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The Pacific Rim project is an international collabora-
tive educational initiative carried out since 2006 by
Tama Art University and Art Center College of
Design in the United States, with the aim of
fostering advanced human resources international-
ly active in creative fields. This time, the 14th
session of the project was held under the theme of
“Undercover Street Culture LA x TOKYO : Eat-Shop-
Play”.

This Pacific Rim collaborative studio sought to
uncover whatis real and authentic. It's this sense of
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raw authenticity that bubbles up from the streets of
Los Angeles and Tokyo that was our point of
departure. No matter what the discipline, and with
street culture influencers from art, fashion and
music from the pacific rim continue to globally
influence, and indeed shape all manner of arts in
the public realm.

Students have explored LA's vast multi-cultural
urban enclaves. The goal of the outcomes was to
continue the dialogue about the juxtaposition of
creative expression and urban space, and how
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design can be the catalyst for the creation of
meaningful experiences and public spaces that
have the ability to elevate creative expression and
allow for the encouragement of self-expression,
foster creative skills and methodologies, reflects
new and creative ideas, and is sensitive to the
needs of the individual and to the dynamics of
public realm and can facilitate community engage-
ment and dialogue.
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Since its foundation in 1935, Tama Art University has been a frontrunner in practicing creative research in
art and design, constantly exploring the shape of art education. Its 11 departments utilize state-of-art facili-
ties such as dedicated studios, workshops, and galleries to investigate current concerns and future direc-
tions in a broad range of traditional and cutting-edge fields.

Although enrollment currently stands at approximately 4,600 students, TAU provides highly efficient edu-
cation in suitably small groups with students belonging to either the Kaminoge campus (2 departments) or
the Hachioji campus (8 departments). An extensive general education curriculum is available to all students.
In the general education program, lecture rooms, lecture halls, the Media Center, libraries, museums and
other common facilities are used to nurture rich human qualities and aesthetic sensitivity, and to conduct
theoretical research in order to enhance free creative thinking. In the graduate school, students pursue
creative research covering all dimensions of artistic expression while deepening their research in their
respective fields of specialization.
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Learn to create. Influence change. This is the mission of ArtCenter College of Design. ArtCenter was founded
in 1930 by Edward A. "Tink” Adams with the mission of teaching real-world skills to artists and designers. For
the past 85 years, the College has achieved an international reputation for preparing artists and designers
to make a positive impact both in their chosen fields and the world at large. The college’s approach to art
and design education is based on its conservatory-like approach to teaching and learning (there is a 9-1
student/faculty ratio), a desire for rich, intercultural and transdisciplinary dialogue, and a mandate to provide
students innovative learning and making spaces.

The college is located in Pasadena, California and presently enrolls approximately 2,100 students from over
40 countries. ArtCenter offers 11 undergraduate and seven graduate degrees in a wide array of industrial
design, along with visual and applied arts disciplines. Students also have the option for a joint MS/MBA
program with the Drucker School of Management in Innovation Systems Design or to minor in social innova-
tion through the Designmatters program.

In addition to its academic programs, the college offers a wide variety of public programs for children and
high school students and continuing studies for adults based in the Los Angeles metropolitan area. The
College is the first design school to receive the United Nations’ Non-Governmental Organization (NGO)
status.
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Tatsuya Wada

Dean of Educational Affairs / Product Design
Tama Art University
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This year's theme was "UNDERCOVER STREET CULTURE: LA x TOKYO - Eat, Shop, Play.” Street culture is
expanding around the Pacific Rim and across the world, influencing all forms of creative endeavors
including visual arts, fashion, and music. While exploring the vast and diverse multicultural urban sphere of
Los Angeles, students examined a range of modes of creative expression and urban spaces, and considered
how design works in public spaces. While encouraging students to express themselves and improve their
creative skills, we aimed to foster an environment for dialogue that reflects new ideas and can respond to
both individual and public needs in the local community. After the kick-off and field trip, the students were
divided into five teams with assigned themes, and spent about three and a half months engaged in research
and discussions on fashion, music, culture, brands, and food with American students, finally producing
specific proposals.

The instructors were Mr. James Meraz, who has an extensive track record of teaching with Pacific Rim, and
Mr. Yo Oshima, part-time lecturer at Tama Art University. They provided crucial support in a variety of ways,
not only in technical areas but also in terms of mental and emotional wellbeing.

The presentation of final reports took place at the new Art Center facility DTLA. DTLA is a building in central
downtown Los Angeles, ideal for the theme of "UNDERCOVER STREET CULTURE,” and was an optimal site
for students’ proposals fusing diverse LA ethnicities and cultures with the culture of Japan. Over three days
many guests came and offered valuable opinions and advice, making it a precious experience for the
students and a highly meaningful event overall.

