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At sixteen years old, I learned my first lesson in the importance of naming and the power of brands. When I was a teenager, 
my father along with his brothers elected to relocate the family business Wash’s & Sons Restaurant to a close neighboring 
town. My grandfather had started the seasonal restaurant over 25 years earlier with the hope his sons would eventually take 
over after he retired. It was clear that my father understood that locals had known and trusted the Washington family name 
for years and he looked to retain its loyal customers base. As a creative director and strategist I bring my intimate  
understanding of branding, design and storytelling, and more than 20 years of experience to every project and client.  
Since then I have strived to maintain business skills that are an integral part of my design thinking and research.

Some of my has work has included working with non-profits such as desigNYC in rebuilding their social media platform.  
I reinvigorated West Harlem Group Assistance, Inc., brand applying user-centered design research methods; and created  
WHGA’s first strategic plan using infographics to tell a more compelling story. This increased their brand awareness, and  
visibility with local and government agencies, and helped to increase their funding. I enjoy developing collaborative projects 
with creative colleagues; recent projects in the works include collaborating with videographer, George Larkin. We are  
producing a series of short films “Ongoing Projects: Designers+Makers = Thinkrs.” My other project focuses on researching 
designers, makers and artisans practicing in Rio de Janiero and Salvador de Bahia, Brazil. 

Other projects have focused on building branding strategy for community based non-profit groups that includes West Harlem 
Group Assistance, Inc., LISC, and JobPath, cultural institutions such as Museum of Science and Industry and 651 Arts,  
which I developed content and designed early-childhood workbooks; with ScottForemans I designed educational learning  
materials. Other projects include publishing that maintain a strong brand presence across platforms from redesigning and 
designing start-ups for Cox, Matthews & Associates, Diversity in Higher Education, Reintegrative Today, 1199/SEIU NEWS, Children’s 
Business, and the Chicago Tribune Sunday Magazine.  

I hold two masters degrees my most recent in Design Criticism from the School of Visual Arts and another in Communication 
Design from Pratt Institute. I also teach in the Design Strategies and Business program at Parsons The New School of Design 
and in the Graduate Exhibition Design program at the Fashion Institute of Technology. To keep my creative DNA flowing 
during my off time, I make felted and handmachine/knitted objects, and I am the editor of the blog culturalboundaries and 
write a design column for the IRAAA webzine.

PROFILE:
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CHALLENGES AHEAD

As we were finalizing this strategic plan the city 
reported a 3% increase in poverty stricken households 
between 2007 and 2011. While jobs slowly return 
to the city post-recession, and more individuals are 
returning to the job market, the income earned has 
not been enough to cover essential needs such as 
housing, food and day care. WHGA’s constituency falls 
into this category of “working poor” those families 
whose wages do not meet everyday needs, requiring 
subsidies. This does not include the most vulnerable 
among our non- working population of low- income 
seniors and adults coping with mental illness who are 
also at risk of reduced federal and state sponsored 
services and subsidies.

Appearances can be deceiving. A growing and thriv-
ing restaurant scene, replete with celebrity chefs, 
luxury condos and hotels; tourists by the bus- load 
a growing yuppie community all paint a very upbeat 
picture of Harlem. However the households that 
WHGA serves live very far from this prosperity on 
another side of the economic spectrum. On this side 
of the economy many are fighting for the dignity of 
decent work that comes with fair wages, paid sick 
days and time off and due process. They wrestle with 
a local stop and frisk policy that criminalizes the very 
condition of poor living in traditionally underserved 
community and belonging to a traditionally mar-
ginalized socioeconomic group. Their education is 
substandard and wrought with political and economic 
malfeasance. Labor experts predict that nationwide 
persistent youth unemployment will have long- term 

• • • • •

Less than 5% 
of WHGA income 
is grant funding.

Over 95% 
of WHGA revenue 
is earned income 
from fees.

Over half of 
area residents are 
priced out of 
the Harlem 
real estate market.  

WHGA is currently involved 
in the redevelopment of 

453 units of a�ordable housing.

1 in 3 
persons in
Community Board 10
relies on some form 
of public assistance.

title goes here 
insert dummy text this is for short explaination 
of infographjcs here you have three lines of copypersons in
Community Board 10 relies on some form of public assistance.

negative impacts on the nation’s workforce. In Harlem 
and in other low income communities of color around 
the nation this will be compounded by the many other 
factors previously enumerated. 

As no “man is an island unto himself” neither is an 
organization. WHGA’s collaborative, networked 
approach to housing, social services and economic 
development is mapped out in the strategic plan 
that follows. We are determined to be the rock and 
foundation for the many Harlemites that are facing 
uncertain future, coping with an unforgiving present. 
WHGA welcomes your feedback on this plan and  
invites you to join us as a partner on these very  
important endeavors. 

MISSION STATEMENT 
WHGA was founded in 1971 revitalize the under- in-
vested West and Central Harlem communities riddled 
with dilapidated and abandoned buildings. Today 
WHGA works to provide affordable housing and 
supportive and social service programs to some of 
Harlem’s most vulnerable citizens facing the pressures 
of gentrification and displacement. 

VISION 
WHGA envisions a Harlem that maintains its dis-
tinction as a cultural and historical Mecca with equal 
access to jobs, small business and homeownership 
opportunities and access to decent affordable housing.
>> (Continued on page 6)

RATIONALE
The foreclosure crisis has been explosive in New 
York over the past five years. NEDAP-(Neighborhood 
Economic Development Advocacy Project) states that 
in 2011, 345,000 mortgages were in default or delin-
quent status  in New York State.

Those being affected most are Black and Latino home-
owners. According to The New York Times, 85% of the 
hardest-hit neighborhoods in NYC, with default rates 
at double that of the Northeast average, had a majori-
ty of Black and Latino homeowners – often caused by 
discriminatory lending and zoning practices. 

Black families have a smaller net worth than white 
families on average and have been hit catastrophically 
by foreclosures.
 
The Obama Administration allocated $50 billion to 
persuade banks to reduce monthly payments to 
borrowers facing foreclosure. The MHA [Making Home 
Affordable] program is designed to enable homeown-
ers to work with their lender to reduce their monthly 
mortgage payment. 

