opportunity was sure to be highly prof-
itable for family-owned Bird Technologies 
Group but not in keeping with Bird’s values 
on relationships and innovation. And sup-
pose along with the substantial rewards came 
potential long-range harmful consequences for 
Bird’s industry and operating environment. In 
other words, what if this was the electronics 
industry’s answer to the credit default swap? 
The financial industry seized upon credit 
default swaps as an opportunity to seize profit. 
The consequence of that decision has been 
largely “externalized” to citizens and govern-
ments worldwide. Would Bird Technologies 
Group CEO Mark Johnson turn down an 
opportunity like that? And if so, would the 
company’s owners back his decision?

“Absolutely,” Johnson says. “I’ll give you 
an example. We decided to end a relationship 
with a customer whose values didn’t align with 
ours. It cost us substantial revenue, which we 
would need to replace. But we knew the own-

ers would support us.” In an economic climate 
where companies are encouraged to maximize 
short-term profits regardless of the risk and 
the potential damage to the operating environ-
ment involved, a company like Bird offers a 
refreshing contrast. 

CATALYZING CHANGE

No design is perfect, few are meant to last for-
ever, and all require implementation consistent 
with design intent. The publicly-traded firm 
is a great design. It allows for the aggregation 
of capital from diverse investor groups and 
enables the use of that capital in ways that 
limit risks to those investors. We need designs 
like this to gather and deploy capital espe-
cially for large and risky ventures. But most of 
human endeavor is less large and should argu-
ably be less risky. 

In a way, the family of man owns all enterprise 
activity. We generate it and staff it and take our 
living and our daily bread from it. The idea that 
a business model can legitimize decisions that 
impact the human family and its habitat needs 
to be re-examined. The consequence of business 
needs to be internalized into the cost structure 
and the decision making of all businesses. 

Family-owned business, at its best, knows 
this. Family enterprise is not perfect. It is filled 
with the dynamic tension that characterizes 
most families. But, it is one place to look for how 
to re-imagine an enterprise where values are at 
the core of strategy and relationships are built 
for the long run. And, it is a much larger part of 
our global economic market than we sometimes 
think when we read the business press.

So, if you are thinking of running your own 
family business, design it to reflect what you 
value. Our enterprise is literally what we do in 
the world—how we express ourselves. It might 
be wise to consider what you are reflecting 
in the design of your business. Many new 
business forms are emerging B-Corps, social 
ventures and social businesses among them. 
But, even within the more traditional models 
there is much to be learned from family owned 
enterprise about how to balance a bottom line 
orientation with a triple bottom line emphasis 
on profit, people and planet. 
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catalyst edItors Paola Ladino and Mala Parikh sat down with 
Ana Maria Duran Calisto, a Director and Founding member of 
SAP, to learn more about the urbanization process in the Amazon, 
the impact of infrastructure integration in South America, and the 
forces shaping contemporary Latin American design practices. 

Executive Summary
“The South America Project (SAP)”, is a research network of Latin American architects and academ-
ics who actively endorse the role of strategic design within the rapidly transforming geographies of 
the South American Continent. 

From the 17th-century silver mines to Brazil’s recent oil and soybean boom, the economy in South 
America has been fueled by the extraction of natural resources from the Earth. Currently a program 
called The Initiative for the Integration of the Regional Infrastructure of South America (IIRSA) is an 
83 billion dollar effort by many South American nations to integrate neighbors’ economies and open 
the continent’s hinterlands to drilling, mining, and industrial agriculture. For example, the construc-
tion of highways has been initiated for shipping soybeans to China resulting in the destruction of 75% 
of Amazonian forest within a 30-mile radius. In response to these types of developments, the goal of 
the SAP is to employ the use of strategic design to find alternative solutions to more comprehensive 
models of urbanization.  

Extraction 
Economy
How strategic design can preserve natural resources 
and transform Latin American economies 
BY PAOLA LADINO AND MALA PARIKH WITH ANA MARIA DURAN CALISTO
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SLOW MONEY: A RADICAL REDESIGN OF INVESTING FOR THE 21ST CENTURYE XTRACTION ECONOMY



Strategy  
in Action

>> Add  
value and diversify the 
economy to surpass 
extraction economies, 
seeking an autono-
mous and indepen-
dent economy.

>> Create  
networks to exchange 
knowledge and estab-
lish bonds within Latin 
America, taking the 
region in a new direc-
tion beyond global 
market demands.

>> Develop  
regional markets 
and strong cultural 
networks in order to 
overcome a true post-
colonialism condition.
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CATALYST: Your work is based on an under-
standing of the consequences of South 
America’s role in the global market, how do 
you see this role changing today?
Ana Maria Duran: First we need to change the 
very passive role we have been playing since 
the conquest and colonization of Latin Amer-
ica by Spain. Latin America has provided the 
raw materials that were needed to support 
the process of industrialization in England 
and in the United States.  For example, the 
whole Amazon developed an industrial rub-
ber extraction process because rubber was 
needed to make tires. Then when the indus-
trial rubber process was developed in Asia, 
the market in South America collapsed.