As the students enthusiastically worked through the rigorous curriculum of a top American school, they
showed remarkable growth in interpersonal skills as well as communication skills over the course of the
project. This is surely the greatest benefit of this international collaborative project. Regarding other classes
the participating students were required to take, such as English, cultural theory, digital work and so forth,
the teachers carefully worked together and considered how to link class contents to the project, thanks to
which the project proceeded very smoothly. A few years ago, there were concerns about the English skills
of those involved with this project, but this year there were no problems with communication levels, and
the students were able to demonstrate their design abilities and sensibilities to the fullest and make this
what we felt was a truly effective joint international project. In recent years, many prospective students have
stated during entrance exam interviews that they want to participate in Pacific Rim or are interested in
overseas programs. We are delighted that participation in the Pacific Rim project, which has been underway
for quite a few years, has become a great aspiration for so many students.
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David Mocarski

Chairman, Graduate & Under Graduate
Environmental Design, Art Center College of Design
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Real and authentic are two very engaging words when applied to our current global digital culture. We' re
in a decade which currently holds virtual, synthetic and the sampling of anything and everything as part of
our everyday life. Much of this over saturation comes from our addiction to devices. We' re
disappointment when things don’ tload fast enough or solve all our problems at a click of mouse. In
these moments, it s easy to became jaded, disappointed and darn right concerned with the direction that
the world heading in. At the same time, there is an alternative underground youth culture in many coun-
tries around the world which is questioning, confronting and challenging where the mass market is going.
Is fame for thirty seconds better than a sense of honesty and real? Are hype and an Instagram moment
better and a more authentic than a meaningful experience?

For our fourteenth Pacific Rim project based in Los Angeles, we choose to take on the status quo. We iden-
tified that in both Los Angeles and in Tokyo there is an undercurrent of change, questioning and experi-
mentation. We decided to focus on how street culture comprised of outsider artists, musicians, skate
culture and non-brand brand is effecting and reacting to our current state of main-stream. With artists like
Shepard Fairey designing for Hublot or a joint venture of the late Jean-Michel Basquiat’ s artwork and
Comme des Garson, we see undercover culture walking a fine line between remaining outsiders, while
affecting the main-stream.

Pacific Rim studios have always confronted topics of change. We have looked at how influences between
cultures have enriched, effected and redefined the way we Live, Work & Play on a global level. Our studios
are always collaborative group projects which bring together cross-cultural experiences for our students.
This time, our students were tasked with confronting the juxtaposition of street culture and its cause and
effect on Mainstream living and trends.

We organized a series of field trips to a large number of Los Angeles artist studios, stores, and multi-cultur-
al urban environments which are the breeding grounds for looking at the world through different eyes.
The goal of this studio was to promote questioning and the experimentation of how self-expression and
creativity can confront, influence and challenge the current norm. It was our journey to investigate how
counter-culture and the creative community can be the influencers and leaders of change.
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It truly is an honor to lead the Art center stage of the Pacific Rim collaboration between Tama Art University
and Art Center College of Design, along with my colleague and dear friend Yo Oshima. It's quite incredible
to reflect on the fact that this is our fourteenth studio together.

Reflecting upon the rich content that has served our previous endeavors, from earthquake preparedness to
sustainable living conditions, to actually taking twenty students to the exotic jungles of Costa Rica in our
Pacific Rim XII: Eco Research Lab to learn biomimicry and nature’s intelligence and performance and how
can we apply these lessons to design realm.

For Pacific Rim XIV we were determined to take on an entirely new and critical dimension that we have
actually not investigated. And to actually focus on the incredibly rich street culture that exists in Tokyo and
Los Angeles, and to recognize that our two metropolitan centers are major global influencers of creative
expression.

From music, to street art to fashion. Where underground street artist can rise from obscurity to hi-art.

The brief for this unique learning experience had our cross cultural collaborating student teams pondering
and uncovering the notion of what is real and authentic that can only rise from the vitality of the urban street
culture scene. Kicking off Pacific Rim XIV in ArtCenter's Downtown Los Angeles location and creating the
kick off as a street event, replete with street tacos, local DJ's and on site t-shirt silk screening from LA's famed
and historical Self Help Graphics, really elevated the energy of the Pacific Rim studio.

Another first was our collaboration with Japan house LA in Hollywood. Japan house mission is to share arts
and culture of Japan thru out the world, with locations in Sao Paolo, London and Los Angeles. We are
extremely grateful to have held our mid term presentations and exhibition at their Hollywood location.

| ' was incredibly impressed with how quickly our multi-cultural teams embraced each other and our “
out-of-the-box” theme, took to the streets of Los Angeles to explore all the vitality that Downtown Los
Angeles has to offer and all of it"s cultural mash-ups.

From fashion to street foods, to music, it really was a very 'hands-on” studio, which had our teams designing
street fashion branding, products, what's next in music culture, entirely new food mash-ups and pop-up
pop culture experiences.

What was unexpected and a pleasant surprise was the strong and quick camaraderie, friendships and
bonding, that took place between the Tama students and Art center students as we explored and created
what's next in Pacific Rim Undercover street culture!

The Pacific Rim students reached a new plateau in our Pacific Rim XIV collaboration in terms of pushing the
boundaries and provocations of design, culture and experience. | look forward to our future collaborations
as we explore our shared vision of design that has the potential to foster a new symbiosis with our shared
natural environments and resources.As well as fully embracing cultural, urban and social phenomena that
has us creating entirely new dimensions, realms and future scenarios in our urban environments.
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I have been involved with past Pacific Rim classes partially, but this was the first time that | taught both main
Pacific Rim Studio as well as Digital Process Tama. As a Japanese designer living and working in the United
States, this was a very profound experience for me.

