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Redesigned the editorial system & structure for Hypebeast Magazine on its return to print with Issue No.30.

Including an updated cover, grid and type systems, and standardized layouts for repeatable types of stories

(ie. photography collection, artist portfolio, interview feature, product feature)

Designed layouts for select stories in the following three issues (N0.31 —No0.33) 01
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The traditions of commerce have changed.
Check-outsnolongerrequirecheckingaccounts
nor Amex cards, and cold hard cash is virtually
a thing of the past. Quite literally by means of
Venmo and crypto or less explicitly with social
capital, payment forms have become as tech-
nological as they are transient. Inspired and
somewhat flustered, HYPEBEAST prompted
this group of visual artists to challenge these
notions in their own disciplines: If one could
conceive a new kind of currency, what would it
looklike? Woulditrevertbacktoancient precious
metals, speed forward into the meta-abyss, or
be somewhere or something entirely different?
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LIFE AT SKY
HIGH FARM

Fighting food insecurity and empowering
through agriculture, the non-profit based in
Upstate New York puts community first.
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“I'M INTERESTED IN WITNESSING MY LIMITS AS AN ARTIST,
T WANT MY PURPOSE TO BE INFORMED BY
MY EXPERIENCES INSTEAD OF JUST ASSUMING THE DECISIONS

what | really wanted to do. | experimented with different pro-
cesses and ideas and collaborated with students in other
departments. This was backed up by alot of critical theory
that allowed me to assess the Swiss modernist tradition |
was trained in from a distance. We were asked to come up
with our own content which was new to me. Before studying
at Yale, | thought of graphic design as more of a service than
an art form. That all changed.

You modified a printer to create unexpected results for one par.
ticular project during your time there.

It's funny because it was basically a student job. | was
asked to make posters for Yale's Digital Media Center for

e Center for

Media. The lab had huge printers that no one was using,
and | thought it would be fun to experiment with one. | was
given free rein to do whatever | wanted. | took out all of its
sensors so that | could tear off the paper or canvas | was
feeding through the device to stop it from printing or let it
print over the same surface multiple times —essentially | was.
controlling the device by hand. There was an element of
chance, which | found intriguing. You might design a poster
on a computer but end up with an entirely different resul,
It's amixture of control, giving up control, and happy a
dents. | took this idea a step further by printing on alumi-
num, thanks to help from fellow students in the engineering
program. This made the posters feel more like objects.

What do you mean by that?

idea of a poster or even a fashion accessory, whatever,

being an object adds to graphic design. It becomes haptic.

People have a more visceral reaction to something they can

hold in their hands instead of what they see on a screen. |

always like to consider an object first and think about the

layout second rather than the other way around. It lets me

start from amacro level and work my way down. Typography
becomes the nucleus that ties everything together.

How did you use this approach when you redesigned Nike's logo

for ts global campaign
I worked with consultancy Chandelier Creative to reimag-
ine how the brand displays its iconic logo. The previous
campaign was colorful and saturated. | went with a more
muted black and white scheme to evoke its new “back to
basic” motto. | was reminded of spending hours as a child
hand-drawing the Nike Swoosh and reworking it again
and again to get it just right. As an analogy for the idea of
improving your own goals, | decided to submit this concept
an iterative system that could be adapted by the company's
numerous global offices based on their specific needs. I've
also applied this open, big-picture methodology when work-
ing on architecture and design-related projects.

As you've crossed disciplines, what's been your overall experi-
ence working in fashion?
Right out of school, | started working with creative director
Ferdinando Verderi. We collaborated on quite a few cam-
paigns for Prada. What | quickly learned is that you might
have a clear concept from the outset of a fashion shoot but

you don't need to have a predetermined outcome of what -
form it might take. You can test out different solutions until . |

VE WADE EARLIER ARE STILL MEANINGFUL TO ME
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Tell me about your ongoing collaboration with Frank Ocean and
his luxury brand Homer.
The Plus Pendant | developed for Homer was my first object
design in collaboration with Frank and Michael Abel, the
company’s CDO. It's been great to collaborate and we
continue to push each other. For the iniial product, | was

9 apher Ka
the relationship between form, color, and sound. It might
ook effortless, but there’s a lot of precision involved. It's

is how | stll think most of the time—into three dimensions.
. as a jewel

designer, but | was able to work with the in-house Homer
team that offered a lot of support,

What are some of your other upcoming projects?
il continue working on my regular projects like Homer,
PIN-UP, Isolaari, as well as ongoing campaigns with fashion
brands like Prada. Maybe it's because I'm in the process of
redoing my apartment-slash-office but I've begun to scale
up and explore spatial and furniture design. Abel and Nile
Greenberg’s New York-based architecture practice ANY is
renovating the space. I'm also currently working on a col-
Iaboration with a Swiss design company and the project will
debut at Design Miami in December 2022. There will be a
lot more of that in 2023
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“WHETHER IN A GALLERY. ON A MAGAZINE COVER, OR IN A
FLEETING MOMENT ON TSTAGRAM, COHEN DISSOLVES THE
BOUNDARTES WE MIGHT UNCONCTOUSLY SEEK WHEN ABSORBING
AND PROCESSING THAGERY."
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NYLON AND FIBERGLASS-REINFORCED POLYMER FIBERGLASS-REINFORCED POLYMER

BRUTALIST, CONTEMPORARY, AND MORE,
HEY WEREN'T ALL VIRTUAL.