The outcome as stated by The Furman Center for Real 
Estate & Urban Policy “is to have the lender change the 
term of the mortgage through a formal underwriting 
process.” The Making Home Affordable plan went into 
effect in 2009 and is stated to end in December 2013 if 
it is not extended.

Recent statistics compiled by the Furman Center indi-
cate that homeowners in WHGA’s catchment areas are 
facing challenges with rates of mortgage and tax delin-
quency that surpass most other NYC neighborhoods.
 
In the WHGA catchment area of Morningside Heights/
Hamilton, due to mortgage delinquency, the notices 
of foreclosure rate has increased from 18.7% in 2010 to 
23.6% per 1000, 1-4 family properties in 2011.
 
In Central Harlem the Property Tax Liability has  
increased from $81 million in 2009 to $90 million  
in 2011.

STRATEGY
Over the 3 year planning period WHGA will conduct 
the following Home Counseling and Financial Litera-
cy activities to combat the financial woes of Harlem 
residents: (1) assist with the prevention of 150 homes 
from going into tax lien foreclosure; (2) assist 75 
homeowners with home preservation; (3) educate 
300 local small building owners on predatory lending, 
building codes and landlord-tenant issues; and (4) 
assist 400 tenants in securing and maintaining afford-
able housing.  

WHGA services are free to all clients. However, de-
pending on the availability of funding, other profes-
sional services such as legal counsel and home repair 
assessments may come with costs that WHGA will 
subsidize for its clients.
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HOMEOWNERSHIP  
COUNSELING AND  
FINANCIAL LITERACY
Through Home Counseling and Financial Literacy program WHGA helps to preserve West and 
Central Harlem’s existing pool of low to moderate income homeowners through One-on-One 
counseling and group training. This program is essential to WHGA’s mission as it ensures the 
preservation of areas where there is WHGA investment.
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50%
African American men, 
a predominant 
constituency
are facing 50% 
unemployment
rate nationally.

1 in 5
children are food insecure.

30%
Of residents in WHGA’s 
catchment area live below 
the poverty line. This 
includes residents in 
West and Central Harlem.

Strategic plan cover with interior spreads featuring infographics

>> WEST HARLEM GROUP ASSISTANCE:  
Rebranding project strategic plan, and annual report/profile. 



Parole Officer, Harold Bluenote  and
Director, Mary Singer at Oberia  
Dempsey Center

WORKING 
WITH OUR  
COMMUNITY

PEOPLE + ENVIRONMENT

>> In 2008 she lived in Harlem since 1962, 
landed in Harlem, never lived anywhere else. I 
see why everyone wants to get in here. The 
building is set in the right spot, one block 
from 125th Street I am always there for yoga 
Thursday. Wt. I am always there for yoga 
Thursday. We get together fund raise to give 
parties.  Thursday. Wt. I am always there for 
yoga Thursday. We get together fund raise to 
give parties. Thursday I am always there for. 

West Harlem Group Assistance, Inc. has provided 

much of that light, the result of an ongoing plan 

to house all hard-working residents, including 

those whose income falls in the low or very low range, and 

those who were formerly homeless. A well-designed five-year 

strategic plan has allowed the organization to build on its 

successes, even as it still must navigate through the choppy 

waters of ongoing city and state fiscal crises. By sticking to 

its original mandate to help the people of Harlem, WHGA 

has kept its most needed programs, and revised or changed 

others. Staying true to that goal has meant that WHGA and.  

grow in ways that would meet the needs of each new set of 

clients. We have also had to expand our vision in order to 

address the demands of both the housing industry and the 

government agencies that orchestrate changes in city plan-

ning. In the ‘70s, the organization grew by trial and error, by 

reclaiming each abandoned building, one at a time. In the 

‘80s we organized tenants to fight for their homes. In the ‘90s 

Though many of these projects—which 
include updating necessary building sys-
tems as well as surface rehabilitation—have 
proved expensive, the organization has 
utilized the expertise of a sophisticated staff 
and entered into new partnerships in sup-
port of its growing housing portfolio. 

     Just last year WHGA successfully 
completed the second renovation of our 
first development project, the Mannie L. 
Wilson Towers. This housing complex, 
home to 101 senior citizens, also offers a 
technology center and a state-of-the-art 
medical and dental health facility. The 
rededication ceremony, attended by area 
politicians and development partners, 

marked the beginning of the preservation 
efforts and served as an example of our 
commitment to maintaining a high level of 
service to the clients.

This large-scale project serves as a 
model for future WHGA plans. Although 
the Towers plan involved the beautifica-
tion of the surrounding landscape and as 
such, introduced another quality-of-life 
standard to be duplicated in upcoming 
projects, the ongoing preservation efforts 
reveal the company’s major concern with 
sustainability. 

The key element in any WHGA pres-
ervation plan is the absolute preservation 
of housing affordability for both new and 
continuing residents, of all means. Our 
programs address the needs of those clients 
with special needs, in addition to housing 

By sticking to its original mandate to 
help the people of Harlem, WHGA has 
kept its most needed programs, and revised 
or changed others. Staying true to that goal 
has meant that WHGA and its staff have 
had to grow in ways that would meet the 
needs of each new set of clients. We have 
also had to expand our vision in order to 
address the demands of both the housing 
industry and the government agencies that 
orchestrate changes in city planning. 

In the ‘70s, the organization grew by 
trial and error, by reclaiming each aban-
doned building, one at a time. In the ‘80s 
we organized tenants to fight for their 
homes. In the ‘90s we began to rehabilitate 

these buildings. With each passing decade 
we learned from our disappointments 
as well as from our successes. Especially 
over the last decade, we learned to antici-
pate changes and to make sure we had the 
support and the wherewithal to grow in 
step—or ahead of step—with those changes. 
By utilizing the expertise of a new and ex-
panded WHGA workforce and by forming 
short- and long-term partnerships with 
larger organizations that have proven their 
commitment to preserving affordable 
housing, we have become a model housing 
and social services resource.    

Now in the second year of our most 
recent strategic plan, we have engaged our 
plan to preserve many of the buildings we 
first renovated nearly two decades ago. 

