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4. CONCEPT & STRATEGY

After feedback on the analysis, 
we start generating ideas that 
we bring together in (brand) 
values, positioning, visual 
concepts and storytelling. In 
conversation with the client 
(and possible stakeholders) a 
conceptual direction is chosen

TopicsTopics Brand/core values; concept 
& visual storytelling; propositions 
for building blocks and media 
applications.
PracticalPractical presentation of a 
selection of conceptual directions.

WHAT MAKES IT POP? 
Visual storytelling is essential. The 
Studio establishes a relationship 
between visual concepts and how 
that could be realised strategically.

5. TACTICS & EXECUTION

This phase is characterized 
by the implementation of 
the conceptual and strategic 
directions into effective 
(media) products. The building 
blocks for the (brand) identity 
are the foundation of the 
strategic brand design that 
is able to grow and develop in 
the future.

TopicsTopics Identity toolkit or brand 
guide; communication tools & 
media products.
PracticalPractical Deadlines; instruction and 
guidance of production by third 
parties; planning & budget.

WHAT MAKES IT POP? 
The Studio for Visual Pop. Culture 
loves to make designs that are 
beautiful, professional and 
detailed, with the sole purpose 
to turn it into an effective and 
spectacular conceptual work.
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WHAT WE BELIEVE 

At the core of the Studio 
for Visual Pop.Culture is 
the drive to create.  
We use the life force energy 
of creativity to envision 
new worlds, to visualise new 
businesses and to reveal 
your identity. Creativity 
helps us imagine who we are 
in the world we live in. 

Good design transforms 
ambition into action.  
The Studio for Visual 
Pop.Culture believes 
that good design gives 
people, communities and 
organisations the confidence 
to put their products or 
services out into the world. 
Design that manifests 
the drive and purpose, 
empowers and enables you 
to take the first step into 
the right direction. 

Originality is innovation 
by appropriation.
The Studio believes in the 
power of remix. Our designs 
do not stand alone. they 
are part of existing society 
and culture. We embrance 
that our work is indebted 
to popular culture, socio-
political movements and 
art & design history. Our 
designs conceptually refer 
to, subvert or build upon 
this heritage to create 
something new. 

WHAT WE VALUE 

Empathy & dialogue  
When we work on a project, 
we will work together, 
side by side. We value an 
open, honest and equal 
conversation. We approach 
a project and the people 
involved with empathy.

Critically curious & 
purpose driven  
For good design solutions, 
we have to be critically 
curious. Why do you do what 
you do? Are the assumptions 
that we both have true? 
Based on experience, 
intuition or research? To 
get to the founders energy 
we aim to find the intrinsic 
motivation of your business.

Methodology, analysis & 
process based design
In order to work as effective 
as we promise, the Studio 
makes use of a large variety 
of tools, methods and visual 
models. They help us to get 
to the point as quickly as 
possible.

Conceptual & strategic 
When we design, we always 
look for meaningful, 
visionary and urgent idea, 
that will be translated in a 
durable and strategic design 
made for the future.

Intellectual & accessible 
We love art, design, cultural 
and socio-political theory 
and history. We love to make 
theoretical ideas accessible 
through design. We love to 
appreciate and appropriate 
visual culture. 

Authentic & loyal  
When you engage with the 
Studio for Visual Pop.Culture, 
you get a loyal partner that 
does not hold back and will 
get the job done.

WHAT WE DO

The Studio for Visual 
Pop.Culture creates 
brands & strategies, 
visual identities, editorial 
designs and research 
projects.

We design, research, 
educate and organise. We 
create, produce, observe 
and collect. We analyse, 
write, lecture, moderate, 
coach, learn and share. We  
conceptualize, strategize 
and visualize.

Over the past years, the 
Studio for Visual Pop.culture 
has designed: album covers; 
animation; appropriations; 
archives; art poster; articles 
(text); banners; balloons; 
blog; booklets; brand design; 
brand guides; brochures; 
business cards;  buttons;
calendars; (post)cards; 
car lettering; certificates; 
coins (commemorative); 
collections; concept 
books; conversations; 
curricula; dialogue 
sessions; documentation; 
do-it-yourself manuals; 
editorial design; essays 
(visual); events; exhibitions; 
flyers; folders; forms; 
gatherings; guidebook/
guidelines; identity toolkits; 
identity design; indexes; 
infographics; information 
design; interventions; 
interviews; invitations; 
jewellery; lectures; lesson 
plans; logo’s; manuals; 
mappings; merchandise; 
newsletters; newspapers & 
journals; patches; posters; 
presentations; process 
and evaluation reports; 
promotional items; stands; 
stationary; stickers; social 
media templates; tablecloth; 
tape (signalling); templates; 
timelines; timetables; tote 
bags; tombstones; t-shirts; 
typefaces; vouchers; 
websites/shops; window 
lettering & dressing; 
workshops.

Some stuff that’s on our 
wishlist: motion graphics, 
a clothing line, zeppelin, 
wallpaper, AI-generated 
images, a podcast, a 
documentary, a non-fiction 
book on visual remix 
strategies, and more.

1. INTRODUCTION

In our first meeting, we 
explore the possibilities of 
our collaboration; how the 
ambition and potential of the 
client match with the skills, 
expertise and drive of the 
Studio.

TopicsTopics The project and its origin 
story; references and inspiration; 
dreams and ambitions; limitations; 
design maturity.
PracticalPractical Time and planning; 
budget; possible outcomes.

WHAT MAKES IT POP? 
With empathy and critical 
curiosity, the Studio looks for 
the sweet spot where personal 
fascinations, professional 
ambitions and ideological 
motivations meet.

2. BRIEF > DEBRIEF

We translate the results of the 
first meeting, supplemented 
with additional input, into 
an brief/debrief in which we 
formulate the expectations of 
the collaboration.

TopicsTopics Tasks and roles in the 
collaboration; relevancy and 
limits of the project; ambition 
and fascination translated into 
challenges and action; research 
questions and topic; possible 
outcomes.
PracticalPractical Document describing 
the different phases, including 
deadlines, presentation moments 
and costs.

WHAT MAKES IT POP? 
The expectations are described 
and are ambitious, realistic and 
inspiring and leave room for 
exploration.

3. RESEARCH & ANALYSIS

The purpose of this phase is 
to gain an understanding of 
the project, the client, the 
stakeholders, the competition, 
the market, the target group/
user and the context of the 
project.

TopicsTopics Human centered field 
research (observation and 
participation); internal and 
external analysis; visual analysis; 
expert interviews; corporate 
culture.
PracticalPractical presentation that shares 
insights of research and redefines 
the project and its challenges

WHAT MAKES IT POP? 
The Studio places an extra focus 
on socio-political and pop.cultural 
trends and how they manifest 
themselves visually. We research 
the industry’s visual language 
as part of cultural and historical 
context.

The Studio for Visual Pop.
Culture is a studio for 
branding, identity design 
and design research. 

With our background in 
marketing-communication 
and design thinking, we 
create conceptual, strategic 
and human centered design 
solutions made for the 
future.

Together we will to find your 
authenticity and purpose, 
and develop this into 
effective and spectacular 
conceptual work.

We use our own critical 
curiosity and custom made 
design methods to explore, 
unravel and analyse your 
business and the visual 
world it is part of. 