Chairs are the bread and butter of contem-
porary design, but as a ubiquitous item we all
live with, they go unnoticed—a humble victim
of their own usefulness. History shows that
our (mostly) four-legged friends first turned up
in Ancient Egypt some 5,800 years ago. Back
then, they were used as a symbol of ranking—
and the higher an individual was ranked, the
taller the chair would be. Since then, the chair
has been reinterpreted to the nth degree. An
evolution of the benches and stools that came
before it, the addition of a backrest and arms
to chairs in Ancient Egyptian times seem-
ingly began the design world’s obsession,
prompting the creators of past millennia to
come up with their very own blank canvas.

nae chair
2022
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A conversation with Moya Garrison-Msingwana
AKA*GANGBOX" on character-buidingthrough
fashion.

n another lfe, Nick Willams and Phil Ayers couid have been
| renowned tatioo artist. The duo behind NYC-based clothing

brand Small Talk Studio buit ts name making one-of-one
garments embossed with hand-drawn illustrations and
embroidered graphics. They'd drop a 24-hour custom order
window on their Instagram, and the lucky fow who nabbed

customer's picks with a medley of “0ld faithful” images—essen-
of
draw on denim pants, button-downs, and trucker jackets.

The illustrations form a constellation on a given garment, akin

omeone who's spent years getting inked until they have full
sleeves and backpieces. And like tattoos, Small Talk drawings
are bold statement pieces chock-full of imperfections that
reveal
and inimitable. Their visual vernacular ranges from timeless
iconography like cupids, pin-up girls, botanical images, and
baby devils, to niche cuts like vintage Tang logos, bootleg Bart
Simpsons, and the 1996 Montreal Jazz Festival poster. The
st turn into an | Spy composition,” says Ayers.
The throughline amongst the disparate imagery is the custom-
er's personal interests (and Small Talk's signature touch)

There's an “element of rust between the customer and us,” the
duo says. “They don't know what we're actually gonna draw on
their garments, 50 it's a big leap of faith,” one that results in a
cherished piece that o one else in the world has.

‘Small Talk's approach has led o a true-blue fanbase, including
repeat customers, as well as a commission from Virgil Abloh

take the established labels’ garments and *freak ‘e
ownstyle,

in their

After a few years of focusing on customs, Williams and Ayers
opened a studio on the 1ath floor of a pre-war building,
smack-dab in the heart of Manhattan's Garment District. The
space is cozy, well-Iit, and adorned with Small Talk's own ilus-
trations on the walls and furniture. It's also where they keep the
designs for their first two cut and sew collections, one for Fall/
Winter 2023 and the other for Spring/Summer 2024.

few llustrations but lots of secondary treatment to the fabrics,
such as dyes and embroideries. The fall release features a silk
mohair jacket and wool pintuck trousers that Willams describes
as a “psychedelic Western vibe,” whereas the spring collection
was inspired by “arbor-glyphs,” or markings on trees, which
manifests in garments like pants made out of crinkled gauze
fabric that resembles the texture of bark. Small Talk stil plans
to continue its bespoke business, but the goal with the whole-
sale items is to “find a visual language that bridges the gap
between the all-over super graphic customs and [the designs]
that are a lot quieter and more understated.”

THE NYC BRAND, KNOWN FOR ONE-OF-ONE GARMENTS WITH
CUSTOM ILLUSTRATIONS, IS MOVING INTO THE
WHOLESALE SPACE. WILL ITS FOUNDING SPIRIT BE KEPT
ALIVE AS IT CONTINUES TO LEVEL UP?

The clothes will be offered in stores like Blue in Green, Colbo,
and Gueva in New York, Super A Market, Hollywood Ranch
Market, and Domicile in Japan, as well as boutiques in Los
Angeles, Philadelphia, and Melbourne. Willams and Ayers want
1o establish “long-lasting relationships with more independent

retailrs, rather than immediately going for the big fish."