Today, South America serves the needs 
and interest of companies. Just as once the 
United Fruit Company created monocul-

ture farming as a form of extraction in Latin 
America, now the same pressure for mono-
culture production is coming from China.  
We are satisfying the need for export of raw 
materials and threatening our own resource 
base. Once again, we are not investing in 
technology or education. We are serving the 
needs of others, but we also need to serve the 

needs of our own people. 
Each day our newspaper headlines are evi-

dence of this conflict that is both historical 
and current. They describe mining of gold, 
copper and lithium as well as water neces-
sary for agriculture and energy. Due to oil 
extraction, the whole Peruvian and Boliv-
ian Amazon is being sold in blocks, and the 
Ecuadorian Amazon is already lost.  It is a 
pity that neighboring countries are making 
the same mistakes; if you analyze the terri-
tory, you see the same pattern in Argentina, 
Chile, and Brazil. 

Finding new revenue opportunities from 
manufacturing and industry that do not 
involve resource extraction is what countries 
should be focusing on to build healthy, sus-
tainable economies in South America. One 
of the reasons that we created SAP is that 
with design we can contribute to this process 
and help to achieve this goal. By rethinking 
our economies and the way we structure our 
territories, we can reshape and increase our 
value within the global community in the 
short and long term. One of the reasons we 
created SAP is that we believe in design.     
CATALYST: You often write about South 
America as the perfect test model for green 
infrastructure and sustainable cities, can 
you explain why? 
AMD: South America is developing right 
now. We can follow the industrial model that 
China is following, and build infrastructure 
that only has one function, like large hydro-
electric plants. Or, if we are smart, we can 
take this as an opportunity to develop alter-
natives. We can develop infrastructure that 
is low impact in terms of energy and water 
resources.  We could even rethink concepts 
like highways. For example, do highways in 
the Amazon have to be made from asphalt? 
Instead of roads on the ground, we could 
envision a new approach to surface area. We 
could imagine, what our highways would look 
like if we incorporated the use of suspension 
mechanisms?

 It is important to learn from other coun-
tries. Many minds need to be engaged in 
rethinking the development of South America, 
and the new generation needs to be involved in 
rethinking our future. The way South America 

“Finding new revenue 
opportunities from 
manufacturing and 
industry that do 
not involve resource 
extraction is what 
countries should be 
focusing on to build 
healthy, sustainable 
economies in  
South America.”
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has been defining development is not neces-
sarily sustainable development. Development 
is not sustainable if it increases poverty and 
environmental degradation. 
CATALYST: Many people do not have an 
understanding of the impact of economies 
of extraction in Latin America. Can you 
explain what this means? 
AMD: The patterns are not the same from 
country to country.  For example, Chile has 
an economy that is largely developed, and 
they have been successful in lessening their 
dependence on the copper industry. Ecuador, 
where I am from, is less of a success story. My 
country is highly dependent on the oil from 
the Amazon basin. The oil industry makes 
up almost 70% of our GDP, and even still, a 
large amount of our population lives in pov-
erty and does not have access to education or 
healthcare. The economic value that Ecua-
dor has received from oil has not been fairly 
distributed throughout the population. This 
problem tends to be very common. The same 
situation is true for Venezuela, a country ten 
times the size of Ecuador. Both countries are 
dependent on oil, and in both countries, oil 
has led to centralized power and centralized 
control of resources.  

We should also look at the case of Brazil, 
which has a totally different pattern of devel-
opment. The former Brazilian president, 
Lula, was able to channel the resources of 
extraction because Brazil is building a soy-
bean monoculture. For Brazil, rapid growth 
presents a different set of problems, like an 
ever increasing deforestation. However, in 
Brazil, they have also managed to improve 
the quality of life for many Brazilian citizens 
by investing in education and public health 
care.  In addition, Brazil has managed 
to diversify its economy by increasing its 
manufacturing industry, unlike other South 
American countries.

Colombia is a particularly fascinating case. 
Since the Amazon in Colombia includes the 
presence of the guerilla force, oil companies 
would rather not get involved. Ironically, 
this has saved the Colombian Amazon, and 
prevented big companies from extracting oil 
from the Colombian Amazon basin. Colom-
bia is also becoming a cultural leader in South 

America, and we are really looking to Colom-
bia as a model for urban development. Medel-
lin’s urban and economic development is a 
good example. I think Colombia, Chile and 
Brazil are playing important roles in the way 
we are looking at South America as a whole. 
CATALYST:  What kind of solution do you see 
as a way to balance macroeconomic forces, 
urbanization, social wellness, and the con-
servation of natural resources?
AMD: If speaking specifically about the Ama-
zon, I have to say I do not believe that pure 
natural resource conservation is the way to 
go; conservation alone would not allow us 
to compete economically. Instead, it would 
be more strategic for us to focus on manag-
ing the Amazon’s resources in a sustainable 
way.  We have to be creative and think “out-
side–the–box” when it comes to our efforts to 
make the Amazon more productive. Again 
we need to ask ourselves – how can we pre-
serve the Amazon as a productive landscape 
that creates economic gain and preserves the 
environment? 

Additionally, part of Latin America’s cur-
rent economic landscape, is the high value of 
soil and lumber. The pay-out for these two 
resources is so enticing that people do not care 
about the bigger picture, and deforestation 
continues to destroy the Amazon. We need to 
help people find other sources for generating 
income. This could be achieved through an 
increase in development from many differ-
ent types of industries such as medicine and 
organic food and fruit. The goal here is sim-
ple– create economic gain and cultural pro-
ductivity without destroying our eco-system. 
CATALYST: Can you talk about the work that 
SAP is proposing to do with IIRSA?
AMD: SAP strongly believes that integrating 
design with economics, politics, cultural and 
industrial development is the best way for us 
to achieve a true postcolonial condition for 
South America.  Part of this postcolonial 
condition depends on our ability to develop 
regional markets, strong cultural networks 
within the region, and extensive networks 
of people, capital, goods, and ultimately 
knowledge.  

