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"Mainly they were worried about the future,
and they would badger us about what'’s
going to happen to us. Finally, | said: 'Look,
the best way to predict the future is to
invent it. This is the century in which you
can be proactive about the future; you don’t
have to be reactive. The whole idea of
having scientists and technology is that
those things you can envision and describe
can actually be built.” It was a surprise to
them and it worried them.” - Alan Kay

In the 16th Century, just 3 decades prior to
the birth of Leland Stanford, Adam Smith
defined “entrepreneur” as a person who
acts as an agent Iin transforming demand
into supply. This specific definition, the con-
cept of an entreprenaur as a supplier of
what the customer wants, is in agreement to
many definitions that preceded Smith. How-
aver. this was not a philosophy that re-
mained a static definition ot the practice. In
his book, The Design of Business, Roger
Martin speaks of entrepreneurship and iNNo-
vation as a way of seeing the world “not as
it is, but as it could be.” The book goes on
{o argue that true innovation stems from the
explaration of problems that can not actu-
ally be found in history, or praven by data.
Perhaps in a more extreme use of language,
Erik Reis otfers up another take on the prac-
tice defining entrepreneurship as the act of
creating something new under “gxtreme un-
certainty.” From juxiaposing the 21st Cen-
tury definition of the field with the 18th and
and early 18th century definitions, it might
seern as though entrepreneurship has
evolved from a practice that supplies &
demand to a profession that creates de-
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To give a personal account of how | am ac-
twe!y using business as a medium for criti
cal inquiry, | will speak a bit about my cu ;
rent venture: verynice. In 2008 | becayme "
;fary mtere;ted in all of the disgusting maral
Sllérqmas in the corporate design industry
pecifically, | became interested in the .
misuse of the word “social.” and the falsity
of intentions amongst “social designers” in

the corporate scene. This interest soon
evolved into a critical investigation into the
cultural relevance of pro bono, social entre-
preneurship, and the future of volunteerism.
But instead of making a poster about it, or
doing a sort of ane-liner critical design proj-
act that amplified my disgust... | started a
business; a verynice design studio. verynice
has now grown to be a global design, busi-
ness, and innovation consultancy that gives
over half of it's work away for free. We have
been able to donate the equivalent of nearly
$350,000 in design services for non-profit
organizations, for nothing in return. Sure,
the pro bono component of verynice isa
great way to give designers a platform 10
contribute to the betterment of society with
their unigque skills and \alents (as opposed
1o cleaning up a beach), but it has always
been about much more than that, on a per-
sonal level. It is because of my critical enter-
prise that |, personally, have been able to
gain knowledge around “research interests”
through unigue conversations with the cli-
ents, collaborators, stake nolders, and en-
thusiasts that support verynice's efforts.

| encourage designers and artists to see
pusiness as something more than money-
making - to instead recognize that itis an-
other medium. To see entrepreneurship as
an alternative to photoshop or illustrator -
something that can be used as a platform
to experiment, tearn, and disseminate new
knowledge i an accessible and sustainable
manner. Here's 10 a new genre of business,
making and design: "gritical enterprise.