SMALL*TALK,
LOUD ™ LOOKS

WORDS BY ZACH SOKOL PHOTOGRAPHY BY CHRISTIAN FILARDO

Uttimately, the duo strives to make clothes that are “too personal
to give away,” heirloom fits that are versatie and can be dressed
up or down. And like a good tattoo arist, the source of each osion
should be immediately recognizable: a
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ALSO REMEMBER YOU TELLING ME
ABOUT A BINDER FULL OF IMAGE REFER- '\
ENCES AND EPHEMERA YOU'VE COL-
LECTED, ALMOST LIKE A TATTOO FLASH

I We have a few binders and a lotof that stuff
has boen scanned. Due 1o the pace of everything
we're making these days, a ot of our references come
from digital sourcing, going back ino the archive, and
puling suff tha fits. But then when i get a projec ke
the one we justcid with Karu Research and MR PORTER,
where they gave us fre reign to o whatever, we realy ive
into somo weird shit. A ot of the imagery for that collabo-
ration came from this old book called From India to the
Planet Mars, which chronicles the lfe and vork of this
artst Hélene Smith. She held seances whers she
intendod to communicate ith a whole workd of Martian
beings and made automalic cravings in the process. |
orginally found the book on a public domain archive.

[Z Similary, when we did a capsuie for Carhartt WIP last
Summer, we had a couple months to source imagery
and e defintely gotalotof stuff from The Whole Earth
Catalog. We aso got ot o eferences from our frend
Kiyo, who has this massive, impressive collection of
vintage outdoor gear calied Monroo Garden. Ho has

taineering catalogs from the ‘60s and ‘70s. We
pulled a lot of images from those and incorporated
them into those garments.

WHAT'S THE PROCESS LIKE WHEN
DOING THE ILLUSTRATIONS FOR A
CUSTOM PIECE? DO YOU HAVE AN
IDEA OF WHAT THE FINISHED
PRODUCT WILL LOOK LIKE FROM
THE JUMP?

[0 We never eally plan out the
design ofan entre garment
at once. We usually start
with on big image that feels
fike a good anchoring piece and
then work out from there. Luckil
we've never had a ituation where we've

VISUAL
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Despite having almost no forma food training,
Zakeri is known for crafting an elevated take
n fast food burgers (he eschews the style

pop-up ends. There's rarely any promotion
for Shy's Burgers events, and Zakeri notes
that, untilrecently, he hadn't postedafood pic
on Instagram in nearly a year. However, the
word-of-mouth approach hasn't prevent | T
a massive line from forming anywhere he's | k¥
holding an offset spatula. i

Shyan Zakeri knows he's “the burger guy,”
but he's getting a litle burt out on buns.
Over the last few years, the 27-year-old
behind food pop-up project Shy's Burgers
has become the go-to grill maestro for any
New York menswear brand or shop throwing
aparty. He's lugged a flat-top gril to events
hosted by Drake's, Noah, MR PORTER, Drug
Store, Colbo, and Mohawk in LA, as well as
commandeered the kitchen for one-night-
only takeovers at buzzing eateries like
Foster Sundry, Doubles, Gem, Babs, and the
newly-revamped Triple Decker Diner.

isiano oo |
SiveLe mezfy

RIOR TO STARTING SMALL TALK STUDIO, DID
EITHER OF YOU HAVE DESIGN OR FASHION
& EXPERIENCE?

Not traditionally. | worked at Pilgrim Surf
+Supply for about three years and was doing free-
lance llustration with a few different clothing brands.

But before that, | worked in a totaly different field and was
just doing painting and llustration on the side. Both of us
come at Small Talk from an art background, and that
informs our approach to apparel design.

have a bit of an outsider perspective since
we're not traditionally educated in garment design. That
flips the equation a itte bit. When | moved to New York, |
was working for a housing nonprofit and teaching art to
adults at this supportive housing facility in Brownsville.
For about eight months, | would go there three days a
week and teach, and then work on Small Talk on my off
days. Eventually, Small Talk got to the point where | could
Goit full-time.

WHAT LED TO SMALL TALK BEING SUCCESSFUL ENOUGH

TOFOCUS ON IT EXCLUSIVELY?

[ The transition from part-time to full-time happened really
fast. Itwas basically a combination of good press—fike an
interview with Blackbird Spyplane and then a profile along-

p Joumal™-

and also getting commissioned to make a custom piece
for Virgil Abloh. This all happened in the summer of 2020
and it brought a lot more attention to the operation.

1 basically spent the summer trying to keep up with the
orders that were coming in for custom garments. That fal,
Ifelt that there was enough demand for the two of us to do
this together full-time. We officially started as a duo in
January 2021, and from seeing Phil's work, | already
trusted that we'd be able to collaborate together well

HOW DID THINGS CHANGE ONCE IT BECAME A

PARTNERSHIP?