Therefore SAP is looking to work within 
the structure of IIRSA. We aim to work with 

Ana Maria  
Duran Calisto
Ecuadorian architect, 

researcher, educator and 
writer. She co-funded the 
design firm Estudio A0 in 

2002, with her partner 
Jaskran (Jazz) Singh 
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them and with their proposals. For example, 
they want transatlantic corridors, and we 
agree. We need to create the infrastructure for 
someone from Montevideo to travel within a 
reasonable amount of time to Quito’s moun-
tainous regions, and then be able to trade 
effectively. And, it is a goal of SAP to design 
a plan for this new infrastructure in a strate-
gic and well-designed way that preserves the 
integrity of the eco-system. 

The problem I see with IIRSA right now, 
and many people have the same fear, is that 
they are simply creating corridors that open 
up routes to the Pacific in order to export 
materials to China, whether they are agri-
cultural materials like soybeans or miner-
als.  They are investing billions of dollars in 
building larger infrastructures, many times 
at the cost of greater international debt and 
environmental destruction. If this is the 
case, IIRSA will not take Latin America to 
that postcolonial condition of autonomy and 

independence.  However, if they work with 
designers like us, together we can create a 
sustainable and effective network of exchange 
throughout Latin America and the world. A 
network that strengthens our bonds and our 
ties and creates unity is key to Latin America 
becoming more autonomous and less subser-
vient to the needs of the global market. 
CATALYST: Can you tell us more about 
the IIRSA and why you think it is not well 
known in Latin America or internationally?
AMD: That is an interesting question; I am 
not sure how they have managed to stay out 
of the public’s view. They started in 2000, 
but it was not until 2007 when I became 
aware of their existence. It is a massive con-
tinental project, and it has major implica-
tions in terms of our destiny as a continent. I 
actually discovered IIRSA through a conver-
sation I was having about architecture and 
design. I was talking to the former Minister 
of Environment, a wonderful Ecuadorian 
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woman named Yolanda Kakabadse Navarro 
in New York. I was telling her that I was 
very interested in the relationships between 
infrastructure and landscapes, territory and 
architecture, and architectural paradigms. 
She said, “You must be super interested in 
IIRSA?” My response was, “what is IIRSA?”  
She then directed me to their webpage, 
where I easily found all of their information. 
Thus far, most of this information is pro-
vided through informal sources. In regards 
to IIRSA you barely read about it in news-
papers; you barely read about it in formal 
media. In 2000 the lack of formal informa-
tion was understandable. It was just a plan, 
and it did not have a real impact in the ter-
ritory. Now that the plan is actually being 
executed, and conflicts, especially social 
conflicts, are starting to emerge, the lack of 
media coverage is surprising. 

For example, the Brazilian mission of inte-
gration and development is finding a lot of 
resistance in the Andes. This is mainly from 
indigenous cultures that do not want highways 
crossing through their territories. In Bolivia, 
the president, Evo Morales, had to stop one of 
the highways he had agreed to build as part of 
the IIRSA portfolio. You must have seen the 
images in the newspapers of the huge indig-
enous protests that demanded his resignation 
In the beginning he said would stop the proj-
ect for six months, but then he literally had to 
withdraw the project completely otherwise he 
was going to have to leave office. 
CATALYST: Are there prototypes outside of 
South America that inform your work?
AMD: Absolutely! There are other countries 
that have already gone through the stage of 
development that we are currently in, so they 
have more experience than we do. The United 
States for example is in a post-industrial 
period. And I use this example because I think 
now that the Amazon is being proposed as a 
fluvial corridor, we have a lot to learn from 
the Mississippi.  In regards to the Amazon, it 
would be very healthy to connect with design-
ers, politicians and other professionals in New 
Orleans area to have a dialogue about the 
Amazon. The same could be said about the 
Ganges, and the Nile. These are all important 
rivers from which we have a lot to learn about 

fluvial corridors and development. 
This type of collaboration is the reason that 

one of our goals is not only to build a network 
in South America, but also to extend that 
network in to the United States, Europe, and 
hopefully Asia. We also have plans to include 
Australia and Africa, but that is further down 
the road. We want to connect with networks 
everywhere, because we strongly believe that 
external feedback is an extremely important 
part of our process.  Considering points of 
view that are external and unfamiliar is one 
of the most insightful ways to gain perspec-
tive. Better projects and better alternatives 
can emerge when you are able to engage in 

dialogues that are transcontinental. 
CATALYST: Designers are often left out of 
the development conversation, can you 
talk about the danger of this and if you see 
an opportunity for designers to be a part of 
the process? 
AMD: If you visit Latin American universi-
ties, or at least the universities in Ecuador, 
and you ask students to design an infrastruc-
ture, they will usually respond by saying, 
“that is not architecture.” If you want them 
to do something with a territorial vision or if 
you ask them to bring landscape architecture 
into account, again they will respond with, 
“Well that is not architecture.” When I hear 
this same response over and over I think to 
myself, “What are we doing to architecture?” 
We are shrinking it to nothing. Then we com-

“ Many minds need  
to be engaged  
in rethinking the  
development of South 
America, and the 
new generation needs 
to be involved in 
rethinking our future.”