The Studio for Visual Pop.
Culture is founded by Mark 
Mulder; a graphic designer, 
design researcher, educator 
and cultural organiser 
who lives and works in 
Rotterdam, The Netherlands.
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#STRATEGIC BRAND DESIGN 
#VISUAL IDENTITY #RESEARCH
#ORGANISING BY DESIGN 
#HUMAN CENTERED #STRATEGIC 
#MARKETING #REMIX STRATEGIES 
# VISUAL CULTURE & LANGUAGE 
#ANALYSIS #PURPOSE #CONTEXT 
#CRITICALLY CURIOUS 
#SPECTACULAR CONCEPTUAL 
#MAKE IT POP. 



the studio for visual  
pop.culture is the 
politics of music and 
the music in politics.
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Concurrentie #1: groot & kleinExterne Analyse Medium Scan
Ingang tot het merk
De behoefte om samen 
met je partner seksualiteit 
te ontdekken via BDSM, 
fetish en kink: pijnsensatie, 
restrictie (bondage), rol-
lenspel (macht) & hyperin-
dividualistische seksuele 
expressie & afwijken van 
norm.

Google-search 
Vr 26 Mei
Om een impressie te 
krijgen van de grotere 
merken & online winkels in 
de BDSM-markt.

Top 5  van zoekopdracht: 
“bdsm shopping”
“bdsm toys”

Kenmerkend:
•  Goede functionaliteit 

webshop
•  Vaak gericht op de 

beginner
• Breed assortiment
•  Snelle en discrete 

levering
• Toegankelijk

Small businesses zijn 
kleine ondernemers in de 
branch. Concurrenten en 
collega's die ook te vinden 
zijn op de live-events. 
Analyse gebaseerd op 
Instagram post van  
'_elena_black_witch', 
waarin Provocateur ook 
genoemd wordt.

Kenmerkend:
•  Eigenzinnig
•  Experiment met kleur, 

ontwerp en materiaal
• Inclusief en queer
• Vanuit de lifestyle
• Niche (latex, corset)
• Bespoke
• Handarbeid
• Exclusief ontwerp
•  Persoonlijke relatie 

met de ontwerper
•  Amateuristisch in 

ondernemerschap en 
ecommerce

•  Moeilijk vindbaar 
online

•  Support your local 
business owner

VERSCHIL
Door gebruik van stansmessen:
• OPSCHALEN  PRODUCTIE
•  CONSITENTERE / BETERE 

KWALITEIT
• SERIELE PRODUCTEN
•  NIET VOOR SPECIFIEKE 

DOELGROEP
• TOEGANKELIJKER
• MATERIAAL: LEER

OVEREENKOMST
• SPECIFIEK ASSORTIMENT
• PERSOONLIJKE RELATIE
• DESIGNER-BRAND
•  VERANTWOORD ONDER-

NEMEN
•  LAGE KWALITEIT IN  

ECOMMERCE: WEBSHOP 
& SEO

•  AMATEURISME IN  
VISUELE MERKIDENTI-
TEIT

VERBETEREN:
•  (COMMUNICEREN VAN)

PROFESSIONALITEIT
•  PRIJS/KWALITEIT 

VERHOUDING IN RELATIE 
TOT SMALL BUSINESS 
CONCURRENTEN

•  ZICHTBAARHEID EN 
MERKBEKENDHEID

1. Easytoys.nl

Lingerie by Velveteena Leigh Team Riot Pony Kerris SpencerKVROKVLT The Bushy Peach

2. Sinful.nl 3. Bdsmshop.nl 4. Mince.nl 5. Laced-up.nl

Bestel Nu BDSM Produc-
ten - Voor Al Jouw Kinky 
Fantasieën
[...] voor iedereen die het 
nóg spannender wil maken 
in de slaapkamer! 

• Toegankelijk
• Goedkoop
• Goede Service
• Beginners
•  Goed vindbaar:  

Ook 2. en 5. bij zoek-op-
dracht: 'BDSM toys'

Elegant, delicate, hand-
made lingerie designed 
and made in London. 
Whether wearing these 
pieces for yourself, the 
camera, or a significant 
other, we hope that you 
feel incredible no matter 
your size or gender 
identity.

•  Cosplay/Theatrical  
•  Bespoke Lingerie:  

op maat gemaakt
• Queer
• Uniek
• Eigenzinnig ontwerp
• Handgemaakt

https://velveteenaleigh.
co.uk/lingerie/

Riot corsetry, and acces-
sories for rebel ponies
https://www.instagram.
com/teamriotpony/

•  Corsetten
•  Queer
• Plussize

https://www.kvrokvlt.com
Missie: https://www.kvrok-
vlt.com/pages/about

About: “Kerris specialises 
in knitted and constructed 
textiles and has a very 
innovative approach to 
the use of materials and 
traditional techniques. Her 
love of materials means 
she experiments with 
metal, rubber, latex and 
vegan leather to create 
beautiful handmade items 
for interiors, fashion and 
accessories.” […] “In 2013 
Kerris started working as 
a freelance designer and 
made a range of hand-
made bespoke fabrics 
and garments for private 
clients and students.”

“Kerris Spencer establis-
hed her studio in 2016 
with ambitions to design 
and make vegan fashion 
accessories. All pieces 
are handcrafted in Bristol, 
UK […]”

https://www.kerrisspencer.
co.uk) @kerrisspencer

•  Kleurrijk in materiaal
• diversiteit in modellen 
• queer
• vegan 
•  experimenteel met 

materialen
• handmade
• bespoke
• Designer-brand
•  Bristol (UK)

FASHION FOR THE 
DARING AND UNCON-
VENTIONAL.

KVROKVLT (KURO 
KULTURE)- the premier 
bespoke latex brand that 
combines punk aesthetic 
with high fashion. Founded 
by multi-faceted creative 
Kuro, KVK creates unique 
and daring designs that 
blur the line between 
fashion, fetish and art.

•  lifestyle (punk) 
•  unique & handcrafted
• bespoke
• latex
•  sustainability & ethical 
•  natural and biodegrada-

ble materials
 • Design by Kuro himself.
•  self-expression 
•  break down barriers
• clubwear

www.etsy.com/uk/shop/
TheBushyPeachLatex 
@thebushypeachlatex

Custom Latex creations. 
Custom & Size-Inclusive 
• Latex Creations 
•  Ready-to-wear  

Accessories
• Slow Fashion Brand 

BDSM Sex Toys - Gratis 
Verzending Vanaf €45

• Breed assortiment
• Licht en toegankelijk
• Vanilla
• Vrouw
• Heteronormatief
• Classy

Dé winkel voor BDSM 
artikelen en toys.

•  Breed assortiment
•  Snelle levering
• Goedkope uitstraling
• Voor gevorderden
• Hard

Sextoys, bdsm en fetish 
shop in Waalre

• Laagste prijs garantie
• Discreet levering
• Assortiment: Extreem
• Ontoegankelijk
• Dungeon-vibe
• Pakhuis/loods

Laced-Up Boutique Fetish 
& BDSM Shop

• Breed assortiment
• Handcrafted
• Designer-brands
• Lifestyle-georienteerd
• Queer
•  Zacht

1. MisterMitch.nl 3. Mailfemale.com 4. Extreme 
restraints.com

BDSM Toys - 23:59u 
Besteld, Morgen Thuis
Boost je seksleven met de 
bondage toys van Mitch. 
Bestel en geniet direct! 
Wij hanteren dé scherpste 
prijzen op BDSM toys | Van 
handboeien tot complete 
sets. Achteraf betalen 
mogelijk. 