[T 1t took aboutthres months for s toreally merge our styles.
Phifs styl is ot cleaner, with  itle more saturated color,
and ho aiso has a heavier hand. | have a brushier style, and
use lighter shacing. W started experimenting on pieces
together whik talking about how to make the style a ttle
more cohesive—not to the point where you couldn't tel
Who did what, but ust o tha t et ke one piece coming
from two sets of hands.

on. Then we just jumped right into passing custom pieces
back and forth across the table to one another. | think it's
nice because even if there are apparent differences in the
steofonecraving i thenext. there's so much going on
ny given piece that when you jus siep back and look &2

SOMETHING | FIND INTERESTING ABOUT SMALL TALK IS

THAT THERE'S A LOT OF DIVERSE IMAGERY USED, BUT IT

AL FEELS LIKE IT'S PART OF THE SAME CONSTELLATION.

HOW WOULD YOU DESCRIBE THE VISUALS THAT THE BRAND

GRAVITATES TOWARDS'

[Z  tcifers between the custom st and what we do for cut-
and-sew. It should be noted tha fr every custom piece we
dothat's a one-of-one, we have a dialogue with each cus-
tomer and we ask them to send us a stream-of-conscious-
ness st of references and images that are meaningful or
significant 1o them. That's the jumping off point for
researching and sourcing al the images for a garment. At
this point, we've built up a ibrary of images, so maybe
60-75% o the ilustrations are unique to that person, and
then there are oid fathful images that we like o Graw and
know will work well. It almost turns into an “I Spy” compo-
Sition or something—a bunch of isparate objects that don't
necessarily have anything to do with each other, but you
put‘em al togather on an individual customer's piece and
the thread that connects them i tha person's iterests

[ We lie o find some balance between imagery that comes
from the natural world and commercial imagery. | think
Some of that has to do with our own ifestyles. Our studio
isin Midtown near Times Square, so we'ts constantly bom-
barded with ll kinds of commercial and artficial raphics.
It really fun to recontextualize that those visuals. Plus,
both of us just love the outdoors in general. Phil's a big
Surfer. | love to cimb. We both like t hike, camp, swim in
Iakes and ivers—all that shi. | feel ke the juxtapositons
ome from our ity mouss, country mouse lfestyle.
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DOES ONE OF YOU EXCEL MORE AT ILLUSTRATING ’.//l
CERTAIN KINDS OF IMAGERY
[ We've beon doing oser long enough now ! ‘\\\‘ i

that we internally know who should do what. £l \ ”

At this point, we both can do whatever /) s

Gomes our way. There are just certain P /o

inings hat one ofus fkes to do more <

nan the other. i
[Z 1 think the big one that we joke about is
that we get asked to do a lot of pet &
portaits. And | aiways el Nick hat's on
Tim. Aot of people want ther dogs cravwn on our
jackets or pants.

‘l-:"\\\\\\\\ S
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AN YOU TALK ABOUT THE MATERIALS AND DESIGN APPROACH FOR
THE CUT-AND-SEW COLLECT\O

Ithel
pioces that alplay offof each othar,kind of ke putting together a body
of paintings or sculptures where one thing doesn't have to fully represent
the brand by itself. We find something to nerd out on and get really deep |

TALK STUDIO

BY suaL

! intoit. This past it was a book of glyphs.
WedcoHecled abunch f images, ich made me thik about eaing your mark
k-taking. That ally tripp,

dopctionsof

hand-drawn QSL radio caling cards that truckers used to make and distribute.
The latter doesn't necessarily have anything to do with the natural world, but the
calling cards had wild images that resonated with us, and the way the images
were made and shared had a lot in common with the tree carvings.

LLUSTRATION

Those are turned into a very loose aesthetic guide for sourcing fabrics, coming
up with images to embroider, and creating treatments, which, in turn, inform
everything from drawings on garments to embroidered motifs—and even the
fabrics and material. For example, there's a pant in the spring collection that has
abarklike texture to it, a crinkled gauze fabric. And for the 2023 fall collection,
we went for a psychedelic Western vibe with pieces like a fuzzy silk mohair jacket.
Itall emerg that our custom g  butit's just
translated in a different way. Plus, people like to see the hand-drawn stuff side-
by-side with the cut and sew items and how they inform and play off one another.
The cut-and-sew silvouettes are moro e things that we wart to wear, tings

them,

lasowant oemp ontopor
pattens here'sso muc catment o alot of these
gaments. We have al these great vendors we work wih here i the garment
istict, whether s an embrolderer, ye house, o specifc printers, We sart
AP i ice b, ice g garmant,and hn ad o o srt of vt

it There's a ot
\ / 4 comos along i those procosses,but hats tho Small Tk way. Llso s  back
o how we approach the custom garments.