Strategy  
in Action

>> Design 
new processes that 
rethink economies 

and redesign territo-
ries that can achieve 

long-term competitive 
advantage.

>> Rethink  
development and 

progress concepts, 
addressing poverty 
and environmental 

degradation.

>> Make  
territories economi-

cally viable and envi-
ronmentally sound.

>> Create  
multidisciplinary 

teams and put design 
tools and knowledge 

in the service of what 
you believe, whether 

is social concerns 
or environmental 

concerns. 
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plain that everyone thinks designers are irrel-
evant and that our only purpose is to decorate 
at different scales– an apartment, a house, a 
city. I think that this is a shame.  

With Latin America in this somewhat frag-
ile state of development it is a pity that design 
is being viewed as irrelevant.  I think it is vital 
for us to bring design back into the conversa-
tion, and many people are talking about this. 
People are disturbed by the ugliness of the 
landscapes in the Amazon right now.  It has 
been destroyed, and the deterioration is just 
part of the threat of an unhealthy and unsus-
tainable future.  We need to consider aesthet-
ics, but we also need to involve the economy, 
social factors, and politics. Strategic design 
needs to be part of the conversation because 
designers have a lot to contribute.  

Designers have neglected the importance 
of their role. Designers are always talking 
amongst themselves, therefore, their amazing 
ideas remain on paper, in a book, or within 
a discussion that never reaches the outside 
world. Latin America is an excellent example 
of this point. This continent keeps building 
itself through the lens of economy, politics, 
and engineering, but has yet to consider the 
benefits that design can provide when com-
bined with any or all of those areas. 

This is unfortunate because designers have 
a different way of approaching a problem, 
and  can contribute a significant amount of 
value that others are not able to provide. As 
designers, it is our duty to apply our under-
standing of economies, cultures, and social 
agendas through design. That is our task and 
we shouldn’t abandon it, but instead put it 
into the service we believe in. For me the big 
eye opener as an architect happened when I 
came across a book by Ian McHarg, Design 
with Nature. This book ignited my interest 
in landscape architecture, which I had never 
formally studied.  

In his book, McHarq demonstrated that 
it was possible to influence the political, eco-
nomic and engineering decisions associated 
with the building of highways. He had tools 
for identifying the value that these highways 
provided in different ways including, histori-
cal, environmental, cultural and economic. 
I thought, “wow.” For those of us living in 

South America this seems impossible. In the 
way we are educated in architecture, we are 
not taught to believe that we can influence 
decisions at that level, but of course we can. 
And we can do it with the tools of design. 
When we fully understand that there is an 
economy involved, cultures involved and a 
social agenda involved, we can apply this 
understanding and use the full value of stra-
tegic design. We have tools like mapping and 
ethnography, using them is our strength and 
our duty. 
CATALYST: What kind of information do 
designers need to complete their education? 
AMD: I would say do not abandon design, 
instead apply it to the service you believe 
in. If you have social concerns, if you have 
environmental concerns, use the skills you 
have as a designer to the address your con-
cerns. But do not abandon design. Don’t 
try to be social scientists or economists, it’s 
more valuable to learn about each discipline, 
create multidisciplinary groups, and incor-
porate this knowledge into the way that you 
think about design, but do not abandon your 
duty because we really need designers. We 
need designers because they have the abil-
ity to take this collective vision of our future 
and communicate it in a way that every-
one can understand. We need people who 
can draw, project, imagine and visualize a 
better future in a way that everybody can 
understand. Fields, especially in the social 
sciences, are very good at identifying and 
diagnosing problems, but they do not nec-
essarily manage to reach the level of projec-
tion and imagination that architecture does. 
Architects play an incredibly important role 
in the world, because there is an urgent need 
for new visions. Architects are always pro-
jecting, drafting and figuring out how things 
are put together, it becomes a part of how we 
think. Whether it is a space or a highway, or 
a building, or a territory, we cannot help it. 

We need it, we really need it, and that 
will actually empower designers because 
through design, we can provide economists, 
or the president of a country, or the politi-
cian or the engineer with what they cannot 
provide for themselves. The power of design 
lies in design. 

CATALYST Insight
Sustainable  
urbanization is one of 
the major challenges 
in the 21st century.  
It requires trans- 
disciplinary research 
and a design platform 
that can synthesize 
architecture and 
landscape architec-
ture, reorganize the 
infrastructure of 
cities, and transform 
urban planning. It is 
also calls for collabo-
ration with politicians, 
financial institutions, 
local communities, 
engineers, economists 
and scientists, etc. to 
allow designers to 
participate in deci-
sion-making processes 
and exert a positive 
impact on places.  





I selected the Design Management Graduate Program at Pratt Institute because I 
wanted to learn how to design a Triple Bottom Line (TBL). I wanted to design in ways 
that would create economic value, increase equity and enrich our ecosystem. I discov-
ered that designing for a single bottom line is easier, but not necessarily more strategic. 
Since starting this program, “strategic” has become my favorite word, and when it comes 
to business, “strategic design” is what is going to make the difference when creating  
sustainable advantage. Strategic design requires an understanding of the complex and chang-
ing context in which business operates. Designers who are also strategists can help their 
firms profit by profiting people and our wold. Strategic design for business in the 21st 
century will utilize Triple Bottom Line thinking and design it into the strategic intent of 
the firm. This is Triple Bottom Line by Design (TBLD). 