• Goedkoopste
• Snelle levering
• Breed assortiment
• Gay
• Hard & extreem

BDSM Tools & Toys - Le-
vering binnen 24 uur
BDSM Toys, Tools, Kinky 
Kleding en meer. Bestel nu 
makkelijk online, morgen 
al in huis! 

• Snelle levering
• Breed assortiment
• Man-vrouw

ExtremeRestraints.com 
features the best extreme 
sex toys, bondage, fucking 
machines for sale, and 
much more; all specially 
selected to let you explore 
your ... 

• Laagste prijzen
•  Beste kwaliteit
• Extreem
•  Dungeon-vibe
• Discreet

Grote webshops

Ontdek ons aanbod BDSM 
op Willie.nl - de beste in 
bed! ✓ 
100% discreet verzonden 
Klantenbeoordeling: 9.4 ✓ 
Bestel jouw BDSM snel!

Voor hen die weten wat 
BDSM precies inhoudt 
of mensen die net het 
wereldje betreden, hebben 
wij precies de juiste toys 
in huis!
Wat is BDSM? Hoe werkt 
BDSM?

Ruim assortiment BDSM 
toys! BDSM artikelen zoals 
50 shades of Grey, Sex 
furniture, tepelklemmen, 
etc. koop je online bij 
Christine le Duc.

Alternatief: Pole

Avantgarde Pole-Dance 
Fashion designed in 
Berlin. Passionate about 
designing your outfits. Pole 
is a Berlin based creative 
collective aiming to disrupt 
international fashion. No 
taboos.

•  Avantgarde
• Mode & Designer
• Berlijn
• Lifestyle
• Queer
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Naast de grotere 
BDSM/kink/fetish 
brands moet er ook 
naar de small busi-
ness-concurrenten 
gekeken worden.
De kleine onder-
nemers in de kink 
& fetish gear scene 
kenmerken zich 
doordat ze eigen-
zinniger/uniekere 

producten maken, gedreven vanuit een 
maker/artiest, kleurrijker en experimen-
teler zijn in zowel materiaal gebruik als in 
sexuele diversiteit, gedreven vanuit van 
een persoonlijke politiek-maatschappelijke 
motivatie (queer, bevrijden van sexuele 
conventies, punk), verbonden aan een 
niche (bijvoorbeeld cosplay, latex, corset). 
Bespoke=customized aan de individuele 
behoeftes van de klant. De producten zijn 
door hun unieke (handmade/ customized) 
ook duurder dan de grotere merken. 

De vraag is waarom klanten hier extra voor 
betalen. Mogelijke antwoorden: ik gun het 
de kleine ondernemer, uniek en eigenzinnig 
ontwerp (spreekt aan om indvidualiteit).

Top 5  van zoekopdracht: “bdsm shopping” Top 5  van zoekopdracht: “bdsm toys”

VERSCHIL
• VOOR GEVORDERDEN
• GOEDE KWALITEIT
•   SPECIFIEK ASSORTI-

MENT>LEER
•  DESIGNER-BRAND
• HOGERE PRIJSKLASSE

OVEREENKOMST
• TOEGANKELIJK
• GOEDE SERVICE
• PROFESSIONEEL

VERBETEREN:
• ECOMMERCE: 
•  FUNCTIONALITEIT 

WEBSHOP
• VINDBAARHEID ONLINE 
 (SEO)

© Studio for Visual Pop.Culture, 2023 — 17

Context analysis: vintage pulp. sleaze & eroticaContext analysis: vintage pulp. sleaze & erotica Future brand identity: Brand values & core valuesFuture brand identity: Brand values & core values

Internal analysis: Believes, values, products and servicesInternal analysis: Believes, values, products and services Internal analysis: ame, origin, semiology and historical/political referencesInternal analysis: ame, origin, semiology and historical/political references

External analysis: Market and competitors; big players vs small businesses.External analysis: Market and competitors; big players vs small businesses.

Interne Analyse 21 april 2023Golden circle

© Studio for Visual Pop.Culture, 2023 — 4

© Studio for Visual Pop.Culture, 2023 — 22

Analyse Vieze blaadjes 
Vintage Sleaz, Pulp, 
Erotica en Fetish

Kleurgebruik: Ook in de 
analyse van de geschie-
denis van het genre, 
zijn rood en zwart veel 
treugkerende kleuren. Ook 
geel, maar waarschijnlijk 
vanwege de attentie-
waarde en associatie met 
goedkoop. Maar er was 
ook ruimte voor andere 
kleurcombinatie.

© Studio for Visual Pop.Culture, 2023 — 22

beeldtaalToekomstige Merkidentiteit  Pulp, sleaze & erotica

Kleurrijke combinaties & secundaire kleuren Zwart + Rood met name in BDSM-scene Illustratie

Vertikale Typografie De passieve vrouw (modellen) De actieve vrouw (modellen)

Interne analyse Huidige MerkidentiteitMerknaam: oorsprong en betekenis

© Studio for Visual Pop.Culture, 2023 — 9

Associatieve Kenmerken

Sensueel
High-Fashion
De uitdager; 
Iemand die een ander 
aanzet tot 'illegale' actie;
Bewust
De infiltrant; 
Provo (NL. 1960s)
Culturele, politieke (en 
sexuele) revolutie
Ludiek 
Geweldloos
Performatief
Vernieuwers
Anti-autoritair
Vrije Liefde
Emancipatie

De Provocateur is een 
classy & cool personage: 
een badass die uitdaagt, 
in verwarring brengt en 
aanzet tot illegale daden: 
zijn/haar partner, maar 
ook de samenleving en zijn 
normen en taboes.

Associaties en refenties met 'Provocateur'

Conceptueel en associatief is Provocateur als merk-
naam sterk en origineel. 

De 'Franse' naam zorgt voor associaties met sensuali-
teit (erotiek), classy en chique. Je denkt aan high-
fashion, modelabels (als Chanel) en parfum. 

'Provocateur' adresseert de klant, de drager van de 
producten en past goed bij de mentaliteit; de gedaan-
teverandering en de rol die de gebruiker doorgaat: door 
middel van de producten neemt de gebruiker de rol aan 
van ontregelaar, van uitdager. Iemand die aanzet tot 
onwettige daden.

SEMIOLOGIE: Een Agent Provocateur zowel in Neder-
lands als in Engelse taal is a person who intentionally 
encourages people to do something illegal, usually 
so that they can be arrested: (https://dictionary.
cambridge.org/dictionary/english/agent-provocateur) 
oftewel “een persoon die in dienst van de politie of een 
geheime dienst infiltreert in een verdachte organisatie 
infiltreert, met als doel om de leden tot onwettige daden 
aan te zetten, waardoor er legale gronden ontstaan om 
ze te arresteren” (Wikipedia). 

CULTUREEL-HISTORISCH: In de geschiedenis van The 
Black Panthers, wordt de trem Agent Provocateur 
veelvuldig gebruikt voor een FBI-infiltranten die de 
revolutionaire beweging wil ontwrichten. 