Undercover Street Culture was the theme for Pacific Rim 14. Students formed teams and worked on subtop-
ics of fashion, music, food, and Otaku/street art. Both Tamabi and ArtCenter students took a personal
interest in these topics and proactively went out to experience, and explore (and play?) the street culture of
LA. Since the passion aligned with the theme of the studio, students became very engaged in the project.
We had a fantastic opportunity to present our midterm at Japan House LA and final at Art Center DTLA.
Students worked really hard and built fantastic exhibitions.

The experience of moving from home to live in a foreign place for an extended time gives invaluable depth
to young minds. Itis extremely important to understand what is normal in your culture is not necessarily so
in others. Understanding and accepting the difference of the people and the culture is the first step for
becoming a world citizen. The wider range of point of view gives more original and innovative ideas as
designers as well. You are now all a part of the Pacific Rim family. This bond is very precious. Please stay
involved in future projects. Some people even married through Pacific Rim!
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I Project Process

Week 1

D —F Ry
Research Trips
FvoFT

Kick Off

Week 2 -3

IIN—=TZI—=F4>%
Individual Team Meetings
a>t7h&
JH—F7LEyTF—>a>
Concept &

Research Presentation

Week 4

BHIDEYITYT
Develop Lights and Test
Mock-ups

Week 5

FRRIR AL
Create Midterm Prototypes

Week 6 - 7

PREREODREL
Review Midterm Prototypes

hfE D% fE

Preparation for Midterm

Week 8

FE7LEY T3y
Midterm Presentations



S November December

Week 9

FIVERT 21— RIITS
Make a Schedule for Prototypes

Week 10

THA Y DT EHIFER
Complete Final Designs and
Begin Final Productions

Week 11

BRERETROAENZATOHER
Confirm Format of the Final
Exhibit and Arrangement

Week 12

RIEETILHIE
Create final model

Week 13

RAEETILTER

Complete Final Works
BRI T —2 3> O%EfRE
Preparation for the Final
Presentations
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Installing in the exhibition hall

Week 14

BRETILEYT—YavEER
Final Presentations and
Exhibition
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. ART CENTER COLLEGE OF DESIGN
. FULLER GUEST HOUSE

. HIGHLAND PARK

. GRIFFITH OBSERVATORY

. JAPAN HOUSE LOS ANGELES

. FAIRFAX & MELROSE

. THE ORIGINAL FARMERS MARKET
. SANTA MONICA PIER

. VENICE CANALS

. WATTS TOWER

. HAWKINS HOUSE OF BURGERS

. COMPLEXCON

. DOWN TOWN LOS ANGELES
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. PHILIPPE THE ORIGINAL

. AVILA ADOBE

. PICO HOUSE

. THE BROAD

. ANGELS FLIGHT RAILWAY

. GRAND CENTRAL MARKET

. BRADBURY BUILDING

. ART CENTER DTLA

. LITTLE TOKYO

. SELF HELP GRAPHICS & ART
. DOVER STREET MARKET LOS ANGELES
. ROW DTLA

. BODEGA

TOY 1Y NFIB% OEBERE OFEED T T, LEEMA
BET NV —DFEEG EEHB EHITHRAL TS
O—AILTI7 ¥ SXtzesanic. O > ILRATO
HEEERICHERL BIEITBZZET AN =R AL
Fr—(CRHITERAPELAAEZNZTNHE LKL
BZZENTE Fe. 2OV —FN) v THBLT,
MAZOZEROBHNEEI. TOBRDIIL—TT
DEEEB CEVWTERTOREZSA. REHEIT B
Wasigorz,

After the project kick-off, TAU and ACCD students
and theirinstructors visited local areas and sightsee-
ing places. Experiencing and understanding life in
Los Angeles, each student was able to learn about
the street culture in various ways. Through this
research trip and community life, TAU students
could bond strongly and get along with ACCD
students deeply.
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TAU Product Design
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I Concept
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City As A Character

IBREZFTIII—ELTHEATVS, HLL
ZRBOBETOYEEZEDEDEHEUVDITS,

Digital Hindrance

BRETIERNFICA-TLES BHHIATIEL
TULES, BHRIZFIC WELETORN-)—PE
UNEFE->TWVS, ZNICH L. T ILOBATEER L
TEEWEEDETATNETNDT VY ILUEBERT.

Public But Not Pubic

LAICE. HRICE ALDESHICHZH. 5N TLE
LTEDNTWEWRRY BB, LADIL A ELTEZE
T RROBEL VWS HEZNZNENLIZZAT
Ry TTvTARY NERET B,

Stories create meaning

One-eighty-one is a multimedia under-ground music
event system that consists of digital and physical
components— the 181app, and a popup event. We
introduce a more tangible way to find music.

s AkihabaraSta./ $AZERER .

m Ebihara Shouten// iBERRIE M

We view the city as a character, connecting the path
to the event with the journey to find new music.

Venue = Goal

Finding music through the internet is fast, but
there is the charm of tangibility and real-ness in the
analog way. By creating hindrances while embrac-
ing the tecnology of today, we bring those unige
interactions with music back.