40% visitors seeking health and 

wellness services, cultural and  

performance art, and education visit  

the WHGA- managed Oberia Dempsey 

Center each year.  

5% subsidized commercial store-

fronts provide quality, low-cost head-

quarters for local Harlem, small busi-

nesses and social ventures.

Are you interested in  

learning more about your 

neighborhood?

90% visitors seeking health and 

wellness services, cultural and per-

formance art, and education visit the 

WHGA- managed Oberia Dempsey Center 

each year.  

35%  subsidized commercial 

storefronts provide quality, low-cost 

headquarters for local Harlem, small 

businesses and social ventures ventures.

Did you know that Harlem Kids have  

become more computer literate since 2011? 

Education

Economics

Employment

Urban Gardening

Entrepreneurship

AREAS OF GROWTH IN HEALTH SERVICES, CULTURAL AND  
ECONOMICS, SUSTAINABILITY AND EDUCATION

What we do

What we do

What we do

MINDFUL SPACES >>

Everyone was helpful when he was 
sick. And everything is convenient. 
Right in a good neighborhood. We 
do very well here, it’s a bles Right 
in a good neighborhood. We this is

95%

80%

85%

35%

45%

SUSTAINING  
A HEALTHY 
ENVIRONMENT

ECONOMIC, SOCIAL AND SUSTAINABLE PRACTICES

>>The Brownstone has been in Har-
lem since 2003. The owner has built a 
solid following of women who come for 
fashionable clothes but also to spend 
time sharing and chatting about their 
everyday life.  We want to grow and 
maintain a solid community base here 
so we take care of our customers. 

West Harlem Group Assistance, Inc. 
has provided much of that light, the result 
of an ongoing plan to house all hard-work-
ing residents, including those whose 
income falls in the low or very low range, 
and those who were formerly homeless. 
A well-designed five-year strategic plan 
has allowed the organization to build on 
its successes, even as it still must navigate 
through the choppy waters of ongoing city 
and state fiscal crises. 

By sticking to its original mandate to 
help the people of Harlem, WHGA has 
kept its most needed programs, and revised 

or changed others. Staying 
true to that goal has meant 
that WHGA and its staff have 
had to grow in ways that would 
meet the needs of each new set 
of clients. We have also had to 
expand our vision in order to 
address the demands of both the 
housing industry and the gov-
ernment agencies that orches-
trate changes in city planning. 
In the ‘70s, the organization 

grew by trial and error, by reclaiming each abandoned 
building, one at a time. In the ‘80s we organized tenants 
to fight for their homes. In the ‘90s we began to rehabili-
tate these buildings. 

CHANGING ECONOMY
With each passing decade we learned from our disap-

pointments as well as from our successes. Especially over 
the last decade, we learned to anticipate changes and to 
make sure we had the support and the wherewithal to grow 
in step—or ahead of step—with those changes. By utilizing 
the expertise of a new and expanded WHGA workforce 
and by forming short- and long-term partnerships with 
larger organizations that have proven their commitment 

West Harlem Group Assistance, Inc. has provided 

much of that light, the result of an ongoing plan 

to house all hard-working residents, including 

those whose income falls in the low or very low range, and 

those who were formerly homeless. A well-designed five-

year strategic plan has allowed the organization to build 

on its successes, even as it still must navigate through the 

choppy waters of ongoing city and state fiscal crises. 

25% need some form of 
aide or assistance with 
food, health and hous-
ing needs. Most are high 
school educated and 
maintain city jobs.

>> 55% in 2008 Dummy 
fact goes here or quote. 
Has lived in Harlem since 
1962, landed in Harlem, 
never lived anywhere el 
never lived anywhere. 

total Community Growth over two year peirod

150%  
ECONOMIC 
GROWTH

HOUSING 

15% 
WORK FORCE 

15% 

EDUCATION 

15% COMMUNITY-BASED

15%

>

Why we  
help you grow? 

What we do

What we do

What we do

                

BUILDING A  
SUSTAINABLE  
FUTURE AND 
MAINTAINING  
PRESERVATION  
IN OUR  
NEIGHBORHOOD

5-YEAR PROFILE:

west harlem group assistance, inc.

WHGA 5-year profile of cover 
and interior spreads with 
tables and infographics.



>> WEST HARLEM GROUP ASSISTANCE:  
Rebranding consist of brochure series and  
bus kiosk campaign.



>> WEST HARLEM GROUP ASSISTANCE:  
WHGA annual report and yearly fundraising collateral.



>> MAUSAM LIFESTYLE PRODUCTS: 
Packaging for a line of handmade soaps, 
candles and bath salts.



>> MAUSAM LIFESTYLE PRODUCTS: 
Colorful screen-printed book marks and greeting cards created with overlaid handmade paper.



12 ounces of pure blissfull love

Karmel princess

 princess

karmel

karmel
handmade crocheted items
by michele y. washington

princess
karmel 

HANDMADE KNITTED OBJECTS 

my handmade objects are all made with 
eco-friendly fibers and materials 

wash all objects by hand using a mild soap
 & lay flat to dry 

do not dry clean or use a washing machine
for more information

contact us
@ studioflownine@gmail.com 

www.karmelprincess.net
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style:

price:
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do not dry clean or wash in machine
for more information

contact us
@ studioflownine@gmail.com 

made in brooklyn, n.y.

HANDMADE KNITTED OBJECTS 

    
    

  HANDMADE KNITTED OBJECTS

hand made items are all made with love.
make sure to hand wash all items 

and lay flat to dry. 
for more information

contact us
@ flow9@mac.com or 

718.624-0335
made in brooklyn, ny
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>> KARMEL PRINCESS 
Hang tags for line of handcrafted knitted and  
felted objects. The logo is surprinted on canvas fabric 
then hand stitched to each object. 



>> NATHAN CUMMINGS FOUNDATION + ROMARE BEARDEN FOUNDATION 
Exhibition Design, signage and graphic look and feel 

KAMOINGE
Speaks of Beauty

KAMOI
NGE

In 1963, the year of the March on Washington, two groups of New York-based African American photographers 
decided to join forces as the Kamoinge Workshop. This name, which in Kikuyu means “a group of people acting in 
concert,” signified the group’s interest in Africa & its conviction to seek truth in art by looking inward. “Contact with 
self is the key, the source from which all messages flow,” said founding member Louis Draper. “We speak of our 
lives as only we can." 