Executive Summary
This case illustrates one example of how triple bottom line by design (TBLD) practices can add economic value, increase equity 
and enliven our ecosystem. It is one example of how to catalyze design-driven change and innovation. It demonstrates that there 
is no necessary “trade- off” between what is important for human health and development and what is important for economic 
development. There is money to be made in meeting human need and in restoring and renewing the biosphere upon which we all 
depend. We can profit by profiting life.
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 Designing 
Change in Chile
Pratt Graduate Design Management program works with professors in 
Chile to develop industries and support economic growth. 
BY REBECCA PAUL WITH DR. MARY MCBRIDE



Strategy  
in Action

>> Dig,  
Discover and debate 
in order to define the 
challenge and turn it 

into an opportunity 

>> Employ   
Strategic design in 
order to make the 

difference when 
creating sustainable 

advantage.

>> Identify 
Opportunities to 

develop industries 
that support a growing 

economy, while 
simultaneously serving 

the population and 
preserving the integrity 

of abundant natural 
resources. 

>> Extract   
Value from the 

defining and  
discovery phases by 
utilizing TBLD tools 

and frameworks.  
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As stated by program chair, Dr. Mary McBride, 
“TBLD is not about ‘greening products,’ but 
rather about creating strategies that are benign 
by design eventuating in products, experiences, 
services and structures that not only generate 
profit, but also support life. TBLD values life, 
and by doing so creates economic value.” 

THE CHILE CHALLENGE:  
TBLD DEVELOPMENT STRATEGIES 

Last spring, in our International Environ-
ment of Business course, we were presented 
with a unique opportunity. We worked with 
Design Management professors at the Univer-
sity of Valparíso (UV) in Chile, and we took a 
strategic look at how Chile could develop local 
industry in the context of a global economy. In 
collaboration with the professors from UV we 
took on the challenge to design tourism devel-
opment strategies that could create economic 
value, increase equity and safeguard the local 
ecology. TBLD became our design brief.  

Our team used the TBLD framework for our 
approach to the Chile Challenge. We focused on 
identifying opportunities to develop industries 
in Chile that would support their growing econ-
omy, while simultaneously serving the Chilean 
population and preserving the integrity of their 
abundant natural resources. 

THE DISCOVERY PHASE 

Strategic design requires toggling back and 
forth between the discovery phase and a tighter 
definitional framework. Although designers 
are comfortable with this process, clients and 
businesses often want us to simply design and 
deliver. When we do that we are not fully using 
the strategic power of design. 

To successfully develop new types of industry 
in any country, city or community, strategists 
need an understanding of regional cultural, envi-
ronmental, political and economic factors. 

When starting this project we knew that our 
limited timeframe would pose challenges. As 
we got deeper into our research we discovered 
that our initial ideas and perceptions were far 
from reality. We continued to dig, discover and 
debate. Finally, we were able to identify specific 
areas of industrial development in Chile that 

also had the cultural elements needed to sup-
port their growth. At times, this process felt 
aimless and frustrating. However, each period 
of frustration was followed with an “Ah-ha” 
moment, where the frustration of the discov-
ery process resulted in a new way of forming or 
defining the challenge. These were the moments 
when we were able to see beyond the problem, a 
potential opportunity. 

DEFINING THE OPPORTUNITY

To create strategic advantage, we must have a 
strategic framework. With this in mind, we 
began by looking not only at Litoral de los 
Poetas, the location our clients were focused on, 
but also at the country of Chile. We looked at its 
history, its economy, and its aspirations. 

We started our process by concentrating on key 
indicators including: Chile’s GDP, demographics 
related to employment rates, economic inequality, 
education, and the population. We explored how 
and why these numbers had changed over the 
past 20 years, and how they compared to other 
nations in both South America and the Organiza-
tion for Economic Co-operation and Development 
(OECD). This evaluation gave us a richer compre-

DESIGNING CHANGE IN CHILE
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hension of the nation’s development and helped us 
to define areas where Chile might use TBLD to 
address their economic challenges.

We discovered that in the last fifty years the 
Chilean government had gone through several 
extreme changes, and that their unique past 
and volatile ecology have shaped the social, 
political, and economic factors responsible 
for the nation’s current status and economic 
growth.  

As of November 2010, Chile was the 
first South American nation to become a 
member of the OECD. It has since com-
mitted to several economic initiatives 
including: 1) improve labor participation by 
creating more and better jobs, and increase 
female contribution to the labor force;   
2) increase public spending on areas such as 
education and targeted poverty programs; 
3) improve economic productivity through 
human capital advancement (education) and 
knowledge capital growth (innovation and 
technology)1. 

The Strategic Value of Equity: Workforce 
Development 

The percent of the working population in Chile 

will increase by 1.6 million people by 2020, and 
this number will continue to grow consistently 
up through 20401. Given this rate of growth in 
the working-age population, while also consid-
ering Chile’s current issue of unemployment, 
the country will need to phase in new workers 
immediately. 

As of 2011, 47 percent of Chilean women 
were working, as compared to an average of 53 
percent across Latin America2. In higher educa-
tion, as of 2002, women had similar attendance 
rates as men, with women at 47.5 percent atten-
dance, compared to men at 52.5 percent2.  Tak-
ing the previous statistics into consideration, we 
identified opportunities for female labor force 
development in Chile. Identifying how to utilize 
this portion of the working population could 
add economic value and increase equity. 