Live music events pop up in unused public spaces
in LA and Tokyo, utilizing what is already there,
curating underground artists that fit with the charac-
ter of the neighborhood.

Ry TTvTARYNETCALZRRNT %, ARZEST

ZRLEW. BBOIL - BRI EZHE. S0
TU/0Y—%ERT D, MAEFELES W TUED
BERICASBEULTARYNIBMTEZT7—T1 X
NeBEDTARNE Z->ZFWHRBRSIE S, - — DM
BICLOT Fal—arINEHHEFHNICTRNS.
EIZEfETH LD TR L HEBESENSZ D
HOBD DL — MBS,

Start

181App navigates you to our music event, using
digital hinderances to create a story, meaning, and
tangibility in discovering and enjoying music. It
uses AR and GPS to guide you through the city,
playing music curated to match the mood of the
street as you are walking. People experience
diffrent routes based by thier choices, listening to
the city, as a chracter, as a song.




ARV NCTESNSMBIEDL DG/ \yF. ALIC
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The patch works as an interactive tool creating a
more personal bond between music and the user.
The tracker tracks your mood during the event and
Bronze.Ai converts your 181 experience to a takeaway
song.

AF=IWNATETYRNLy e ERMELTZD
ZyhI AT L RENRLGIRREOT U EILR
DEHCHIET B8 #HEDEFRET. HEixEl
ZAWBEZ A, RV -2 BRVWT REZREY
TEOBEHDEHALAS I -y b UTIHAET S,

Modular Staging

Fablic scroen

L~ Wseeden pallet

Modular staging unit made of steel pipes and
recycled wooden pallets. To adapt to various
neighborhoods of LA and Tokyo, we focused on a
scaffolding method, which can be combined in
different structures and taken down for easy
transportation. By attaching screens to the pipes,
motion graphics can be projected, and a wider
range of stage effects can be performed.

Finish

*
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I Exhibition
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Storytelling exhibition space

Installation designed to reflect one-eighty-one’s
vibe. A mood video using a projector, a DJ booth,
different scale models, products, and big graphics,
promotes a physical experience. By touching and
listening, participants are able to experience a part
of the journey.

I Video

One-eighty-one & % & &7z 2 PRI O BNEL

2 minute summary video of one-eighty-one.
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HUHRRBARY T Ty TARU KN
AWA is an interactive pop-up event
celebrating street art and Otaku culture.
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Marin Toyosu
TAU Scenography Design

hE FHE
Shiika Nakao
TAU Product Design

T4 - T7AN)T

Cate Austriaco
ACCD
Illustration Entertainment Arts
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Yenny Zhang
ACCD Environmental Design
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I Concept
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I Location
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StreetArt X Otaku

Strange to outsiders, these two unique cultures can
be looked at with curiosity.

They provide a place for people who love the
culture to reveal their “love” and explore without
worrying about what those around them.

Little Tokyo

Little Tokyo is a Japanese town. There are Japanese
anime stores and Cosplay shops. People who are
interested in Japanese culture gather here. There is
also an arts district, a gathering point for street art.

<
g Tokyo/ Arts
Japanese < District
American *  Station
National
Museum
[ 4 1st SE

€ist g

Y,

)

ol

Iy,
35 vpRwOlY §

Office Depot

Startucks.

Y cum D

I Research
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Los Angeles Otaku

We researched about Los Angeles Otaku in Little
Tokyo. Otaku culture is changing. Otaku culture
was not popular culture, but now it has grown to
become mainstream.

Also, there are some people who do not
understand the original culture because they have
come to like Otaku culture after it became the
mainstream culture. We would like to create a place
where new Otaku fan can learn more about the
original Otaku culture.




Cosplay Rental/Ticket

SIBRNTIRT L EZTEREIICIRTLOKENL >~
FILTES,

People can rent cosplay costumes to cosplay in this
event.

Icebreaker

AN =T =T A ANREERNTEBAR—2Z,

A space where people can talk with street artists.

Maze Gallery

AN =RT—=NEAZIUERNF DRRTERER
BENTEZRBRDF S —

Itis a maze gallery where you can see street art and
Otaku culture from both perspectives.

Artists Shop
RIBRNTERSNTVBERIBE. T—T1 ANDIER
MNEZZF 7 3y,

A gift shop where people can buy artist works in the
event.

Otaku Tower

FHOIT—F AS DL I avHhYT =D
A>THEY. B DHFEMADRM#EZ RBFTV<E
R WK TES,

There are Otaku collections inside the Otaku Tower.

People can engage in the process of gaining the
knowledge of their favorite things.

Spray Space
BHCRTL—T— Nad2IENTED, BICHLL
FE@RDMTFB LS (CO—ILR—/N—=(CTE>TWVB,

Free space for spray painting. It is a roll of paper so
that new works are always displayed.

Otaku Planet
LRI B DAY 7R REAL LR AR~ R,
BT 50 AEH MR E L TRN S,

Visualizing diversity of Otaku culture.
Various Otaku cultures are shown in the video.

Work Shop
2T L—RAY RO DICEH DFEHRDRT v H—
EEBTENTES.,

A workshop space to make original stickers for
spray painting.