Kamoinge was one of many black arts collectives formed in the 1960s and 70s—in music, theater, and dance as well as in painting and photography. Part of that era’s 
black diaspora-wide discussion, Kamoinge hotly engaged questions of what made art black and what made art political—and for that matter what made art art. 

Interviews show that for many of the first members Roy Decarava was the key exemplar of what it meant to be a black artist whose work met the highest standards. 
Copies of Decarava’s Sweet Flypaper of Life, the photographer’s portfolio of Harlem portraits for which Langston Hughes provided the text, was required reading 
for Kamoinge members. Decarava, who’d been instrumental in getting Kamoinge o� the ground, was voted the group’s first director. 

Weekly and then monthly meetings were held at Decarava’s Sixth Avenue apartment. In the midst of the informality there, serious crit-sessions ensued. Self-taught 
photographers tested themselves against those with advanced degrees in studio art—including painting. “Anyone could put up work for criticism. If you did you had 
to be ready for some harsh views from the members,” said Draper, “on printing, lighting, vision, timing, and the overall statement of what the pictures were 
saying—spiritually, politically, and morally.” 

Kamoinge’s first years involved a variety of group projects: Portfolios of members’ work were assembled for donation to universities in 
Ghana and Mexico, Howard University, MoMA, and the Schomburg. Members were invited to respond with pictures to “Final Man,” a poem by 
Basil McFarlane—the first explicitly African theme undertaken by the group. 1985 marked Kamoinge’s inauguration of a new series of 
books called the Black Photographers Annual. Kamoinge started as a small circle of professionals with a fixed membership, and has 
remained so. A men's club in the beginning, its first of several women members joined in 1972. For the past ten years, the group’s 
membership has stood at about 24 active participants. Kamoinge has continued meeting once a month, sometimes at Columbia University’s 
Institute for Research in African American Studies. A landmark show was “Revealing the Face of Katrina,”presented at the HP Gallery 
at Calumet Photo, NYC, and then at the College of New Rochelle. 

According to the current president, Anthony Barboza, a more recent show at Calumet was “the most complete exhibit and revealed for 
the first time the full range of the group, from street photography to a very personal and spiritual side of some of the members.” 
Work-in-progress includes a book showcasing work from the workshop’s first fifty years—Kamoinge: 1963-2013.
 

Kamoinge Members circa 1973.

Kamoinge members featured at the 
Schomburg Center for Black Research.

KAMOINGE 
Advancing the Frame
EN FOCO+



ADVANCING 
 the Frame

Every picture here makes a statement about violence against 
individuals and the groups they represent: gender, race, class, 
nation. Each expresses the urgent necessity for a sea-change 
in human power-relations. These are art forms, not political 
cartoons. As such they are images written in light 
(“photo”-“graphed”) with the hope that they will prove full 
enough of the note and trick of life—and of the same old
story of the human heart in conflict with itself—to have 
meaning beyond the headlines about immigrant workers 
and Ferguson. In the meantime, more than any political 
cartoon, these pictures are so en foco they are scary.

KAMOINGE
“It is our endeavor to produce significant visual images of our time. 
In the area of human relationships, political and social interactions 
and the spiritual world of pure imagery, the needs are basically 
the same; that being the establishment of contact with self is 
the key, the source from which all messages flow. 
We speak of our lives as only we can." —Louis Draper 1972

1980
1983 Contemporary Afro-American 
Photography exhibit held at the Allen 
Memorial Art Museum at Oberlin College.

1963 Two photography groups 
come together to form Kamoinge.

1960 1970

1979 Group organizes the 
“Black Photographers Annual 
Awards Dinner.”

1972 Ming Smith first female member. 

Roy DeCarava becomes first director. 

1964 The group produces portfolios 1 + 2. 
Edward Steichen invites members to exhibit 
at the Academy of Art in Danbury, CT.

1999 Black New York Photographers 
of the 20th Century from the 
Schomburg Collection.

1990 Louis Draper becomes 
president 1990-1997.

1990

2004 Anthony Barboza becomes president.
Frank Stewart edits first published book entitled, 
“The Sweet Breath of Life.”  

2001 Anthony Barboza and Beuford Smith co-curate
Committed to the Image: A Half Century of 
Black Photography in America at the Brooklyn Museum.

2000
2010 Exhibits at the HP Gallery 
at Calumet Photo, NYC assembled 
over 150 photographs.

2014 Happy 50th Anniversary and
Kamoinge upcoming retrospective book.

2010

EN FOCO    
En Foco is a non-profit organization that nurtures and 
supports contemporary fine art and documentary 
photographers of diverse cultures, primarily U.S. residents 
of Latino/a, African and Asian heritage, and Native Peoples 
of the Americas and the Pacific. 

Founded in 1974, En Foco makes work visible to the art 
world, yet remains accessible to under-served communities. 
Through exhibitions, workshops, events and publications, 
En Foco provides professional recognition, honoraria and 
assistance to photographers as they grow into di�erent 
stages of their careers. 

1980
1980 Vapors exhibition on 
display at Lincoln Center 
For the Performing Arts, NYC.

1986 A Decade of
En Foco exhibition 
on display at the 
Bronx Museum of Art, NYC.

En Foco founding 
members circa 1974 
(top to bottom, left to right):
Charkes Biasiny-Rivera, 
Roger Cabån, George Malave, 
Phil Dante, Nestor Cortijo.

1974
1974 En Foco's first exhibition 
on display, August 25th in 
Central Park at the Annual 
Puerto Rican Festival, NYC. 

1990
2002 Cultural Expression in Photography, 
a panel disscussion at Barnes and Nobles, 
in collaboration with the Association of 
Hispanic Arts, NYC.

1997 The first New Works Photography 
Fellowship Awards exhibition, Saving 
the Light, on display at Hostos 
Community College, NYC.
 
1999-2000 A Tribute to En Foco: 
25 Years of Making Photographic 
History, a video presentation at 
El Museo Del Barrio, NYC.