Daarnaast is er de associatie met culturele, politieke 
(en sexuele) revolutie in Nederland en de jaren 60. 
PROVO was een anarchistische protestbeweging (1965-
1967). De beweging was een ludieke revival van groten-
deels geweldloos anarchisme en werd vooral zichtbaar 
door het provoceren van gevestigde autoriteiten. De 
beginselverklaring luidde o.a. : "Provo ziet zich voor de 
keus gesteld: desperaat verzet of lijdzame ondergang. 
Provo roept op tot verzet waar het kan. Provo ziet in dat 
het de uiteindelijke verliezer zal zijn, maar de kans deze 
maatschappij nog eenmaal hartgrondig te provoce-
ren, wil het zich niet laten ontgaan." Met vaak simpele 
provocaties werden de autoriteiten uitgelokt tot gedrag 
dat veel weerstand opriep of waarmee zij hun eigen 
regels overtraden. […] De Provo's waren bezig met 
vrije liefde, ecologie en milieu, de stad als oord van 
emancipatie, vernieuwing van de kunst, afbraak van 
autoriteit, democratisering. […] Met hun combina-
tie van ludieke actie, anti-autoritair wereldbeeld en 
oplossingsgericht denken legden zij het fundament voor 
de bewegingen die in de jaren zeventig tot bloei kwamen 
op terreinen als democratisering van de universitei-
ten, vrouwenemancipatie, stadsvernieuwing 'voor de 
buurt', en interactief theater. Zij waren een belangrijke 
motor van de politieke en culturele vernieuwing die in 
de jaren zestig en zeventig Nederland veranderde. Ook 
internationaal hadden zij invloed, o.a. het oproer in Parijs 
in 1968 ("De verbeelding aan de Macht") was mede door 
het Provo-optreden geïnspireerd. (https://www.sjlgs.nl/
jeugdcultuur/provo.html) 

Hun sterkste actiemiddel was 'autoriteiten in verwar-
ring brengen'. […] Provo excelleerde in het verspreiden 
van geruchten: er zouden hallucinogene stoffen in het 
drinkwater gedaan worden, de paarden van de vorste-
lijke rijtuigen zouden suikerklontjes met LSD krijgen, 
enzovoorts. (https://www.sjlgs.nl/jeugdcultuur/provo.
html)

© Studio for Visual Pop.Culture, 2023 — 23

Kernwaarden zijn 
waarden die voor het 
bedrijf gelden

Merkwaarden zijn 
waarden die voor de 
producten gelden.

MerkwaardenGewenste Merkidentiteit  Eerste Positionering

Herordening van de vele USP's

1.  KWALITEIT VAN HET 
PRODUCT: 

ontwerp Dutch Design; 
premium brand; high-end 
collections; luxurious; 
exclusive and unique;
both quality and wearing 
comfort.

materiaal (Premium quality 
Italian Leather; strong, soft 
and sustainable):

veiligheid (Anti-allergic/ 
non-allergic; nickle-free; 
body-safe)

duurzaamheid (gaat lang 
mee)

2. SERVICE: 
customized; personal service 
+ advice; & worldwide free 
shipping & garantie op de 
kwaliteit van het product (30 
day return)

3. KWALITEIT VAN PRODUCTIE: 

lokaal (our own workshop 
in Arnhem; made in NL, dus 
geen fast-fashion), 

fair/duurzaam (long-lasting/
sustainable

4. KWALITEIT VAN 
BEDRIJFSVOERING 
safe, respectful, and inclusive 
zelf-gemaakt (en dus niet 
doorverkopen)

5. INTENTIES, AMBITIES & 
DRIJFVEREN: 
empowerment: inclusive, 
unisex, celebrating all body 
types; to embrace their 
unique beauty; confident 
and sensual; individuality; 
express and explore their 
desires. self-confidence and 
fulfilment; sexual freedom 
and playfull

EM
POWER
MENT

INDI
VIDUAL 

ITY

IN
CLUS
IVITY

KERNWAARDEN 
waarden die voor het bedrijf gelden

Vakmanschap: Bv. "Ramona: 
20+ years of experience 
in hospitality""; Born 
entrepreneurs; high quality of 
designs.

Professionele productie
Opschalen productie 
en automatiseren 
productieproces 
(stansmessen & netwerk).

Persoonlijke passie
“It’s all about combining work, 
passion and playfulness.” 
Ramona en Hugo zijn 
onderdeel van de scene; 
ervaringsdeskundigen; 
persoonlijke behoefte aan 
both quality and wearing 
comfort;

Persoonlijk
Klein bedrijf vanuiteigen 
lifestyle, betekent persoonlijk 
contact

Authenticiteit en autoriteit
Ramona en Hugo weten wat 
ze doen, wat ze willen en 
wat ze missen. “Our main 
principle is that we only sell 
things that we like ourselves.” 

VAN FOCUS OP PRODUCT NAAR FOCUS OP GEDAANTEVERANDERING. 
Met de producten wordt je een Provocateur. Het dragen en gebruiken zorgen ervoor dat je 
uitdrukking kan geven aan je lifestyle. Het bevrijd, laat spelen, 'empowered' en geeft ruimte 
voor je individuele en authentieke zelf. Tegen de heersende norm en de leidende taboes 
naar je ware zelf.

HIGH 
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DUR
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CRAFT
MAN
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PRODUCT & DIENST

PLAY
FULL
NESS

BAD
ASS
ERY

AUTH
ENTI
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IDEOLOGIE

STRATEGIC BRAND DESIGN PROVOCATEUR 2023/2024

For the rebranding of Provocateur, 
a company that designs and 
produces luxury leather kink 
gear, we followed Roel Stavorinus’ 
Strategic Brand Design Canvas. 
In the research and analysis phase 
we extensively made use of 
methods and models to engage 
and interact with Provocateur, 

the kink market and competitors, 
the visual language of the BDSM 
genre and many kink communities. 
From this analysis, the defined 
brand values and core values 
evolved into a brand concept that 
centers around ‘empowerment’ 
and ‘transformation’. 

This concept was translated into 
visual, textual and conceptual 
building blocks of the brand 
identity, a campagne strategy and 
a loyalty program. 
We presented this in a brand guide 
that leaves room to grow and 
adapt into a future market.
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BRANDING OF A
LUXURY LEATHER
KINK BRAND WITH 
TRANSFORMATIVE 
POWERS.
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WHO ARE

The visual buidling block The visual buidling block 
‘XO’ functions as a warm ‘XO’ functions as a warm 
greeting (Hugs & Kisses) greeting (Hugs & Kisses) 
and as a way to identify and as a way to identify 
the Sub / Dom relation.the Sub / Dom relation.

InvitationInvitation MerchandiseMerchandise

FlyerFlyer

RAMONA SCHAEPKENS
CREATIVE DIRECTOR

ramona@provocateur.shop
+3� 6 33 95 44 88

    @PROVOCATEUR_WOMEN @PROVOCATEUR_MEN

Business cardBusiness card
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Loyalty: 2024 Calendar made Loyalty: 2024 Calendar made 
for resellers, models and other for resellers, models and other 
stakeholders.stakeholders.



the studio for visual  
pop.culture lives in 
a remix society. 
We curiously analyse 
& unapologetically 
use visual culture.
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FOUR STAGES IN THE LIFE 
OF A REVOLUTIONARY 

ARTWORK
  Through the process of re-chronologizing the collection, we distinguished 

four stages of the live of Huey in a rattan chair. Essential in the definition of 
the stages is the role of the author. Or, in other words, who is remixing the 
original image to tell their story?