Furniture

I About

FHEER
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What is Otakatsu?
Otakatsu is the activity of Otaku. For example, they
go to concerts and hand-shake events.

They also bring their favorite character dolls and
figures some place to take photos

I Space

FHEBAR—R

RBOFNCHZAZI2 -3V AR—ATHYE
HEELLTENTES,

Otakatsu Space

This is @ communication space in the center of the
event. People can enjoy Otakatsu.

I Concept

9 ERE

F9EERLTHDRETH B, L BHTDFFH
HYKEDERUCAN DF+ S99 —HERBEDHFRIC
WBLSICRUENS, RED 1 DEF+ 505 —LEU
TRCBNDLS(CHRFOBIHRELTH D, £z,
Fv o0 —LBRIVELLVGET ZENTES,

Otakatsu Furniture

The concept of this furniture is enjoying Otakatsu.
There are various heights of chairs. They can feel
their favorite character is in the real world. One of
the pieces of furniture can be adjusted to be at eye
level. They can enjoy talking with their favorite
character, taking photos and selfies with it.

,— Otaku shelf
Same eye level

N
-

— Selfie

o
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Mindset to Challenge Drop Culture
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Hinako Godo
TAU Product Design
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Dang Tran Thao Nhi
TAU Environmental Design
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Jessika Li
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Joel Taylor
ACCD Film



I Concept
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HYPE NS BUYING

What is Drop Culture?

“The drop” is a marketing model by streetwear
fashion brands where limited-edition merchandise
is released on a specific day, time and place.

“Drop culture” developed around the hyped
products in these drops. This includes the
excitement of the next drop, the unexpected brand
collaborations, the crazy long lines, the frantic
shoppers, the outrageous pricing, and the resale of
out-of-stock products, etc.

Darkside of the Drop

At first glance, “drop culture” may seem “lit" and
"dope.” But we broke it down, and soon realised its
actual form. It is a culture that prioritizes "hype”
over “content.”

There is a vicious cycle: Limited and exclusive—
Social hype— Thoughtless buying—Trash designs.
Some items just with logos slapped on are them
sold at unbelievably high prices.

K[OVTESSTzHD MR

N TEINTVNBHEEVNST ARHEICLVMENHBE
[FERSTEV, BIZAMTE. LKEZEN I I/ RS
NTVWBREDRSIE B REGINE T DA~
ERBLVEMBED DD EEZDDTIFENIZADIN,
ZZTRIEBE CORBBRICIIBAN DO DBEER
ELTlnise (FAR) 1 &IBET S,

ZOHRE A EMTices s,

Mnises [ TRIIT. RKAT. BRT. A —t>T1vo
THDIE ) HET X ARICZOBBEROZEE" T
D3 CeERADERNE LT MRERIGERER ) = 18
#9370 I NTHD,

CCTVSTAL LB EEDEMT S+ ([CHAA D
F2EE BEDOV)-RATREEWVWTBEHtE. TLT
BC. THAYUECNA T EBETBEY T TIUR
e5%=489.

Experience for Realization

But does "hyped product” particularly mean more
value? Even fake products, if they were remixed,
recreated or reformed can have more value than
the hyped real products, can they not?

So, we propose “nise” to go against this vicious
cycle.

“nise” is rebellious, free, satirical and authentic.
The name "nise,” N-I-S-E, came from the word
“[C8#" in Japanese which means “fake.”

Our project is about what's fake and what's real,
what's surface and what has meaning.

We aim to disrupt the vicious cycle of drop
culture, wake the people who are blinded by
social hype, and lead them to rethink how they
pay for fashion through our "special experience.”

Our targets are:

The kids who spends over $1000 on a unisex t-shirt.
The dudes that line up every Thursday, phones
ready #resale.

But most definitely, the big brands that just hype
and don’t design.
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I System
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POP-UP

I Pop-up Truck

INATRRIEER ) O 7 00—7 £33,
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(R —ILETIL) (scale model)

TICKET

Our subversive, satirical experience starts from;
encountering the pop-up truck, then the discovery
of tickets, and finally the visit to our exhibition
space.

VisIT

The pop-up truck works as a prologue to our
subversive, satirical experience. It is an ice cream
truck that appears in front of the retail stores where
drops are held or at big fashion events such as
ComplexCon.

9 different types of ice cream cups are stocked in
the truck fridges, free for the anyone to get.

While they are eating the ice cream, they notice that
the ice cream label is actually a ticket. This is the
ticket to the next part of our "experience,” the
“nise” exhibition.

I Ticket

TAZADHYTFIDDEYITZY ROOTPRHFETT
HAoINTVWEHN REFFELTCELTFaaL—
NERD 7 A ZMA2TWB, UL, L HELESLT
WTZNEDTZY RICREDA A=Y DBERBIRIC L
D.ZONvr—=2FECETOFaaT7a ACEER
[CAASBFVESIERLUSIERY. DALY HBEENR
RZAVEZTA @RS BT,

Fre  EvI T IUREERLE /Ny —o T 38
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FRETED,

I Exhibition
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We have 9 different ice cream cups with designs
that feature big fashion brands.