2006 Miriam Romais becomes 
En Foco's Executive Director.

2009 Awarded the NEA American Masterpiece 
Grant to exhibit En Foco's permanent 
collection: En Foco/In Focus: Selected 
Works from the Permanent Collection.

2000
2010-2013 En Foco/In Focus: 
Selected Works of the Permanent 
Collection exhibition travels to Aperture, 
NYC; Light Work, New York; Art Museum of 
The Americas, Washington, DC; Aljira: 
A Center for Contemporary Art, New Jersey; 
The Arts at California Institute of 
Intergral Studies, San Francisco; 
and Venice Arts, Los Angeles.

2013 New Works/Crossing Boundaries 
exhibition at BRIC Rotunda Gallery, NYC.

2010

Photo © En Foco, Photography Teacher Nelson Montalvo Conducts the 
Summer Youth Photography Workshop 

Photo ©Frank Gimpaya, Nueva Luz Vol. 1 issue 3 

Photo © Angel Chevrestt, Camera in Hand  

Photo © Ray Llanos, Miriam Romais and Charles Biasiny-Rivera at the 
Arts and Cocktail Benefit, 2013 Photo © Louis Carlos Bernal, cover of En Foco/In Focos: Selected 

Works from the Permanent Collection catalog 
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>> FOODWEALTH:
Mobile app and Identity campaign to assist residence in the Central and  
West Harlem neighborhood with locating healthy food resources. 
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Guidebook for visitors and locals living and 
working in the Dumbo neighborhood in
downtown Brooklyn.

Flow9 promo booklet produced and handmade book made with handmade papers 
and screen printed.



WEBSITE:  
Identity and website design for  
Daniel Minter, Illustrator. 

bio
books
editorial 
art
animation 
products
links 
contact

daniel minter ~ 207~321~9748 / email: daniel [at] danielminter [dot] com
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>> SEEDS: FIT GRADUATE EXHIBITION DESIGN MAGAZINE
Developed for print; Issuu and iPad use this magazine features  
design projects by the graduate students.

summer 2012 // SEEDS
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The outdoor exhibit that I will be work-
ing on will be focused on a traditional 
Japanese dessert called Anmitsu.   
   Anmitsu is composed of a bed of 
seaweed agar cubes (called “kanten”), 
topped with red bean paste, mochi 
(pounded sticky rice cake), and a 
black syrup called “kuromitsu.” Mod-
ern renditions of this dessert include 
the addition of fresh fruit, ice cream, 
or fruit cocktail. The combination of 
these ingredients result in what one 
might call a summer salad made of 
sweets.

Anmitsu dates back as early as the 
1930s, when the technology regarding 
refrigeration was still in the process 
of being perfected. The fact that An-
mitsu has been around for so many 
years is partly due to the unique traits 
of kanten. Kanten is similar in consis-
tency as modern Jello, but is capable 

of solidifying at room temperature. 
Although Anmitsu today is frequent-
ly served chilled, this characteristic 
allowed people during its creation 
period to make it without an ice box. 
Seaweed agar also has a high melting 
point, and will maintain its solidified 
form for longer even in the heat of 
summer. 

A strong message that I’d like to 
emphasize to visitors is that Anmitsu 
could easily become a health-con-
scious alternative to modern des-
serts. Many sweets today cannot 
seem to get around the stereotype of 
being unhealthy and fattening. An 
interesting note about kanten for con-
sumers is that it consists of 80% fiber, 
which leaves eaters not only fuller, 
but fuller for longer. It is also incred-
ibly low on calories, which is a major 
benefit to those on a diet. Although 

summer 2012-2013 // SEEDS

IN THE LAND OF  
SWEET ELEGANCE

12

KYOKA HINAMI
STUDIED Industrial Design at the University of 
Washington in Seattle (where I’m from). I’m  
always making stuff from drawing quirky  
characters that sometimes end up being my  
muse of crafting crocheted animals. And I love  
playing the Japanese taiko drum. 

Kyoka’s childhood memories are filled with memories of  
this dream desert of her grandmother’s cooking in Japan.

10

Anmitsu dates back as early  
as the 1930s, when the technology  
regarding refrigeration was still  
in the process of being perfected.

Cover

interior spread

Commonly called Korean sushi, “Kim-
bap” is a popular Korean dish made 
from seasoned rice, and various ingre-
dients, (name a few more ingredients) 
rolled in seaweed, and served in bite 
size slices. Although there is a lot of 
argument about the origin of Kimbap, 
many believe it was derived from Japa-
nese sushi during the Japanese occu-
pation of Korea between 1910-1945. 

Kimbap has many dominate fea-
tures that attract potential diners 
such as the rolled-shape, beautiful 
colors reds, oranges (name a few col-
ors) of its various ingredients and it’s a 
sociable food. Kimbap is prepared var-
ious ways, mixing up all the ingredi-
ents, anyway we want. The commons 

summer 2012-2013 // SEEDS summer 2012-2013 // SEEDS

ingredients for standard Kimbap are 
egg omelets, minced carrots, spinach, 
Dan-muji (Korean pickled radish), fish 
cakes, crabmeat, and ham. Each in-
gredient has its own beautiful natural 
colors such as yellow (eggs/ Dam-mu-
ji), orange (Carrots), green  (spinach), 
reddish (crabmeat). 

As the designer of this project, “All 
About Kim-bap”, my approach will 
focus on developing an interactive 
exhibition to enlighten the significant 
cultural character of the Kim-bap 
as one of the most popular Korean 
dishes. The design theme ranges 
from interactive entertainment and 
an educational experience for neigh-
boring visitors seeking to experience 
Kim-bap. 

The entertainment will be a group 
activity with over-sized working mod-
el for children and parents to enjoy 
making a complete Kimbap using 
many types of over-sized “ingredient 

blocks”. Each block is vividly colored 
to matches the right colorful ingre-
dient. Plus there will be an electronic 
kiosk for educational experience 
featuring images of many types of 
Kimbap and nutritional facts of each 
ingredient.  Throughout the exhibit 
audiences will learn about Kimbap 
by direct and actual experience. 
(Clarity gives an example of learn-
ing outcome)

The bamboo mat  required cook-
ing tool for rolling Kim-bap, this 
was my inspiration for green design 
theme. Overall booth material is 
bamboo it’s the perfect choice due to 
its (rethink choice of words) charac-
teristics such as, lightweight, durable 
hardwood and its fiber processed 
into paper and fabric. In the exhibi-
tion, there will be a big eye-catching 
bamboo sunshade covering the entire 
booth that provides a pleasant shad-
ed area protecting visitors from the 
harsh sunlight. In addition, bamboo 
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INKI
STUDIED Industrial Design at the University of 
Washington in Seattle (where I’m from). I’m  
always making stuff from drawing quirky  
characters that sometimes end up being my  
muse of crafting crocheted animals. And I love  
playing the Japanese taiko drum. 