4 HAVE YOU NOTICED ANY PATTERNS OR TRENDS AMONG SMALL TALK CON-
‘& € SuMERS AND FANS?

i [Z We definitely have a sold recurring customer base, even with the custom gar-

ol ments. We've had a lot of people who've ordered two or three at this point, which

&7, is sick because we usually only leave the custom order window open for 24
) ore.Pooplo arsusualy cuaued up vl for

o /,,‘M X 1t's hard to say for sure, but obviously everything is at a pretty high price point.
3 So there are definitely people who are heads and are willng to save up money
N~ 4 or run the credit card up and purchase a piece, which s great because that's
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THE MULTI-HYPHENATE BARBARA SANCHEZ- IF I'M DESIGNING A SUIT OR SOMETHING, THAT SAME since 2016, the Nexican multistyphenate has do
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KANE HAS DRAWN FROM FASHION, FINE ART, AND SILHOUETTE CAN BE TRANSMUTED INTO A SCULPTURE. " hu"d "“S"""‘Ld 'm‘,":“‘i"k
INDUSTRIAL DESIGN TO CREATE A EODY OF WORK s e clof designs for her label.
— THAT IS ALL AND NONE OF THE ABOVE. i % Aane, s Lousely ecnesr. o
olinoda Fashion Sehool in Florence. Tealye
3
KANE ||\ |

Like s gladiator skirt. or roll thes up and make 3t
2 crop top.

s tro-for-one look,”
ose people

a face and suggest they go home an
2L it over. / The conbst boots have bulbous clomn to

Then asked svout the relationsiip between he
Bérbara Sinchez-Xane is siting-sanspreading, actually-on o Coca-
ol mongbloc chlr she vsedin the udien

on-even
e lastic ne you aiaht e

o nd yor v
e continues Wioh ar, ve e 3t this
Sacred ‘space of not wanting to touch the piece.
ke to interact.”
e o
tored in her fall 2623 b

Certain seages, ddess, even shaves sppesr and
T the Wanhattan branch -

reappear in SanchezKane's work. b
and forth from the runmay

dessgning 3 suit or something, that ssme
ette can be transmuted 1nto 3 Sculpturer
For har first ssjor gallery shon

Patriss x ;
a 4 she "n », 3 That's kind of private. She

 Conceptual runmay show, but COVID had othr u York e Torm of @ deather

In the video, an tnfantry squadron 1n » dus “WITH FASHION YOU GET TO PUT IT ON AND MAKE IT YOUR sonnics ° 3 ' ne sk ot the madn povilisn
OWN—EVEN FUCK WITH IT. WITH ART, WE GIVE IT THIS 128 Shape ueing & comptes heeting i e ek of e 1des (o sinchaaKane's
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] YOU GUYS ARE SEEING A

RAUW
ALEJANDRO, CRAZY RAUW ONSTAGE —

ALL MY ALBUMS
HAVE FUSION, FUSIONES,

AND THEY FOCUS ON
DIFFERENT TYPES OF COLORS —

COLORS

simultaneously singing and delivering energetic choreography. That level of perfor-

A -

Alejandro grew up in Carolina, near the San Juan airport. He got into making music
atage 22, later than most superstars, because his passion was invested elsewhere
prior. he'd Iy pursued o the point of
moving to Orlando, Florida in hopes of getting scouted. But an injury at 20 caused an
early retirement. He's grateful, though, that he *had the opportunity to experience
normal ife,” even when he was “broke as fuck ” Remembering those times, he adds,
helps him appreciate more what he has today.

It's important to note that Rauw Alejandro s the determined type, always operating
with a purposeful gusto at all times. Athletics taught him discipline, and it's served
him well as a career musician. *I'm a person that when | decide to do something, | go
for it” he says. This meant committing fully to his pivot into performing, including
taking classes to improve his vocals and dancing.

Ten years after his first sa

music hovers around the peaks of several Billboard hane it s comsueua b
with his 2020 debut. it t0 the top 10 Latin

Albums list. More than 42 million people worldwide isten to him monthly on Spotify,

and Satumo received a Grammy nomination for Best Misica Urbana Album.

The blissfully saccharine pop cut “Todo de Ti” marked his mainstream breakthrough.
It's the opener on 2021's Vice Versa, where he explored sounds he describes as retro,
happy, and romantic, with shades of Brazilian funk and house throughout. While the
single grew his fame exponentially, Alejandro already had a solid following of fans
drawn to his R&B-heavy style. In early interviews, he often cited Chris Brown as a
major infiuence, not only for the artist's sound but also his showmanship. Few artists
in the Latin reggaeton and trap reaim focus so intensely on dance as Alejandro does,

mance, on display in his music videos and in concert, has made him a standout

However, the key to breaking through was not just determination, but an acknowledg-
ment that he couldn't do it alone. Alejandro is a solo act, but he knew from the start
that to truly succeed, he would need a rock-solid team behind him. “In this lfe, suc-
cess~—I think t's about teamwork,” he says.