The secret here is that the ice cream inside is all the
same flavor (chocolate), but the minds of people
who are eating the ice cream will create their own
experiences just with the implanted image of the
brand of the packaging.

The big branded package design will also contrib-
ute to closer attention being paid to the ice cream
label, which is actually the ticket to the "nise”
exhibition.

Ultimate Underground
Fashion Club

Planned & Estimated
Time XX/XX/20XX~XX/XX/20XX(?)
1We might disappear anytime we want.
Come visit ASAP:)

1242 Palmetto St, 1399 Factory Place
Place Los An;:l:s, CA 90013 CETES

You're invited!
Bring this label to our club. It will be a ticket to enter.

The location is a warehouse in Downtown LA Art
district. The exhibition is composed of 3 main parts:
the expose-escape section, the realization section
and the challenge section.



1: Legal Trash Store
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3: Fake Creation Tools Display

E> LA

The Expose-escape

We will expose what is happening in the streetwear
market in a satirical way, displaying the actual
outrageous products sold and resold with their
price tags. The show-case rooms are designed to be
twisted to make the visiter feel as if it is an illusion
that the surroundings are becoming distorted.

LOUIS VUITTON
PATTERN ROLLER
$19.99 $4.99

OFF-WHITE TAG

RB#E ERTIVROO0IZRILINTBHERMTE, AL FIITRIEEDBRET Z RE@LI v X%z
BIEGAE THATE S, BRIEROYTHILFr—DYRT LEREASEZ VAN ZAELTHETS. 7oV RICE
NTEVTHA L2 BRI DL HBEEICRIEZATCEVYEIZL S BRENTBVAILRT.

2: "99 or 1" Installation

EET

ROvTAINFvr—EHILERENIN)I—NT T
R, Supreme, ZOERBRTH DRy AO0TTo+
VEEBLIMERDTYRF >V EHRDFREBNTLT,
BU74—<vhDMise; OITIv WV EEBETRT
SIMARTZ T MES AAZEEWTWS, 99RA BIEd i
[CEHEFAEBL T FESFRBELGLITZATERVE
DIZBI>TWVWBIEWVWDI Ay =T ZIADTWND, HE—
BYDOTS vV EETVWDHKIFTAT DTUMENR
VHIVEES [CAD W TN T CEhEINTERORR
TEWMIETZ 1 ZERRBLTVS,

TIFFANY
FASHION MARKER
$6.99 $3.99

SUPREME RIBBON

The Challenge

The Realization

This installation shows 99 mannequins that wearing
the famous Supreme logo shirt all facing towards
the center of the room. But actually there’s nothing
there, showing that the 99 mannequins are thought-
lessly following "nothing.” There is only T manne-
quin that faces a different direction, facing our
manifesto room wearing a fake, nise box logo shirt
The real human visitors will have to go through all
these mannequins and through the doors individu-
ally, and become the "1” to proceed to the next
room.

BRAND LOGO
STENCIL KIT

VERSACE PINS

$8.99 $9.99

We challenge people’s perception of mainstream streetwear by depreciating their logos. These products
works as a virus to disrupt the vicious cycle of drop culture. It's a viral suggestion to consumers to think
about prioritizing design over brand hype when shopping.
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A street food brand that sells fusion
culture takoyaki from a truck.
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Taichi Sasaki
TAU Ceramic Works
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Haru Miyamoto
TAU Integrated Design
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ACCD Environmental Design
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I Concept
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I Mission Statement

MULWEXLHRER

New experience of food culture

AL EXAeEFEVDIFZIZIa = —2 a3y AR—ADRM

Street food in LA and Tokyo

We learned about a variety of street foods
through life in Los Angeles. Unlike traditional
Japanese food culture such as festival stalls,
there is a tendency to incorporate the food
cultures of other countries into fusion cuisine.
ITAKOMAN] is a new street brand from two
different cultures. We designed a space and
packages to provide a fusion takoyaki, tradition-
al Japanese food.

The location is setin front of the Japanese American
National Museum in Little Tokyo for consideration
of easy access by tourists who are interested in
Japanese culture.

Provide communication space that connects people and culture

RHD A EDRRDE SIS/ S —IFH A

Package design that creates opportunities for interaction with strangers
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I Interior

I Fusion food
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Takeouaki Flezn Hamburger Kimchi Taco
Takoalkd Takonabd Cheese Taboyakd
Takeouabi

i
‘. ‘a A.J.M.ﬂ.u!_-l-,
A

BAREOBAEDE ZZHESE DR [CHRH D
T1-VarECERERLE,
I Chair

I Space
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BfeiRELl,
28
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Change the filling of the takoyaki to dishes from
various countries to enjoy a new taste.

Combing the food truck and yatai to create an new

open space for people to sit together and taste the
different flavors of takoyaki.



I Package

TABBREENYy =
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I Model/Process
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We create plastic containers that have strength,
productivity and can be recycled. Tweaked many

times, after some failed works we reached the final
form.

6 pieces

drink cup

food holder

The image of LA and TOKYO are become one

Individual

Eating on the go is part of the street food culture.
“Individual”is for people who enjoy eating while
walking.You can hold drink cup and food holder in
one hand.