People who eat hotpot sweat a lot from 
the spicy flavor, and some even take 
off their T-shirts in the summer. 

K  O REAN  
SUSHI “Food is our common ground,  

a universal experience.” —James Beard

In Ki Kim
FIT Graduate Exhibition Design - Food Expo Project
Re�ned LOGO Concepts

k i m b a p
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>>BIBR: COX MATTHEWS ASSOCIATES
Developed for iPad this magazine focuses on authors and  
books with a global perspective. 

Cover and interior design for tablet iPad 
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That outsider acuity is both the  
subject and the method of Americanah,  
a new novel by Nigerian writer  
Chimamanda Ngozi Adichie.
BY PAMELA BOOKER

>

Chimamanda 
Ngozi Adichie

AFRICAN LITERARY SPOTLIGHT

1 of 8

The ballarina Misty Copeland’s  
autobiography was ghost-written  
by Charisse Jones of USA Today.  

Here is an excerpt:

TIONMO

>

Brooklyn born Michael July has led an 
unparallelled life. Influenced from a very early age 
by parents who were deeply into painting, designing 
and making clothes. Michael first became a painter 
himself. Throughout his high school years, he 
went on to creative writing and later producing 
and creating music for himself and other artists. 
Michael’s passion for black culture allowed him to 
amass a large collection of rare books, magazines, 
videos and movies from the 60s, 70s, 80s and 90s. 
In the spring of 2004, he bought a basic point-and-
shoot camera.

Within a year, one of the country’s top 
photographers, Terrence Jennings saw some of 
July’s photos and was so impressed with his eye for 
photography that he encouraged Michael to buy a 
Canon DSLR camera. Soon he was documenting 
many of his interests and quickly establishing a 
large and impressive portfolio of images. Michael 
has exhibited his work at the FWMoA in Indiana, 
the MoCADA, Habana Outpost and LIU’s Kumble 
Theater to name a few. He lives in Brooklyn, 
NY.Brooklyn born Michael July has led an 
unparalleled life.  

1 of 3

THE ARTS  < ART // FILM // MUSIC // POP CULTURE // DESIGN >

Why photographers are self-publishing.

Michael July, roamed 
the streets of NYC 
documenting an 
everlasting hair style. 

Terrence Jennings 
saw some of his 
photos and was 
so impressed 
with his eye for 
photography that 
he encouraged 
Michael to buy 
a Canon DSLR 
camera which  
he did. 

Michael July

>

t

@

cultural editor 
TElam@BIBR.com
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d i s rega rd for human life ab o a rd these ships and to
re c reate that ominous physical re a l i t y. Other works are
less ag g re s s ive and, p e r h a p s , m o re decora t ive in their
repeat of pattern and color. The colors I used are
mu t e d , the tex t u res less distinct and more menacing.
The apparent African faces or bodies are wove n
t h roughout specific wo r k s , as if they are soaring
t h rough space towa rd an unknown destination.

My intention was to project a feeling—my feeling—
but not just a feeling of despair. I wanted the viewer to
be able to appreciate the work and, in their own time,
to use constructive thought to come to terms with 
the subject.

M a ny African Americans have some know l e d ge of the
c a p t u red Africans’ journey out of Africa and across the
Atlantic Ocean. It was my profound interest in the cir-
cumstances of this forced migration that prompted me
to re s e a rch the period and, f i n a l ly, to render the acts of
a r b i t ra ry cruelty, material dep r iva t i o n , and somehow,
m i raculous surviva l . In truth, it is that ultimate sur-
v ival that I find so compelling.

The names of some of the mixed-media paintings
a re the names of the ships used to transport the hu-
man cargo: the Henrietta Maria; La Amistad; the Fa l c o n , t o
name a few. Some of the work utilizes jag ged wo o d ,
spikes and rusted nails, to both rep resent the wo e f u l

MIDDLE PA S S AG E 2s e r i e s

G H A NA GAT E
4 8 ” x 32” Fresco on canva s
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indicate the confusion we experience when called on
to clearly identify these qualities or forces in our
lives, each representation may appear cloaked in
shadow, diffused by light, or fractured behind a net-
work of flat areas of color. When broken, these lines
of color create their own rhythms by the juxtaposi-
tion of line and form, and not coincidentally, their
own beauty. This happens almost in spite of my own
symbolism.

Roots to Goree Island is more a Stolen Roots sub-
series, one that reveals an even more fractured tem-
plate, divided by texture or illustration. The group
features hanging vines, a representation of African
American “roots” that can be followed to Goree
Island, off the coast of Senegal, West Africa. The use
of marble dust in the pigment produces a shimmer-
ing, otherworldly effect.

I worked on this series while still in the throes of  the
Middle Passage. Each piece would express my concern
for people who were removed from their homes, a
familiar climate, and sources of food; the source of
life, really. Almost as if to underscore my feelings of
loss, this is the only series I have ever reproduced in
color prints.

The series, all on canvas, introduces opposing
angel and Satan glyphs in each piece, although their
presence—as Western symbols of good and evil—is
never equal and perhaps, less than obvious. As if to

4S TOLEN ROOT S s e r i e s

A F R I CAN SPIRIT
2 4 ” x 24” Fresco on canva s

chpt.4.stolen roots  10/11/06  3:27 PM  Page 56

>> ARTIST MONOGRAPH
Carl Davis visual artist. 
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services that beg you to stay in their homey environment, with the sweet smells 
of freshly baked goodies permeating the air. If you stand in front of a display of 
too many offerings, you may end up scratching your head in much the same way 
as you would if you were looking up at a Burger King or a McDonald’s kiosk, try-
ing to figure out what’s to order. 