Environment: Natural Resources and the 
Chilean Economy

One third of the Chilean government’s revenue 
comes from its copper industry.1 While the coun-
try will be able to rely on copper to sustain itself 
in the immediate future, the smelting of copper 
ore emits arsenic and carbon monoxide which 
pollutes the air and water, and is harmful to peo-

Rebecca Paul
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ple3. Chile’s focus on extractive industries comes 
at a cost, not only to the environment, but also to 
its economy. When compared with OECD aver-
ages, Chile’s proportion of value added by services 
is lower than most other member countries.1

Economic Value Created Using Triple Bottom 
Line by Design 

Based on this phase of our research we were 
able to determine that Chile would benefit from 
a TBLD strategic approach to economic devel-
opment on the Litoral de los Poetas. In sum-
mary our research determined that:

1) Chile needs to increase employment oppor-
tunities to accommodate the projected increase 
in their working population over the next few 
decades.

2) The female participation in the Chil-
ean labor force is low in comparison to other 
nations in the OECD and South America.  

3) Chile needs to decrease their economic 
dependence on copper. In order to achieve this 
goal they need to develop other industries, such 
as tourism.  

DESIGNING WOMEN IN

The Economic Value of Working Women

Though women were emphasized in the 
OECD goals, further research confirmed 
them as a key-determining factor in Chile’s 
emerging economy. Diversity and inclusion 
can help any country f lourish economically. 
Gender diversity can enhance the bottom 
line in the workplace4. For example, in the 
United States, the increased percentage of 
female participation in the workforce has 
equated to a 25% increase in the country’s 
economy.5 The case for integrating women 
into the labor market is economically evi-
dent.

Our team determined that women’s participa-
tion in the labor market in Chile has the poten-
tial to aid in economic development and poverty 
alleviation. We began the process of designing 
women in.  

Although research demonstrates a relation-
ship between increased female participation in 
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CATALYST Insight
The 4D process of 

discovering, defining, 
design, and delivering, 
is a strategic approach 

to the creation of 
TBLD solutions. 

Designers often find 
themselves working 
within their comfort 

zone of design; clients 
and organizations often 

place their emphasis 
on the delivery phase. 

Designing any program 
to drive economic 

growth, especially on 
an international level, 

requires the time to 
fully understand the 

region, its people and 
its needs, therefore 

toggling back and forth 
between the discovery 
and defining phases is 

necessary. As the Chile 
project demonstrated, 

a viable solution 
cannot be designed 
without a process of 
discovery that leads 
to the definition of a 

legitimate problem in 
need of a solution. 

the workforce and increased GDP, we could not 
find a framework or tool that could assist strate-
gies in identifying obstacles to the integration of 
women. As designers we felt that we could make 
a contribution by developing such a framework. 

We began by examining the female labor 
force in different countries, at different stages 
of economic development.  We identified sev-
eral elements that could potentially increase 
or decrease women’s participation in the labor 
market. These elements must be managed 
as they represent both obstacles and oppor-
tunities. This framework makes them vis-
ible and prioritizes them for consideration. 

DELIVERING TBLD 
DEVELOPMENT STRATEGIES

The diagnostic framework we created can be 
used to focus decision makers on development 
strategies that capitalize on more equitable inte-
gration of women into the work force. It can lead 
decision makers through a process of discovery 
that can help uncover the obstacles to female 
participation in the work force such as:

• cultural attitudes and traditional roles
• access to family planning and child care 
• lack of role models 
• concerns for physical safety and security 
• existing government incentives
• regional goals and trade agreements 

Nicholas Kristof reminds us that women are 
“half the sky.” They represent more than half 
of many populations. If we want a more inclu-
sive and equitable world, we will need to design 
that intention into our decision making frame-
works and our tools. The problem of increasing 
equity and improving women’s lives can be an 
economic opportunity for nations. In every cul-
ture, women care for the needs of  others and 
act as resource stewards. Caring and steward-
ship skills can be leveraged to create economic 
value, to empower and enable, and to enhance 
our world. 
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CONCLUSION 

As we had previously anticipated, our limited 
timeframe hindered our ability to deliver an 
immediately viable and deployable solution 
for developing industry in this region. When 
designing any program to drive economic 
growth, especially on an international level, it is 
important to take the time to fully understand 
the region, its people and its needs. Place based 
research is essential. We knew this and also 
knew that without traveling to Chile to continue 
with our research we could only make prelim-
inary conclusions. Our hope was to develop a 
TBLD framework that could enable strategic 
thinking across regions.

In spite of the constraints of time and geog-
raphy, we were able to discover and validate key 
factors that would need to be designed into any 
Triple Bottom Line by Design strategy.  

This framework that we developed is meant 

to guide strategists through a process of dis-
covery that can lead to development projects 
that design women in. If we want to create eco-
nomic value, equity and enrich environment, 
this level of thinking can enhance already exist-
ing economic models for calculating return on 
development. Triple Bottom Line by Design 
development strategies can reshape economies 
that are more fully representative of a region’s 
demographic riches while safeguarding its social 
and natural capital.

CHILE PROJECT TEAM MEMBERS
Dyanis De Jesus, Jahanzeb Khan, Jennifer 
Laga, & Rebecca Paul
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received $66 billion 
in subsidies.