CNC E®ETI/ILEEA
Print CNC model

4~5 NANyTr—

RIEPRAGELIECEDBVWAENDTIIZZ T —>3
VHEERTD 4~ 5 ARB/\vr—I TSharings & HIE
LTz, 8% L2 EBARAICRRLEA 2. RERIC (35
ABEDOECDVWTOZAHNEHIN TV, AL
HEWCUERRZ T2E->MIF 7327255,

CEe]

Vacuum forming

4 sticks

holder A (6 pieces)

holder B (6 pieces)

Outside

Sharing

“Sharing”is a package for 4 or 5 peoples. It will give
you more chance to communicate with your family,
friends and strangers. When you pull the sticks out,
it will open all at once. Some tidbits are written
inside to stimulate conversation between people.

L—1—TyHr
Laser cut
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Double Exposure CELEBRATE creativity, OFFER
a platform to use resources and share. We INVITE artists
to lecture for demonstration, SHOWCASING individuals
in the process, and GIVE opportunity
to young designers.
BE YOURSELF.

AOBE

Yuika Taniguchi
TAU Product Design

Il F=x

Hidemi Kayama
TAU Environmental Design

't)—-F- 2
Serena Sun
ACCD Environmental Design

FY—-Az
Kelly Ye
ACCD Environmental Design



I Research / Experience

DROP CULTURE
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I Concept
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According to research, today's fashion world lacks
self-expression. Most people think what they wear
is how others will perceive them and tend to follow
fashion trends without knowing what is actually
their style. Drop culture is one of the business
investments that leads people to lose the essence
of what it means to be yourself and inspire us to
continue searching for the core of ourselves.

Be Yourself

Our brand is inspired by a photographic technique,
double exposure, a combination of two exposures
in one image. The randomness, unpredictable results,
and exciting experience aligns with the core value
of our brand, encouraging deconstruction and
recreation and the elevation of self-expression. It
enables the possibility to mix and match spaces,
Los Angeles and Tokyo, to make them clash inside a
new world. Double Exposure truly engages in a
streetwear culture that those young artists can be a
part of and are able to create fashion in a different
light; working through a process of deconstruction
and reconstruction is a way for people to express
their individuality.

I Program
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CUSTOMIZED
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New Style of Customize Shop

We have young artists coming into our workshop
and customizing cool pieces. The space is residen-
tial, in which people can reserve space for DIY,
share ideas and lecture. The cool pieces that catch
people’s eyes the most in social media will have
the opportunity to be featured in the Pop-up Event
retail along with the four collaborating designers
from Tokyo and the LA locale.

ESTABLISHED
ARTIST
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I Workshop
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GRAPHIC DESIGN

Workshop embodies historic and a cultural preser-
vation area, Huron Substation. The experience is,
people purchase the blank items from the vending
machine, and they can also bring in their own
items. Like a t-shirt, cap, socks or shoes. They can
customize with different methods, drawing, silkscreen,
spray paint, indigo dye, metal patina, and more
advanced technology like 3D printing. Also, we

operate lectures on different methods in Workshop.

SPRAY ROOM

SILK SCREEN
PAINTING

Los Feliz

Hollywood/_/

DOUBLE EXPOSURE : WORKSHOP |
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Beverly
Hills

]
DOUBLE EXPOSURE : POP-UP RETAIL

West
Los Angeles




I App
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I Pop-up Event
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I Proximity Sensor Screen System

CUSTOMIZED CLOTHES
MAKING PROCESS VIDEO

Double Exposure design the app for people access
the workshop. There is a page sharing the brand
story and locations. Special events and lectures will
be shown and people can register. People’'s work is
displayed in the gallery, so others are inspired by it
and share ideas. We also offer workshop demo
sessions, and people register with the time and
location they want it.

Pop-up retail is a platform to showcase Tokyo and
LA artist’s works. These artists produce a lot of
creative works and are able to customize and
reconstruct original works. There is also space for
people whose work gains popularity through social
media to have a chance to present their works to
the public. Also, all the works are displayed inside
the glass boxes. There will be screens showing the
artist's working process from which people can be
inspired and learn from. We apply proximity
sensors to the screens, so when people approach
the objects, the projection will automatically stop
and people will only focus on the artworks inside.

BE YOURS
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I Digital Process 2 special Courses for TAU Students
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In this class, we learned Rhinoceros, a 3D software, and improved
our ability to embody each design in various ways.

Each week, we studied the use of Rhinoceros through different tasks,
and practiced how to realize ideas using machines such as a laser
cutter. Finally, we made a movie using Keyshot and Twinmotion
rendering software.

Sutudents' Works

Modeling
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Modeling

things around us in everyday life

1-2-3D Make

1DME3DETHETIVY
Modeling from 1D to 3D

Renderings

Keyshotco L >4
Rendering with Keyshot

Make a Crown
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Make a Schedule for Prototypes



Midterm Exhibition Design
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FTCOERO T L T—armzHI1E Design of exhibition space for final presentation
Presentations of previous works and production
using 3D skills under the theme of “Parallel World”

Renderings

Twinmotion = f# > T

IDream House) #F7—~(cL >4 1) >
Rendering to "Dream House"” theme
with Twinmotion
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Preparation for the Final Presentations

Final Presentation
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Final Presentations and Exhibition
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I Cultural Explorations special Courses for TAU Students
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In this class, we mainly learned about American culture and architec-
ture design. Every week, we visited many places and saw great
architecture and art. This experience affected our design process.
We visited The Broad, Grand Central Market, Hollywood, Venice
Beach and more.