“And today, principles of Remix in new media blur 
the line between high and low culture […], allowing 
average people and the elite to produce work with the 
very same tools. Choice and intention, then, become 
the crucial defining elements in new media; digital 
tools can be used to support all types of agenda — 
which fall between commerce and culture.” (Navas 2012)

1967-1970: BLACK PANTHER PARTY & FREE HUEY!  
On May 15, 1967, the photograph of ‘Huey in a rattan 
chair’ enters the stage for the first time on page 
three of the 2nd edition of the Black Panther Paper, 
Black Community News Service. Huey P. Newton is 
presented as both the political leader of the Black 
Panther Party as well as the archetype of a rank-and-

file Panther. Through his revolutionary, fearless and 
militant image, this black urban warrior illustrates and 
manifests the Ten Point Program that is written down 
on the same page. 

Soon after this first appearance, the photo is 
distributed through other media, most famously the 
poster. After Newton is arrested and incarcerated 
in October 1967 for the killing of police officer John 
Grey, the poster becomes the centerpiece for the 
“Free Huey” campaign, which casts him as a political 
prisoner of a racist and unjust America. With the rise 
of the Black Panther Party, the image of ‘Huey in a 
rattan chair’, takes a central position in the visual 
identity of the Party, frequently used in the Panther 
Paper, as well as on posters and buttons seen at rallies 
and on the walls of the many chapters of the Party 
across the nation.

When police officers shoot up the Oakland 
Headquarter after Newton’s conviction in September 
1968 of voluntary manslaughter, they leave behind the 
image of Huey in a rattan chair with bullet holes (as 
photographed by Stephen Shames). This distorted 
image reveals a new meaning; as the martyr of the 
revolution. 

All this time, while Newton himself was incarcerated, 
the image of Huey in a rattan chair did the promotional 

16 17

On May 15, 1967, in Emeryville (CA), USA, a photograph 
of Huey P. Newton in a rattan chair, composed by 
Eldridge Cleaver and (presumably) shot by Blair Stepp, 
was published on page 3 of The Black Panther. Black 
Community News Service, Volume I, Number 2.

2928

On November 25, 2003, in USA, a photograph of Missy 
‘Misdemeanor’ Elliot in a rattan chair flanked by to 
black women in black leather, made by Warwick Saint, 
was published on the back cover of the CD booklet of 
This Is Not A Test.

117116

VISUAL ESSAY SPOTIFY-MIXTAPE

COMING SOON ON POST-WHAT.COM/HUEYREMIXED AVAILABLE ON POST-WHAT.COM/HUEYREMIXED 

CHECKLIST FOR SELECTION
  Not just every photograph of a person sitting in a rattan chair is a remix of 

Huey in a rattan and thus not every image can be part of the collection. But 
which image is and which isn’t? We have created a list of selection criteria 
for an image to be part of the database. Check at least two boxes.

q  A revolutionary soldier[1], facing the viewer, fierce, 
unapologetic and cool;

q  sitting in a rattan chair[2], a chair that looks like a 
throne;

q  wearing a uniform[3], black leather jacket, black 
beret, powder blue shirt;

q  holding weapons of choice[4], an African spear 
and an assault rifle;

q flanked by two objects[5]; African war shields;
q on top of a carpet[6], a zebra-skin rug;
q in a symmetrical and centered composition[7];
q  channeling revolution, liberation, black power 

and/or counterculture.

[1]

[3]

[3]

[4]

[4]

[2]

[5]

[5]

[6]

[7]

CHECKLIST FOR SELECTIONHUEY REMIXED
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On September 21, 1979, in Detroit (MI), USA,  
a photograph of George Clinton as Uncle Jam in a 
rattan chair, made by Diem M. Jones, was published 
on the cover of Funkadelic’s Uncle Jam Wants You. 

9392

On June 19, 2017, in Hollywood (CA), USA, a movie 
poster of Chadwick Boseman as Marvel’s Black 
Panther sitting on a throne was made by Art Machine.

161160

RESEARCH HUEY REMIXED 2022
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Huey Remixed is a research project 
that investigates how remix 
strategies are used in design, art 
and visual culture through the 
reproductions and appropriations 
of the iconic image of Huey P. 
Newton in a Rattan Chair.
This project is rooted in the 
database of (160+) found footage 

that we collected throughout 
many years of visual crate 
digging. The collection was the 
motivation for us to dive deeper 
into the footage itself and into 
the relationships between the 
different images. For us, it made 
sense to organise them first 
and foremost in chronological 

order. The Timeline shows how 
the images follow each other 
and how they respond to their 
predecessors. We published this 
sequence in a book and a movie. 
Next to that, we made a tourshirt 
that emphasises the places the 
image travelled to.

Download the bookDownload the book

RESEARCH ON 
REMIX STRATEGIES 
THROUGH THE 
BIOGRAPHY OF 
THE ICONIC IMAGE 
OF HUEY NEWTON
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Found footageFound footage
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1967.05.15  Emeryville (CA), USA
1967.06 Emeryville (CA), USA
1967.07  Oakland (CA), USA
1967.11.23 Emeryville (CA), USA
1968.01 Los Angeles (CA), USA
1968.02.17 Oakland Auditorium
 Oakland (CA), USA
1968.05.04 Emeryville (CA), USA
1968.09 Alameda County Courthouse
 Oakland (CA), USA
1968.09.29 Oakland (CA), USA
1969.01.15 San Francisco (CA), USA
1969.01.15 San Francisco (CA), USA
1969.01.25 San Francisco (CA), USA
1969.02.02 San Francisco (CA), USA
1969.05.04 San Francisco (CA), USA 
1969.08.09 Algiers, Algeria
1969.12.27 San Francisco (CA), USA
late 1960s United States
1969 Cuba
1969 Los Angeles (CA), USA
1969 Los Angeles (CA), USA 
1970.01.03 San Francisco (CA), USA
1970.02 In front of the Federal Building
 San Francisco (CA), USA
1970.02.17 San Francisco (CA), USA
1970.02.17 San Francisco (CA), USA
1970.05 New Haven (CT), USA
1970.08.15 The Bronx, New York (NY), USA
1970 Detroit (MI), USA
1971 New York (NY), USA
1972.05 Detroit (MI), USA
1972.05.11 Los Angeles (CA), USA
1973 New York (NY), USA
1975.01 New York (NY), USA
1979.09.21 Detroit (MI), USA
1979.09.21 Detroit (MI), USA
1985 Dayton (OH), USA
Late 1980s Baltimore (MD), USA
1989.08.28 Oakland (CA), USA
1990.08.25 DeFremery Park
 Oakland (CA), USA
1991.10.01 New York (NY), USA
1995.05.03 United States
1995 Place Unknown
mid 1990s Brooklyn, New York (NY), USA
2000 San Francisco (CA), USA
2003.09.23 Atlanta (GA), USA
2003.11.25 United States