Many celebrities’ teams, especially those of musicians, are composed primarily of
day ones"~the folks who belleved snce thestart and helped push an artis thiough

.am i much fike this. And
some of his day-ones go all the way back to the 31-year-old's teenage years.

Mr. NaisGaiis one. He' o full-
longih release, tom 2020's A/mdrsracu o last yoar's Plya Saturno, Thoy knew each
other high school, graduating, he found
out Aljancto was witing music and even beat-making on s own time. NaisGai
messaged him on Facebook, the two linked up, and they ve been practically insepa-
rable since.

we » the duos start, I
and he'd say, ‘I like this from this one, and this from another one.” He already had in
mind how the song would be. It helped a lot that Rauw thought like a producer.

Backing Alejandro is his own personal production group, Los Sense, Inc., which
includes producers, publicists, and label management. Many of them, like NaisGa
joined Rauw's journey early on. “Los Sensei have been with him basically forever,”
NaisGai says.
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HYPEBEAST HYPEBEAST NIKE ZOOM VOMERO 5
“SAIL GUM”
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‘CO SOY CARTER’ IS
SPOTIFY’S MOST STREAMED
ALBUM IN 2024 SO FAR

F 4

" LOOKING BACK:
160 USD | SUMMER 2024 | A_CO LD_WALL*’S s i
Qv X CULTURAL IMPACT

K FW24
FOOTWEAR TRENDS
313 ! !J

Vests, bomber jackets and -
trousers are made with a new silk -~
bubble-wrap textile that includes
bulletproof reinforcements.

2,219 likes

hypebeastkicks The @nike Zoom Vomero 5 has
become an essential in many sneaker rotations for its
amazing comfort and retro styling. Now, the... more

b &N
IWLNSMMELS

UPCOMING ALBUM ‘ATAVISTA'

Qv W Qv W

5,118 likes

hypebeast @hypebeastuk: @acoldwall's impact on UK
fashion in the last decade has been nothing short of
seismic @ ... more

Qv W

2,520 likes

hypebeast In a society riddled with uncertainty and
chaos, Helmut Lang'’s Fall/Winter 2024 collection
provides order and refuge. Take a closer look at... more

Vv | 4 comments

7,956 likes

hypebeast It's been less than one week and
@beyonce's latest album 'Cowboy Carter' has already
gained the achievement of @spotify's most... more

Q ® @

ADIDAS UNVEILS
'COPA AMERICA 2024 —*
HOME AND AWAY KITS
VAT

Q ® @ Q ® ® e

As a part of the 2020 brand refresh the main Hypebeast Instagram account was subject to a visual overhaul. This included working
with the global social media team to strategize on what templates were needed, and then creating a system that was approachable by
both a viewer, and easily adaptable by internal team members when needed.

Templates shown here include — (1) General News (2) Product (3) Round-Up/Feature Cover (4) Feature Quote Slide 06



HYPEBEAST

Corporate Deck,

2022—-23

Art Direction by Vasun Pachisa, Creative Direction by Kevin Wong

HYPEBEAST
2023

2023 26 2023 27 2023 28 2023
A B O I | I Corporate Profile, Corporate Profile Global
Our Major Milestones Capabilities Network
T Launched Hypebae our digital Hypegolf Invitational brought an Commerce and Experience
media property aimed at the immersive and inclusive golf
H Y P E B EAS female Hypebeast audience experience to Miami and Japan Curating fully immersive, online to offline
experiences, we strengthen our community
4 s i Hypebeast Officially established ‘with IRL strategies and give consumers
Founded in 2005, Hypebeast is a leading founded by Kevin Ma Hypemaker,our creatve agency access o v 250 ighy curted bands
global platform for contemporary culture and )
lifestyle, and a premier destination for Launched HBX our Hypebeast available in the Hypebeans, a communal Hypegolf Japan Store Los Angeles
e 3 E-Commerce store Korean language destination for quality coffee, opened in Tokyo, Japan

editorially-driven news and commerce. launched in Hong Kong

Hypegolf nvitational

retured to Japan Creative

Standing at the forefront of fashion and
culture, we have built a loyal and passionate