Our instructor has a wide range of knowledge so gave advice on our
group work.
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Topics

- Architecture design

- History of California and Los Angeles
- American culture

- Culture of immigrants

- American soul food

- Lights and furniture design

- Movies and documentaries set in LA
- Books about LA
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I English Writing Studio special Courses for TAU Students
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Integrated Studies

Art Center College of Design
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This class, focused on how to build basic English grammar and
stories, and training in presentation, is intended to relate to the main
class, providing practical verbal ability.

To support understanding the theme of main class, we went on a
graffiti field trip, invited a street artist and talked with him, too.

Also, the professors gave us a lot of advice about our communication
with teammates.
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Topics

- Paragraph writing

- How to use Art-Center library & gallery

- Making a ZINE

- Lecture on presentation skills by a guest professor

- Correcting scripts or writings for the main class

- Graffiti field trip with a class of a professor who is an expert on graffiti
- Visiting artists who are active in social movement

- Special class with a famous street/graffiti artist
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THROUGH OUR CITIES®

I Final Presentations & Exhibition

3,BIChEZ 7OV TV MOERREVTI2AIRIIC. 7—hz>4— DTLA (Downtown, Los Angeles) (CTH The final presentations and exhibition, held on December 9th at Art Center DTLA (Downtown Los Angeles)

BRESANTHONT, HRIKRESANSE | ZEET — Moy —Dee OB 1 E 1502 DRIEERNZ . 5F— were the culmination of the three-month project. Invitees included members of the press and represen-
AR ENENOREASE TN R EREELE ta-tives of craft studios visited in August. In 5 teams, 20 students from TAU and ACCD gave presentations in
= [ an o

Japanese and English and exhibited their outcomes.
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I Life
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Most of us were new to living in dorms, and with each passing day we grew closer to each other and to the culture
of Los Angeles. The field trip to Joshua Tree National Park was exceptionally-inspiring:
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Project Organization

Tama Art University

70y v MEEHE

Project Instructor

HEEIEY - B
English Support

BHEYR-b

Administrative and Clerical Support

7OV hI—F1R—4—
Project Coordinator

22 B
Akira Tatehata

BT BF

Kuniko Satake

A ZEd
Tatsuya Wada

M Eh

Tatsuya Wada
Yr—UAA - 1T 1 b
Judit Varhelyi

L1EYR-O8—
Raymond Lokker
Lh—Z—- 223X

Suzanne Mooney

A —Ep

Ichiro Ishida

HRER
Mari Aoki

EERE A

Keito Maniwa

WO
Shoko Maki

I FE
Chie Kobayashi

=HEF
Tamao Yoshida

¥R
President

EERREER

Chair, International Exchange Committee

SR/ 7090 M1 U BUF
Dean of Educational Affairs/ Professor,
Product Design

7080 hFHA Y
Professor, Product Design
7080 hTHA Y

Professor, Product Design

7040 hFHA Y
Part-time Lectuer, Product Design
HEHE

Part-time Lectuer, General Education

B ERXRtE Y — RE

Chief, International Exchange Center

BHE BERRtEY Y —

International Exchange Center

BB ERRRtE 5 —

International Exchange Center

BHE BERtE Y5 —

International Exchange Center

BHE BERRtE Y5 —

International Exchange Center

BHE BERtE Y —

International Exchange Center

Art Center College of Design

70v 1y MEEHKE
Project Instructor
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Administrative and Clerical Support
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Lorne M. Buchman
TI4y K- EAILRF
David Mocarski
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David Mocarski
Jr—LZ - AFR
James Meraz
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Yo Oshima
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Claude Eshaghian
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Allison Dalton
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Yoko lida
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Emily Logan
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Katie Perkins
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Sara Williams

*1&HEE 2019 FEDEDTY, Position titles as of 2019.

#R
President
BT A HRE

Chair, Environmental Design

BET YA L ¥HE

Chair, Environmental Design
BT A >

Professor, Environmental Design
RIETYA >

Professor, Environmental Design
—REE

Faculty, Humanities & Sciences

—fREE

Faculty, Humanities & Sciences

HRame
Faculty, Integrated Studies

BRETHAY TALUY—

Director, Environmental Design
BETHAY O—FT1%—4—
Coordinator, Environmental Design
ERR - BABE T LYY —
Director,

International Exchange and Study Away
B3R - BIVEFE T RN —
Advisor,

International Exchange and Study Away
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UNDERCOVER STREET CULTURE

2019 AMERICA STAGE
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':l PacificRim

http://www?2.tamabi.ac.jp/pacific_rim/

#*¥17H 20206 B 25H

17 SEXRMAY BBH EESRtE>Y—
T192-0394 FRE/N\EFMHEK 2-1723

Tel : 042-679-5605
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