Gone are the simple toppings of vanilla- or chocolate-iced cupcakes of my 
childhood. They have been replaced with the more unique flavors and over-the-
top colorful decorations and toppings, infused or filled with anything that is 
“gooey.”  Standard sizes are 2 1/2 inches (mini) or 3 1/2 inches (regular); prices 
range from $2.00 to over $4.00 per cupcake. What is uniquely different is how 
the cafes experiment with design and branding. 

Kumquat Cupcakery separates itself from the pack by selling only 2 inch-minis.  
They have no storefront, but rents space weekly at the Brooklyn Flea. They of-
fer delivery for parties and special events in the five boroughs, and they have 
an easy-to-navigate website that’s also well-designed. They feature an array of 
bold flavors, with fancy condiments and fruity toppings, such as artisanal kiwi, 
strawberry; or the Orange and poppy seed cake topped with bright-orange frost-
ing. It’s one of several seasonal offerings. The owner, Keavy Landreth, makes her 
cupcakes look pretty with toppings of swooped-up icing, with ridged patterns 
that form mountainous peaks, dripping with melted dark chocolate or Carmel 
that equals the height of the cupcake. An unusual offering is Maple Bacon, yes, 
it’s topped with real bacon. Kumquat is no different from other cafes across the 
country, with their owners/bakers experimenting to design signature combi-
nations of ingredients, infused with natural flavors or fresh fruits, just as a 
perfumier mixes essential oils.

Crumb’s bakeshop is one of a handful of growing national cupcake chains, with 
stores located in New York City, Westport, Connecticut, Los Angeles, Washing-
ton, D.C., and Woodbury, New Jersey. This shop boasts an overwhelming selec-
tion of cake types,  perfectly arranged like rows of plants in a vegetable garden. 
Just about every flavors is available in three sizes, taste (tiny size), classic and 
signature (this towers nearly four inches in height) with eclectic combo top-
pings, with unusual wacky names that tend to sound downright silly, like Tony 
Hawk Skatecake, Peppermint Hot Cocoa, Egg Nog, and Baba Booey. If you’re in-
terested in an Alice-in-Wonderland, Mad Hatter tea party setting, then Cupcake 
Cafe in Manhattan, will surely spark fairytale memories, with little edible pieces 
of art that are good enough to eat. Intricately decorated with colorful florets 
borrowing from the palette of your spring garden.   

The popular Food Network, hosts weekly episodes of cupcake wars, with 
contender’s battling for a sweet prize of $10,000, and dying to outwit their 
opponents by creating the most outrageously tiny little cupcake, of well-blended 
ingredients. As if that wasn’t enough, “National Cupcake week,” (started in 
London), and “Meet-Up,” a social gathering group, boosts a devoted interna-
tional following of 35 cupcake meet-up groups, with over 4,575 members, in 35 
countries. 

If you’re bored sitting at work, then http://www.bakedbymelissa.com promises 
to change all of that by offering an interactive “build-it- yourself” cupcake with 
flavors, stuffing, icings, toppings and cake types. The website design features 
perfectly linear horizontal rows of pastel-colored, cross-sections of cupcakes, that 
reminded me of the pastel-coloreds of rows houses I saw in my visits to Salvador 
de Bahia in Brasil. 

Last Spring, a new mobile “Cake and Shake” food truck beat-out long standing 
prized hotdog vendors for a prime spot in front of New York City’s Metropolitan 
Museum. The  price of a three-year-lease was $300,000. 

Keeping pace are numerous single- topic cupcake cookbooks, as well magazines 
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HONEY AND BUNNY:
This dynamic couple is heading the 
push towards food design in Europe is 
much further then we are in the United 
States,when it comes to food design. 
6, in an American Cookbook. time of 
smaller cakes. In the United States, the 
word cupcake first appeared in 1826, in 
an American Cookbook. time of smaller 
cakes. In the United States, the word 
cupcake first appeared in 1826, in an 
American Cookbook. time of smaller 
cakes. In the United States, the word 
cupcake first appeared in 1826, in an 
American Cookbook. time of smaller 
cakes. In the United States, the word 
cupcake first appeared in 1826, in an 
American Cookbook. 

ROLL AND MIX:
Time of smaller cakes. In the United 
States, the word cupcake first ap-
peared in 1826, in an American 
Cookbook. time of smaller cakes. In 
the United States, the word cupcake 
first appeared in 1826, in an American 
Cookbook. time of smaller cakes. In 
the United States, the word cupcake 
first appeared in 1826, in an American 
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chapter 05

Designing Objects

A few months ago, an article in the Wall Street Journal caught my eye:  the reporter 

indicated that the dismal New York City economy had nevertheless fueled an upsurge in 

cupcake cafes, with openings across the five boroughs. But I attribute this upswing in 

the popularity of this sweet fade back to 10-years-old episodes of the trendy television 

show, “Sex and the City,” with scenes of Carrie and Miranda medicating themselves at 

the Magnolia Bakery, in New York’s Greenwich Village neighborhood. The show’s popular-

ity with the 20- and 30-something crowd grew—as did the number of Magnolia custom-

ers. Pop-culture critics wrote about this contagious craze in New York Magazine, Time-

Out, and the New York Times. Subsequently, this cupcake cult following created a cafe 

tidal wave spreading to other American cities, then crossed the Atlantic to London, Paris, 

Rome, Seoul, Berlin and Middle East. Last year the Sex in the City bus tours stop was 

replaced by Billy’s Bakery in Chelsea, since Magnolia could not accommodate the growing 

demand of 500 or more tour orders. 

It is correct that cupcake is derived from the word “cup” and its based on a one-cup-measurement 
of ingredients, including flour, butter, sugar, eggs and milk, much in the same way the pound cake’s 
ingredients are weighed by the pound. As it turns out, the origins of the name vary, from tales about 
Fairy Cakes, Queens Cakes, and Number Cakes, from 18th-century British bakers who found it difficult 
to fit the cakes properly into small, open-fire stone ovens. Until they discovered a simpler method 
of dividing the batter in earthenware teacups, small clay baking pans or ramekins, they were able to 
produce dozens at a time of smaller cakes. In the United States, the word cupcake first appeared in 
1826, in an American Cookbook. 