The big picture is that 
governments are paying 
roughly $1.4 billion per 
day to destabilize the 
earth’s climate.

THE WORLD IS FACING ENVIRONMENTAL CLIMATE 
CHANGE WITH SERIOUS ECONOMIC EFFECTS. NO 
LONGER IS IT POSSIBLE FOR GOVERNMENTS TO 
JUSTIFY THE USE OF SUBSIDIES TO EXPAND THE 
BURNING OF FOSSIL FUELS. 

As an alternative to help stabilize the earth's climate, subsidies can 
be shifted towards "climate-benign" energy sources such as wind, 
solar, and geothermal.

The International Energy Agency projects that 
a phaseout of oil consumption subsidies by 2020 
would cut oil use by 3.7 million barrels per day in 
that year.

WE DISTORT REALITY  
by neglecting to acknowledge the associated 
costs of burning fossil fuels, on our health 
and our environment. This distortion
is compounded by government subsidies 
of fossil fuels.    

SOURCES: THIS DATA HIGHLIGHT IS ADAPTED FROM WORLD ON THE EDGE BY LESTER R. BROWN. 

FOR MORE DATA AND DISCUSSION, SEE THE FULL BOOK AT WWW.EARTH-POLICY.ORG.
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In 2010, the government with the highest spending on fossil fuel subsidies 
was Iran, with more than 20% of the country’s GDP, or around $81 billion, 
going to subsidies.  

 per person

 per person

Kuwait spent the most on promoting fossil fuel consumption on a per capital 
basis.

For example, Belgium, France and Japan are examples 
of countries that are already doing this with coal. 

Some countries such as China and Indonesia have held
fuel prices well below market prices despite rising oil 
prices. In turn, these countries have greatly reduced 
or eliminated their motor fuel subsidies because of 
the heavy fiscal costs.   

Infographic: Earth Policy Release Data Highlight
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Tools for Catalyzing Change

Brown reasons, is destined to fail if 
not changed. He cites many parts 
of Smith’s work that have shaped 
the economy in an unsustainable 
way. His most central and poignant 
point: “Smithian economics created 
a blind optimism by omitting the 
story of slavery, the notion of divine 
providence silenced the moral 
question of whether it was right 
to exclude former slaves from the 
national story.” 

Brown expands on this idea in 
Civilizing the Economy when he 
states that the silence was a denial, 
allowing, “a different story to be 
told, a story that made it that much 
more difficult to tell the truth.” He 
presents the idea that society should 
abandon these economic theories of 
the past, which are steeped in the 
denial of their human authors, unable 
to separate property and people. 

His book offers a remedy for 
the Economics of Property that 
are currently in place due to the 
orthodoxy of Smithian principles 
found in modern economic theories. 
Brown identifies what he believes 
will be a sustainable economic 
system, the Economics of Provision. 
The difference between the two 
is that one is, “based on property 
relations...the accumulation of 
property,” the other is, “based on 
civic relations and focuses on the 
making of provisions.” 

Brown continues to support 
his theory using a full spectrum 
of examples founded in society 
and civic behavior, employment, 
government, systems and the 
modern use of money as commodity 
versus credit.

This is a profound book, which 

Civilizing the  
Economy:  
A New Economics  
of Provision 
By Marvin T. Brown 
Reviewed by Jenn Laga

In Civilizing the Economy: A New 
Economics of Provision, Marvin 
Brown discusses his insights on 
the current economic status using 
Adam Smith’s theories from Wealth 
of Nations as the foundation for 
his arguments. It is there that 
Brown begins his contrasting 
philosophies regarding the state of 
the world’s economic welfare. He 
argues that classical economics has 
gotten it wrong all of these years 
because it is based on traditional 
Smithian principles, which were 
in themselves ultimately f lawed. 
This has positioned the state of the 
global economy as it is, which as 

proposes a bold new vision that is 
inspiring to readers. Brown’s ideas 
are fresh and undeniably an essential 
reading for those willing to approach 
the economic and ethical issues of 
the world today. With Civilizing 
the Economy: A New Economics 
of Provision, he envisions a new 
economic framework, and in doing 
so has empowered his readers with 
an authority to design a more just 
and sustainable world.

Our Choice 
By Al Gore 
Reviewed by Giselle Carr

After the worldwide phenomenon of 
An Inconvenient Truth, the sequel, 
Our Choice lays out the solutions to 
the global climate crisis: what can be 
done, and what is already happening 
right now.  The book presents chapters 
that focus on energy, living systems, 
the obstacles that may be missed or 
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Read about Tools for  
CATALYZING Change at:  
CATALYSTreview.net//tags/tool-reviews/

“How can readers learn 
more about the challenges 
at hand and be inspired 
to take the everyday 
actions that can lead to 
change? Perhaps the most 
compelling aspect of this 
book is its use of strategic 
design to bring the message 
to a new and profoundly 
actionable medium.”

“He covers New York and 
Paris, but also tackles 
evolving and progressive 
cities like Bogota, along 
with the slums of 
Mumbai and Santiago.”

immeasurable, and the power of our 
choice to “go far, quickly”.