HBX Hong Kong retail
store launched

Launched Hypemoon,
aplatform dedicated to all things

Ourin-house, full-service creative
production agency specializes in

9 Content

- community of over 32.4M followers who trusts Webs all stages of production from Discovering the undiscovered, our
N . lif | . research and strategy to ideation online editorial and social media
4 our curation across diverse lifestyle categories Hypebeast avaiabio in Hypeboast avalabie n the and creation. pltoms nesagoel
spanning fashion, arts, music and culture. the Traditional Chinese, Brazilian and Spanish languages community of the culturally curious.
Simplified Chinese and
Launched Popbee, a Japanese languages Hypefest, our inaugural 2-day HBX New York flagship
'B‘V“;'S'G"V:f; media streetwear and cultural festival and Hypebeans opened in
platform in Asia held in Brooklyn, New York hinatown, New York
eld in Brooklyn, New Yor Chinatown, New Yor Our diverse yet highly interrelated hype THE HYPE UNIVERSE We own an extensive operational network
universe integrate together as a complete across the globe. Our team is global and we
business model and a one-stop media have offices in Hong Kong, Shanghai, Tokyo, -~
p in the global cultural Seoul, London, Los Angeles, New York and
A 2005 2012 2015 2016 2019 2020 2021 2022 market. ‘other major cities around the world.
w -
I\
32 2023 33 2023 34 2023 35 2023
-—
Readership Hypebeast Hypebeast Hypebae
and Traffic Magazine
Founded in 2005, Hypebeast is a leading o Established in 2016, Hypebae is a leading
platform for men’s contemporary fashion. - 0 female online destination at the -
J Culturally curious, Hypebeast's devotion - intersection of fashion and creative -
- Media o discovery has made it one of the B dialogue. Empowering next-gen creatives, .
. . . premier online destinations for editorially- Age Average Unique Visitors Per Month Male the platform shares its distinctive vision Age Aggregated Social Media Following

a of editorial, social . . . driven news and commerce. through visually stimulating narratives, and

’ Hen . provides impactful insights on the

urate dlg ital and L Page Views Per Month Aggregated Social Media Following 12-Month Average Website dynamic face of emerging youth culture.

Iturally curious lens,
ds in fashion, arts,
munity acros

S‘{

Readership Operating
in over 15 markets
worldwide

Monthly Unique Visitors

37.5M

Aggregated Social Media Following *

United Kingdom

= HYPEBEAST s
Page Views Per Month *

United States Media
Japan

o Operates in over 15 markets
South Korea worldwide

«  Available in 9 languages
Taiwan

Media

Operates in over 15 markets
‘worldwide
Available in 4 languages

3.1M

Page Views Per Month 2

56%

Female

= hypebae

FASHION

Hong Kong
From in-depth interviews, to focused
features, to fashion-forward editorials, our
¥ i 1 aver bi-annual print publication features 1. Hi al 12 mont )
A Nike's Beloved Air Max 97 "Silver Bullet" Makes long-form coverage of the topics valued /s
March Its Return in This Week's Best Footwear Drops by our readers. As of Marct
43 2023 46 2023 47 2023
Brands Revenue Product Introducing HBX New York:
Carried Split Category Our first-ever U.S. flagship and headquarters
v HBX product ranges at the leading edge of o

cutore siocking aver 250 gy cumted | PRADA. AMBUSH couvonproseers  [OEWE  JACQUEMUS 5 5 (o) 3 5 (y 1 O (y

Kiey nd contrprary méveiea o] (6] o

womenswear, and lifestyle brands sourced

from all over the world, including New: Menswear ‘Womenswear Lifestyle Sneak A

York, Los Angeles, London, Paris, Tokyo, ‘Maison Margiel. neakers \coessories

Sydney, and many more. mNﬁﬁlm ALY X O e B

Share of
. y Business
Off-White™  BOITEGA VENEIA W MAISON KITSUNE KENZO
USA o Clothing
HK
N \
: FEAR OF 60D Rhude N A
@ -
JP Bags Homescn{\se
= UK
epop-upstore  Sunglass Hut - 360 Gampaign BURBERRY i UNDERCOVER® ow We apened ou frst flagship buiding
LONDON ENGLAND. MONCLER JUN TAKAHASHI " newbalance in North America in the heart of vibrant
31 Chinatown, New York City.

‘AsouT
HVPEBEAST

wveEREAST
2025

LI

Fypebeast Hypegoll  Hypamaker
Hypoart  Hypemoon

Hypobao  Popboo  HBX

Bask

164

13 1M o7

1834 1AM 1em
31 s 3su e

2544 08M_ 15M
sk 100K M man 164 0!

arsm

s2am a0 - s

e Bk 96K
so% 1w

e [l s5% 3% 10%

PHYSCAL
RETAE

Updated design and layout for the Hypebeast corporate brand deck.
Created in tandem with the Google Slides deck template (see next page)
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HYPEBEAST Google Slides

Art Direction by Vasun Pachisa, Creative Direction by Kevin Wong
Deck Template
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HYPEBEAST HBX 41 Division Motion design by Massive Assembly, Art Direction by Vasun Pachisa, Creative Direction by Kevin Wong
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Opening campaign for Hypebeast’s first US Flagship in 2022 at 41 Division.