In 1919, the Hostess Baking Company introduced their of brand of cupcakes to the American market, 
in newly designed fluted paper baking cups. Americans really took notice in the late-1940s when the 
company added the daring colors of orange and strawberry, among other new flavors, to its selection 
with vanilla or chocolate icing. 

So what makes these 21st-century cupcake cafes more than just a place to stop for pretty looking 
snacks? They deliver a situation design experience to the Starbucks generation customers of hyper-
stylized cupcakes in wacky flavors, toppings and cake types, along with chic exterior and interior 
spaces designed to reflect the nostalgia of old-time candy shops, decorated with small marble tables 
and metal cafe chairs, and graphic replications of wood typefaces or old-style hand-lettering neatly 
painted on storefront windows. Other popular services however, include such amenities as free Wi-fi, 

BJARKE INGELS:
Small spoons are made in the Unit-
ed States, the word cupcake first 
appeared in 1826, in an American 
Cookbook. time of smaller cakes. 
In the United States, the word 
cupcake first appeared in 1826, 
in an American Cookbook. time 
of smaller cakes. In the United 
States, the word cupcake first 
appeared in 1826, in an American 
Cookbook. time of smaller cakes. 
In the United States, the word 
cupcake first appeared in 1826, in 
an American Cookbook.
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>> FOOD DESIGN:  
Prototypes for book on  
food design and culture.
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DANIEL SPOERRI: 
One of the sensory experiences of what 
it’s like to dine at Spoerri’s whimsical 
tables. He’s well known for his eclectic 
mix of dishes and outlandish table top 
arrangements. In the United States, 
the word cupcake first appeared in 
1826, in an American Cookbook. 

Every two years the UMANI festival takes place in New York plays host to a diverse range 

of visual artist that use food and design as their muse to created performance pieces 

that engage and entertain guess. In an article in the Wall Street Journal, the reporter 

indicated that the dismal New York City economy had nevertheless fueled an upsurge in 

cupcake cafes, with openings across the five boroughs. But I attribute this upswing in 

the popularity of this sweet fade back to 10-years-old episodes of the trendy television 

show, “Sex and the City,” with scenes of Carrie and Miranda medicating themselves at 

the Magnolia Bakery, in New York’s Greenwich Village neighborhood. The show’s popular-

ity with the 20- and 30-something crowd grew—as did the number of Magnolia custom-

ers. Pop-culture critics wrote about this contagious craze in New York Magazine, Time 

Out, and the New York Times. Subsequently, this cupcake cult following created a cafe 

tidal wave spreading to other American cities, then crossed the Atlantic to London, Paris, 

Rome, Seoul, Berlin and Middle East. Last year the Sex in the City bus tours stop was 

replaced by Billy’s Bakery in Chelsea, since Magnolia could not accommodate the growing 

demand of 500 or more tour orders. 

It is correct that cupcake is derived from the word “cup” and its based on a one-cup-measurement 
of ingredients, including flour, butter, sugar, eggs and milk, much in the same way the pound cake’s 
ingredients are weighed by the pound. As it turns out, the origins of the name vary, from tales about 
Fairy Cakes, Queens Cakes, and Number Cakes, from 18th-century British bakers who found it difficult 
to fit the cakes properly into small, open-fire stone ovens. Until they discovered a simpler method 
of dividing the batter in earthenware teacups, small clay baking pans or ramekins, they were able to 
produce dozens at a time of smaller cakes. In the United States, the word cupcake first appeared in 
1826, in an American Cookbook. 

In 1919, the Hostess Baking Company introduced their of brand of cupcakes to the American market, 
in newly designed fluted paper baking cups. Americans really took notice in the late-1940s when the 
company added the daring colors of orange and strawberry, among other new flavors, to its selection 
with vanilla or chocolate icing. 

So what makes these 21st-century cupcake cafes more than just a place to stop for pretty looking 
snacks? They deliver a situation design experience to the Starbucks generation customers of hyperstyl-
ized cupcakes in wacky flavors, toppings and cake types, along with chic exterior and interior spaces 
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Food as a Visual Muse

RIRKRIT TIRAVANIJA
In his New York studio with guess that 
have come see experience his culinary de-
lights and share their own ways of prepar-
ing colorful dishes. In the United States, 
the word cupcake first appeared in 1826, 
in an American Cookbook. time of smaller 
cakes. In the United States, the word cup-
cake first appeared in 1826, in an Ameri-
can Cookbook. time of smaller cakes. In 
the United States, the word cupcake first 
appeared in 1826, in an American Cook-
book. time of smaller cakes. In the United 
States, the word cupcake first appeared 
in 1826, in an American Cookbook. time 
of smaller cakes. In the United States, the 
word cupcake first appeared in 1826, in an 
American Cookbook. 826, in an American 
Cookbook. time of smaller cakes. In the 
United States, the word cupcake first ap-
peared in 1826, in an American Cookbook. 
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designed to reflect the nostalgia of old-time candy shops, decorated with small 
marble tables and metal cafe chairs, and graphic replications of wood typefaces 
or old-style hand-lettering neatly painted on storefront windows. Other popular 
services however, include such amenities as free Wi-fi, services that beg you to 
stay in their homey environment, with the sweet smells of freshly baked goodies 
permeating the air. If you stand in front of a display of too many offerings, you 
may end up scratching your head in much the same way as you would if you 
were looking up at a Burger King or a McDonald’s kiosk, trying to figure out 
what’s to order. 

Gone are the simple toppings of vanilla- or chocolate-iced cupcakes of my 
childhood. They have been replaced with the more unique flavors and over-the-
top colorful decorations and toppings, infused or filled with anything that is 
“gooey.”  Standard sizes are 2 1/2 inches (mini) or 3 1/2 inches (regular); prices 
range from $2.00 to over $4.00 per cupcake. What is uniquely different is how 
the cafes experiment with design and branding. 

Kumquat Cupcakery separates itself from the pack by selling only 2 inch-minis.  
They have no storefront, but rents space weekly at the Brooklyn Flea. They of-
fer delivery for parties and special events in the five boroughs, and they have 
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