2004 Oakland Museum of California
 Oakland (CA), USA
2006 New York (NY), USA
2007 Los Angeles (CA), USA
2008 Houston (TX), USA
2011.02.11 Los Angeles (CA), USA
2011.06.15 United States
2013.06.24 Mexico
2013.09.07 Florida public housing
 9th Ward, New Orleans (LA), USA 
2013 Berkeley (CA), USA
2013  Royal Cast Collection
 Copenhagen, DK
2013 Los Angeles (CA), USA
2015.02 Place Unknown
2015.11 San Francisco (CA), USA
2015 S. Central, Los Angeles (CA), USA
2016.06.24  Place Unknown
2016.09.04 New York (NY), USA
2016.10.08 MetLife Stadium
 East Rutherford (NJ), USA
2016-2017 Berlin, Germany
2017.02.15 Maplewood (NJ), USA
2017.04.20 Oakland (CA), USA
2017.04.21 United Kingdom
2017.06.19 Hollywood (CA), USA
2017.07.06 United States
2017.10 Jacksonville (FL), USA
2017.10.05 Place Unknown 
2017 New Orleans (LA), USA
2017 Detroit Institute of Arts
 Detroit (MI), USA
2017  Place Unknown 
2018.02.08 United States
2018.02.17 West Oakland (CA), USA
2018.02.20 Okay Space, Brooklyn
 New York (NY), USA
2018.03.31 Danish West Indian Warehouse
 Copenhagen, DK
2018.06.14 Miami (FL), USA
2018.08.11 Brixton, London, UK
2018.10.26 United States
2018.10.31 Houston (TX), USA
2018.11.20 Houston (TX), USA
2018.12.11 United States
2019.02.01 Los Angeles (CA), USA
2019.02.25 United States
2019.02.25 United States
2019.03.11  Place Unknown
2019.03.11 United States
2019.04.19 Jeff erson Street Bridge
 Nashville (TN), USA
2019.05.10 Seattle (WA), USA
2019.05.17 Philadelphia (PA), USA
2019.05.24 Philadelphia (PA), USA
2019.05.24 Philadelphia (PA), USA
2019.05.25 United Kingdom
2019.09.09 United States
2019.09.24 London, UK
2019.11.01 United States
2019.11.01 United Kingdom
2019.11.05 Hamburg, Germany

2019.11.06 Portland (ORE), USA
2019.11.09 Brooklyn Museum
 New York (NY), USA
2019.11.14  Place Unknown 
2020.01.14 Los Angeles (CA), USA
2020.01.14 Oakland (CA), USA
2020.01.14 Oakland (CA), USA
2020.01.28 FD Photo Studio
 Los Angeles (CA), USA
2020.01.31 New York (NY), USA
2020.02.07 Huntsville (AL), USA
2020.02.09 Kingston, JM
2020.02.12 United States
2020.02.17 United States
2020.02.21 The Bronx, New York (NY), USA
2020.02.22 Oakland (CA), USA
2020.02.23 Oakland (CA), USA
2020.02.28 Texas, USA
2020.02.28 United States
2020.02.29 South Berwick (MN), USA
2020.03.06 Pittsburg (CA), USA
2020.03.19 South Minneapolis (MN), USA
2020.03.28 Amsterdam, NL
2020.04.17 United States
2020.06.02 Dallas (TX), USA
2020.06.11  Place Unknown
2020.06.11 Oakland (CA), USA
2020.06.16 Medellin, Colombia
2020.06.28 Microsoft Theater
 Los Angeles (CA), USA
2020.07.02 Place Unknown
2020.07.20 Bijlmer, Amsterdam, NL
2020.08.04 United States
2020.08.23 West Oakland (CA), USA
2020.09.12 Oakland (CA), USA
2020.11.02 New Parish, Oakland (CA), USA
2021.01.26 Berkeley (CA), USA
2021.02.12 Hollywood (CA), USA
2021.02.17 Oakland (CA), USA
2021.03.12 Place Unknown 
2021.03.24 San Francisco (CA), USA
2021.06.21 Place Unknown 
2021.07.11 Oakland (CA), USA
2021.08.31 3032 Market St
 Oakland, (CA), USA
2021.09.06 Place Unknown
2021.10.30 Oakland (CA), USA
2021.11.21 Oakland (CA), USA
2021.12.04 Oakland (CA), USA
2021.12.08 Phoenix (AZ), USA
2021.12.11 Atlanta (GA), USA
2022.01.14 Oakland (CA), USA
2022.01.20 United States
2022.01.28 Place Unknown 
2022.02.01 Wakanda, Africa
2022.02.02 Roosevelt Row Arts District
 Phoenix (AZ), USA
2022.02.04 Killeen (TX), USA
2022.02.11 London, UK
2022.03.02 Place Unknown 
2022.03.15 Louisville (KY), USA
2022.03.27 Oakland (CA), USA
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Huey Huey 
Remixed   Remixed   
WorldtourWorldtour
1967-20221967-2022

Worldtour Tshirt with all tourdates on the back.Worldtour Tshirt with all tourdates on the back. Stopmotion and PlaylistStopmotion and Playlist

Website: post-what.com/hueyremixed/Website: post-what.com/hueyremixed/

From: “1970s: Pop.Cultural Remix”From: “1970s: Pop.Cultural Remix”

From: “Huey’s Re-Mix 2017: Chadwick From: “Huey’s Re-Mix 2017: Chadwick 
Boseman”Boseman”

From: “A Black Urban Warrior”From: “A Black Urban Warrior”

From: “A Timeline of Found Footage”From: “A Timeline of Found Footage”

Watch the movieWatch the movie

Listen to the playlistListen to the playlist

The original copiesThe original copies



the studio for visual  
pop.culture is Making  
healthy choices in an 
all-you-can-eat 
society.



During the first meeting with the 
founder of CAN! Creative Action 
Now! we defined the challenge 
of this project: there was a 
need for an identity that shows 
the professional values to the 
stakeholders and investors, and a 
desire to involve the people that 

CAN is made for: urban youth in 
Rotterdam West.
Fisrt, we made the community-
and employees of CAN part of 
the design decision process. 
After that, we made a toolkit and 
guideline for the visual identity 
for other to work with. And third, 

we designed workshops (such as 
a community paper) on ways to 
use the toolkit together with the 
community. Unfortunately, we 
could not realise the last part. But 
the identity remains and is now 
developed by the community.

STUDIO FOR VISUAL POP.CULTURE PORTFOLIO 2024

Business card (front and back)Business card (front and back)

VoucherVoucher

CertificateCertificate

Website (homepage)Website (homepage)

Poster(s) for Goaldiggers MasterclassPoster(s) for Goaldiggers Masterclass

10 WEKEN V/A WO. 20 APRIL 

@CREATIVEACTIONNOW  (INSTA DM) • 06 55 30 33 35  (WHATSAPP)

MAAK JE DROMEN WAAR

JONG DELFSHAVEN RÖSENER MANZSTRAAT 57

DEELNAME=FREE

GWENDOLYN & CHRYSTAL  PRESENT

MASTERCLASS
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MELD JE AAN VIA

VISUAL IDENTITY CAN! CREATIVE ACTION NOW 2021/2022

IDENTITY FOR A
FOUNDATION
THAT EMPOWERS 
UNPRIVILEGED 
YOUTH THROUGH 
CREATIVITY
CA
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nancy
o p r i c h t e r/ d i r e c t e u r

06 55 30 33 35
Nancy Hoffmann
Schiemond 20
3024 EE Rotterdam
info@creativeactionnow.nl 
www.creativeactionnow.nl

c e r t i f ic a at

Handtekening Deelnemer Handtekening Masterclass-leider Handtekening Stichting CAN

Datum Plaats

R o t t e r d a m
Dit document is het bewijs van deelname 
aan de Masterclass VAN DROOM NAAR 
DOEL IS DOEN, aangeboden door 
Stichting CAN naar een concept van 
Quardin©. 