(1) Hoarding  (2) Subway 9x6 (3) Staff T-Shirt 09



HYPEBEAST HBX 41 Division Motion design by Massive Assembly, Art Direction by Vasun Pachisa, Creative Direction by Kevin Wong
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9x16 Frames sent to Massive Assembly for animation 10



HYPEFORM

87 likes

hypeform To some, it might seem like an unusual
sentiment for a designer to be obsessed with
perfecting their product’s demise. Morbid... more

Q ®

HYPEFORM
Posts

Verner Panton

Qv W

63 likes
hypeform The Hypeform A-Z of Design / Verner Panton

If you follow any vintage furniture resellers... more

a Q ® @

HYPEFORM
Posts

@ hypeform

Andu Masebo Designs Objects That Tell
the Stories of Others

Hypeform

Qv W

44 likes

hypeform @andumasebo is very much a designer to
keep on your radar.
.. more

m Q ®

Art Direction by Vasun Pachisa, Cre

HYPEFORM

A o :
Janni Vepsaldinen Has a
4 Bold New Vision for
| littala’s Next Chapter

)
O Q

367 likes

hypeform What happens when the designer behind
*that* Harry Styles cardigan takes the helm of a Finnish
heritage glass brand... more

Q ®

HYPEFORM
Posts

Qv W
367 likes

hypeform What happens when the designer behind
*that* Harry Styles cardigan takes the helm of a Finnish
heritage glass brand... more

Q ®




HYPEBEAST Instagram Post

Templates

HYPEGOLF
Posts

- hypegolf &

HYPEGOLE

L

Malbon Team Up on-a
Connected Timepiece

Qv W

1,777 likes

hypegolf Swiss watchmaker @tagheuer has tapped
@malbongolf to put its spin on the Connected Calibre

E4 Golf Edition.... more

A Q ® @

Instagram template system for

E

(1) General News (2) Product  (3) Product Round-Up Cover (4) Feature Cover (5) Feature Quote ¢

ABAG Heuer and

@hypegolf

HYPEGOLF
Posts

Nike Air Max 1 G
“White/Gum” .

Qv W

2,662 likes

hypegolf Here's a first look at an upcoming @nike Air
Max 1 G in "White/Gum."

... more

View all 44 comments
October 11, 2023

@

s golf focused account, Hypegolf.

HYPEGOLF
Posts

- hypegolf &

HYPEGOLF

Our Favorite Phoenix

Open Apparel for 2024
000

Qv W

540 likes

hypegolf Unofficially known as the "People's Open",
golf apparel brands are increasingly treating the
@wmphoenixopen as an opportunity to design... more

an Q ® @

P~
all T @)

HYPEGOLF
Posts

- hypegolf &

HYPEGOLF

Malbon Women Is ®
Reinventing Club Style

FOR THE FASHION-FORWARD,
MULTI-SPORT PLAYER

Qv

1,777 likes

hypegolf How do you get someone to pick up a new
sport? For @ericamalbon, founder of @malbonwomen,
the answer is clear: fashion. It's one thing that... more

n Q ® @

HYPEGOLF
Posts

HYPEGOLF

“If you make great ®
clothing, the consumer
will determine what
they like and what they
don’t like, and we
refuse .to be boxed in. ”

EARL COOPER,

CO-FOUNDER OF EASTSIDE GOLF

Qv W

1,777 likes

hypegolf 4 years ago @eastsidegolf came to the PGA
Show with 10 sweatshirts in a backpack. This year they

returned as a full-fledged brand and with one of... more

n Q ® @
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HYPEBEAST Instagram Post
Templates

3113

HYPEBAE
< Posts

hypebae hypebae 9

hypebae

.

B E =
Liked by helpmlee and others
hypebaebeauty @starface has just launched a new set

of its popular hydrocolloid star-shaped pimple patches.
The "Earth Star” collection comes in four new... more

m Q ® @

Updated Instagram templates for H

(1) General News (2) Feature

P

HYPEBAE
< Posts

mwace hypebae @

Meet Zemirah Moffett,L
the Mind Behind® »
MEANDSOMEBODYSON '

Qv :

Liked by cooljaee_80_ and others

hypebae Amid the demise of dating apps and the rise
of a

"boysober” era among women, it may seem like... more

a Q ® @

,ebeast’s sister account.

d-Up Cover (4) “Ask a (Sjexpert”

HYPEBAE
Posts

hypebae hypebae 9

Qv

2,967 likes

hypebae We are one day away from New York Fashion
week and we can expect fresh presentations, street
style moments, and buzz-worthy parties... more

Q ® @

HYPEBAE
Posts

mwace hypebae

"My First Time Was a
Flop... Can You Help?”

" ASK A (S)EXPERT » ASK A (S)EXPEI

Qv

160 likes

rypebae Congrats on exploring sex<ns1:XMLFault xmlns:ns1="http://cxf.apache.org/bindings/xformat"><ns1:faultstring xmlns:ns1="http://cxf.apache.org/bindings/xformat">java.lang.OutOfMemoryError: Java heap space</ns1:faultstring></ns1:XMLFault>