How can a multilayer dialogue 
around climate change generate 
accessible solutions? How can 
readers learn more about the 
challenges at hand, while being 
inspired to take the everyday actions 
that can lead to change? Perhaps 
the most compelling aspect of this 
book is its use of strategic design 
to bring the message to a new and 
profoundly actionable medium. 
The very first interactive book, Our 
Choice has changed the way we read 
books. The interactive application 
available on iPad, iPhone and iPod 
Touch is a groundbreaking multi-
touch interface that allows readers 
to experience documentary footage, 
interactive infographics and maps, 
as well as listen to Gore’s narrative:

“Our ability as human beings to 
use information in order to make 
sophisticated mental models of the 
world around us is arguably the one 
capacity that most distinguishes 
us from all other living creatures. 
Now that we are faced with the 
unprecedented challenge of rapidly 
improving our understanding of the 
earth’s ecological system and our place 
in it, it is time to focus on how we can 
make the fullest and most creative use 
of information technology to help us.”

Urbanized
By Gary Hustwit 
Reviewed by Jenn Laga

Urbanized is a documentary film 
about city and urban planning. It 
is the third documentary film by 
Gary Hustwit to explore design as 
it relates to people and the modern 
world. His first film, Helvetica, 
was about print design and the 
namesake typeface, and his second, 
Objectified, about physical objects 
and product design. Urbanized 
skips the history of the subject and 
dives right in to case studies of 
different cities around the world 
as expressed by city officials and 
urban development specialists, much 
like the narrative and pacing of his 
previous films. 

 There are many cities he could 
have covered in this documentary, 
but his choices were purposeful. 
He covers the quintessential and 
obvious like New York and Paris, 

but tackles evolving and progressive 
cities like Bogota, along with the 
slums of Mumbai and Santiago. 
It is in these unexpected cities 
where Hustwit’s urban planning 
philosophy reveals itself. 

Enrique Penalosa sums up the 
philosophy that led his initiatives 
in Bogota, Colombia where he was 
mayor, “A city needs to show as 
much respect for a person riding a 
$30 bicycle as it does for someone 
driving a $30,000 car.” The film 
proceeds from the estimate that 75% 
of the human population will live in 
cities by the year 2050, and though 
the specific problems in each of 
the cities studied are different, the 
answer seems strikingly similar: to 
design as if life matters. 

Throughout the film it is obvious 
that Hustwit recognizes the 
connection between design and long 
term viability for people. He offers 
Phoenix and Brasilia as examples 
of misinformed urban plans where 
suburban sprawl and big-picture 
development reign. These case 
studies reinforce the importance of 
designing cities with an emphasis on 
quality of life, where sustainability 
awareness can curtail many of their 
difficulties.  
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Catalysts

Howard Allen

Rachel  
Starobinsky

Howard Allen has had the pleasure of 
working with a broad range of organizations 
throughout his career as a Graphic Designer 
and Art Director. After receiving his BFA 
in Graphic Design from the University 
of Illinois, Chicago in 1995 he began his 
career as a production artist at the Rockford 
Register Star. Since moving to New York 
in 1997, he has worked with brands such 
as Columbia House, AOL MovieFone and 
Smirnof Vodka.

After graduating from Pratt’s Design 
Management program in 2005, Howard 
joined PricewaterhouseCoopers as a Design 
Manager. Since then his focus has become 
the relationship between business and brand 
strategy. He views design as part of a broader 

brand experience. His perspective is that 
good design is as much about sound business 
decisions as it is about style and he applies 
this viewpoint at both the corporate and 
community organization level. 

Currently, Howard is working on the 
development of a jazz and classical music series 
that will take place in the parlors of private 
homes and small art galleries in Bed-Stuy, 
volunteers his branding and design services at 
the Bed-Stuy Campaign Against Hunger and is 
a visiting professor of Design Management in 
Pratt’s MS Communications Design program.

Howard has just accepted the responsibility 
of creative manager at CBRE where he will be 
building a team of designers and writers to 
serve 200 brokers.

Rachel Starobinsky is the Design Strategy 
Co-Leader at TPG Architecture in New York 
City. As a Design Strategist, she focuses on 
research, analytics, strategy, and logistics for 
architectural projects worldwide.  To her, it’s 
the perfect way to meld right and left brain in 
her everyday work.

As a multi-disciplinary Design Strategist, 
she applies her creative and analytical 
problem-solving skills to a variety of 
industries.  As a global thinker with a 
background in design and business, she 
provides an innovative approach to a 
project’s goals, and develops strategic design 
and communication solutions that align 
with client vision.  Her experience in both 
the design and business worlds, as well as 
her in-depth knowledge of industry and 
technology trends, support her innovative 
approach to connecting dots that often lead 
to unexpected opportunities and insights.  
“In DM speak, I primarily carry out projects 
through the Define and Discover phases, 
and develop the creative briefs for designers 

– Occasionally, I design too. That’s always 
fun.”

Rachel’s expertise in both interior and 
communication design makes her a critical 
member of the TGP Architecture team. With 
her keen ability to successfully understand, 
weave and articulate business goals, she is 
able to translate information through a variety 
of different media to any audience.

Rachel leverages her skill set and experience 
as the Managing Director for Architecture 
for Humanity’s New York Chapter. She holds 
a BFA in Interior Design from the NY School 
of Interior Design, and graduated from 
the Pratt Design Management program in 
2011. She attributes her recent successes to 
the investment she made by going into the 
program - “The education that I received 
as well as the insights that I’ve gained into 
myself have been essential in working towards 
successful projects within the design realm. 
You don’t know what you’re capable of until 
you’re pushed to realize it.”