Gedurende 12 weken heb je gefocust 
op je drijfveren en dromen, je leerde je 
ideeën presenteren, delen, analyseren 
en verfijnen tot een strategie voor de 
toekomst. 

Het is de eerste stap om jouw dromen 
daadwerkelijk in daden om te zetten en 
‘you nailed it’! 

B I J  D E Z E  V E R K L A R E N  Q U A R D I N  &  C A N

V o o r n a a m  A c h t e r n a a m
VA N  D R O O M  N A A R  D O E L  I S  D O E N

succesvol te hebben 
afgerond. Je hebt de 
12-weekse Masterclass 
compleet volbracht.

   creativeactionnow.nl

Krazy Kat as a metaphore for tough loveKrazy Kat as a metaphore for tough love



STUDIO FOR VISUAL POP.CULTURE PORTFOLIO 2024VISUAL IDENTITY CAN! CREATIVE ACTION NOW 2021/2022

H U I S K A M E R 
VA N  D E  W I J K SP

AN
GENH U I S K A M E R 
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De Huiskamer van de 
Wijk wil een plek zijn 
voor alle bewoners 
van de wijk Spangen. 

Os accabor esciend 
erchilitae non prem ea-
tur audis di cone od mo 
explit perrunt iorestia 
voloriorro.

De Huiskamer van de 
Wijk wil een plek zijn 
voor alle bewoners 
van de wijk Spangen. 

Os accabor esciend 
erchilitae non prem ea-
tur audis di cone od mo 
explit perrunt iorestia 
voloriorro.

Wil je de huiskamer boeken 
in het weekend of avond? 
Dat kan!

Neem contact op via 
info@creativeactionnow.nl  
of 06 55 30 33 35.

W E L
K O M

W E L
K O M

Aan de ene kant helder, duidelijk en opvallend. Aan de andere kant moet het niet het licht blokkeren. -> rode transparante sticker.

H U I S K A M E R 
V A N  D E  W I J K SP

AN
GEN

76,5 cm x 115 cm 76,5 cm x 115 cm 131,5 cm x 329,5 cm

140 cm x 62,5 cm

131,5 cm x 251,5 cm

Schaal 1:10

HUISKAMERWEL
KOM VAN DE WĲK

HUISKAMER
VAN DE WĲK

WIL JE DE HUISK AMER BOEKEN VOOR 
EEN ACTIVITEIT OF WORKSHOP? 

NEEM CONTACT OP VIA 
INFO@CREATIVEACTIONNOW.NL 
OF 06 55 30 33 35

DE HUISK AMER VAN DE WIJK 
WIL EEN PLEK ZIJN VOOR ALLE 
BEWONERS VAN SPANGEN. 
HET IS EEN PLEK WAAR KLEINE BIJEENKOM-
STEN, WORKSHOPS EN VERGADERINGEN 
WORDEN GEORGANISEERD, WAAR NIEUW 
TALENT ZICH ONTWIKKELT EN BEWONERS 
ELKAAR KUNNEN ONTMOETEN. 
VOEL JE WELKOM EN DOE MEE!



the studio for visual  
pop.culture is not a 
collection of images, 
but a social relation 
among people, 
mediated by images.
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Exhibition on Hard Werken (i.c.w. Rick Vermeulen)Exhibition on Hard Werken (i.c.w. Rick Vermeulen)

Position PaperPosition Paper Documentation of events 2018-2019Documentation of events 2018-2019

Workshop (i.c.w. Poster N°524)Workshop (i.c.w. Poster N°524)

A researching attitude: An inquiry on Research in art eductaionA researching attitude: An inquiry on Research in art eductaion

Proposal for re-organising research and theoryProposal for re-organising research and theory

Interactive inquiry Interactive inquiry 

With an awareness and 
appreciation of the historical 
heritage that was represented by 
the media-library, the Research 
Station took a turn away from the 
traditional theoretical approach 
of research towards an open, 
connective and experimental 

space for students, faculty and 
research professors to explore 
what research could mean in 
art and design education. In the 
position paper we called it an 
interface where space, people, 
knowledge and program meet.

Activities include: positioning, 
management and programming 
of the space, curriculum 
development, creating network of 
collaborative educational partners, 
organising research projects, art-
direction and exhibition design.
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MAKING REPERTOIRES

HOW WE MAKE RESEARCH.

We are trying to change 
the workshop from a 
place for production and 
execution, to a place 
where research through 
making can take place. 

BENCHMARK 2018/2019
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MAKING 
REPERTOIRES 

An interview with 
Aldje van Meer by 
Shailoh Phillips, 
January 2019.

Are we offering a learning 
environment for students to be 
able to investigate and experiment 
with crucial phenomena of this 
time and age? Are we providing 
students with the tools, skills 
and the technology (making 
repertoires), they need to be 
relevant in society and to shape 
the field of art and design? 

As an educator, these are the 
questions that I ask myself on a 
daily basis. These concerns also 
were at the core of a significant 
reorganization of the Willem 
de Kooning Academy around 
seven years ago (2011-2012). One 
of the basic observations that 
lead to this restructuring was 
the unchallenged link between 
traditional disciplines and a 
specific set of techniques.

– 91 –

much more intuitive to work with. It is 
not as detailed and precise as Lectra, 
but it is much more accessible. We also 
found that even the industry is less and 
less using software like Lectra, but 
there is a shift towards more user-
friendly software like CLO3D. 

Because the software is more user-
friendly and intuitive, it also opens 
up possibilities for experimentation. 
Christa: “You could import an avatar 
of a dinosaur and design a dress for it” 
We are glad to have this new software 
to lower the threshold of digital design 
processes in the Fabric Station. Artists 
who want to make digital animation 
also use CLO3D because its fabric 
animation is so realistic. The software 
has reached a point were it connects 
the designing process with the making 
process; it is in-between the two. 
Students respond to it very well; they 
look for new resources of information 
on what is possible and bring that back 
to us. We listen to what our students 
find interesting and what we can 
improve the equipment and courses we 
offer.

Methods, experiments & prototypes
How we use it?

The Fabric Station works closely 
together with the fashion department. 
We give group demonstrations of, 
and instructions on, techniques, 
machines and software. We prefer to 
give instructions to groups of students 
because it is more efficient. On our 
WdKA blog, we offer instructional 
videos for different machines and 
sewing techniques. We offer basic 
patterns and exercises students can 

download. We share interesting works 
from students on the gallery of the 
blog. We would like to create a sort of 
wiki, where students are able to share 
their own work. 

In one of our class instructions on 
making garments, students are given 
small assignments, for example to turn 
a skirt into a pair of pants, to teach 
them the basics of what textile does 
on a body. This is very different from 
the traditional way of designing; first 
in 2D, then pattern making, and then 
executing it. We focus on learning by 
doing. 

Some students spend a lot of time 
thinking about design and making a 
pattern on paper, and when they start 
making it, they find out it is flawed. The 
fabric reacts in a different way than 
expected, there is much more fabric 
needed to get a certain effect etc. We 
try to encourage them to limit the time 
spent on designing on paper and start 
by shaping fabric or using paper to 
make a garment in 3d first, and then 
focus on refining the design in 3D.

It is important that students take 
time to work on projects. There are 
students who come in two days before 
their assessments and want to make 
something, but don’t know any of the 
techniques. Some students feel that 
if they have the design, the making 
process is just a matter of executing 
the design. But this is not true; making 
is at least 50% of the design work. 
If you don’t succeed in making, you 
are not able to communicate your 
idea. John: “During making, you are 
designing”. It is important you leave 
some space to be surprised, to allow 
things to happen which you didn’t plan. 

BENCHMARK 2018/2019
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HOW?

The ‘Hollander’ is 
designed to shred paper, 
but we use it to shred all 
kinds of materials. 
Students are able to 
make fabrics from 
anything, for example 
leaves and plants. 

FABRIC STATION
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HOW?

That’s the biggest job 
we have; taking different 
tools to see what they 
can produce together. 
It is research as an 
attempt to anticipate 
needs, a kind of 
appropriatability 
research. 

we thought students also need to 
think about why they’re using the 
medium that they’re using, and become 
more aware of this. So, they made 
drawings with Victor, and at my end we 
used them to train a neural network, 
which learned from the students to 
generate new portraits. We had no 
idea what would come out of it, and 
that is what made it nice, that we 
were experimenting together with the 
students, and with the drawing station. 
As a teacher, it was good to show your 
own vulnerability and curiosity.

One thing we don’t like so much 
is shallow use of technology. For 
example, to make a design and to show 
it in VR or AR, which sort of a gimmick. 
But we use this to let them make 
that first step to at least familiarize 
themselves with the medium. Because 
of the lack of the technical foundation, 
it’s part of a learning process to get 
them to more interesting questions, 
to expand out and question the 
medium. So, let’s place your object in 
VR, and then open the door to more 
complicated ideas. 

Brigit: There are a lot of introductions 
to attract people to the subject and 
make them enthusiastic. Not a lot of 
students go deep and make super 
interesting things, in the end. But some 
do, and those students don’t need a lot 
of help. Sometimes they get stuck in 
scripts, or need a fast computer, and 
more need facilitation for them to do 
the work they do. Sometimes we have 
given students a lesson and at that 
point they didn’t care about it at all, but 
two years later they return to us hoping 
to use it. Because I was also teaching 
electives, I get to know students from 
different departments better. If you are 

only in a workshop one or two days a 
week, that is a different kind of relation 
you build up. 

Mike: “In my experience, I don’t have 
an ongoing relationship with a lot of 
the students. It happens more with 
the Digital Craft students because 
they’re here more often, but a lot of 
times I don’t get that extra chance to 
push them to the next step - that’s the 
responsibility of the tutors they are 
making the project for. I think once 
we’re solving that initial problem, it’s 
less likely I’ll see them and follow up to 
ask what they’re thinking about their 
next project. I see them in the problem 
stage, but not the presentation or final 
stage. It does happen more when we’re 
in the projects, for example - when 
we’re giving lessons embedded in a 
major’s project.

There are sometimes these students 
who want to “collaborate” with other 
students who are more technically 
apt - which basically means making 
the work for them. I guess that’s 
collaboration these days, let someone 
else do it for you. That happens with 
all of us, and something we need to be 
aware of and manage as well. 

We document many projects on our 
wiki, and we do make instructions 
of use or getting started guides, 
frequently asked questions, all of 
that goes there. And a few things on 
GitHub, which isn’t extensively used 
but it is still a resource. We have some 
examples of stuff people want to 
make. Every couple of months, there is 
someone that wants to plot something 
from code, and that information is 
online as well. We have a different kind 
of knowledge within the team - you 
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A BENCHMARK 
RESEARCH ON 
RESEARCH-
BY-MAKING

How We Make Research is a 
benchmark research initiated 
by Aldje van Meer (innovation 
manager Stations), the Research 
Station and PhD-candidate Critical 
Making Shailoh Phillips at the 
Willem de Kooning Academy.

How We Make Research consists of 
a series of interviews with station 
coordinators, documented in a 
booklet, an exhibition on display at 
the Research Station, and a series 
of conversations. 

The goal of this project is show 
and share knowledge about 
research-by-making at the 
stations: to become aware of 
expertise, to find connections, to 
reflect on what research is and to 
strengthen collaborations.
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What? How? Why?

HOW WE MAKE RESEARCH
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A Model For Dialogue
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What? 

How?

Why?

What are the tools and 
machines you have at 
your station?

How do you use your 
curiosity with these tools 
and machines?

Why is this urgent 
and relevant for the 
artist, designer & 
teacher of the 21st 
century?
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  A benchmark study of the role of research 
in the stations at Willem de Kooning Academy.
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How We Make Research is an ongoing research 
project by the Research Station (Mark Mulder), 
Aldje van Meer and Shailoh Phillips at the Willem 
de Kooning Academy, Rotterdam University, 
2018/2019 

How We Make Research consists of a series of 
interviews, documented in this A5-booklet, an 
exhibition on display at the Research Station 
from February to end of May 2019, and a series 
of semi-public conversations in the period of 
March and April, 2019.

The goal of this project is show and share 
knowledge about research-by-making at the 
stations: to become aware of expertise, to 
notice similarities, overlaps and conncetions, to 
reflect on what research is and what it can be, 
to strengthen existing collaborations and create 
new alliances.
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What are the tools and 
machines you have at 
your station?
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artist, designer & 
teacher of the 21st 
century?
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How We Make Research is an ongoing research 
project by the Research Station (Mark Mulder), 
Aldje van Meer and Shailoh Phillips at the Willem 
de Kooning Academy, Rotterdam University, 
2018/2019 

How We Make Research consists of a series of 
interviews, documented in this A5-booklet, an 
exhibition on display at the Research Station 
from February to end of May 2019, and a series 
of semi-public conversations in the period of 
March and April, 2019.

The goal of this project is show and share 
knowledge about research-by-making at the 
stations: to become aware of expertise, to 
notice similarities, overlaps and conncetions, to 
reflect on what research is and what it can be, 
to strengthen existing collaborations and create 
new alliances.
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the studio for visual  
pop.culture is the 
Copycat in a dog-eat-
dog world.
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SAFE SPACES
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WdKA Makes a Difference is an 
action based research project 
interested in the possibilities of 
decolonial approaches within art 
education. Research Professor 
Nana Adusei-Poku initially asked 
the Studio for Visual Pop.Culture 
to design a reader —a collection 
of research articles made for 

students— to close of the project 
and present it at a closing event. 
Next to the reader, we designed 
an identity toolkit that work as a 
call to action and an invitation for 
the future generation of students, 
faculty and management to 
embrace decolonial practices to 
reach an inclusive art school.

The signaling tape made of 
compound words becomes a tool 
to demarcate safespaces for 
open and critical dialogue, and a 
leitmotiv for the do-it-yourself 
identity.

VISUAL IDENTITY CREATING 010 2017

   wdkamakesadifference.nl

   wdkamakesadifference.nl
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the studio for visual  
pop.culture is remix 
agency. originality 
is innovation 
by appropriation.
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