JADEN YANG
WALKER
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This project establishes consistency and
coherence in Taiwan Design’s brand message
and visual identity across all customer
interaction points. The project involves looking
into every touchpoint, not only to ensure that
these touchpoints are consistent, but

also that the experience is always positive,
seamless, and memorable.
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TAIWAN Exhibitions
DESIGN

&

in the heart of
Taichung City

Integrating Hard
and Soft Design

featuring world-re-
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Graphic design has played a significant
role in shaping Taiwan’s culture and
written language. Through creative
visuals and thoughtful design, it has
helped Taiwan communicate its unique
identity to the world. From bold
typography to vibrant color palettes,
graphic design has added a modern and
dynamic touch to traditional Chinese
characters, making them more appealing
and accessible to younger generations.
Moreover, it has fostered a sense of pride

TAIH(\I_AIJ\}DESIGN

362, Scetion 3, Fuxing Rd, South District, Taichung
&

and unity among Taiwanese people,

as design clements often incorporate
symbols, icons, and motifs that represent
their rich cultural heritage.

thoughtful d t R
identity to th

About

to younger generation:
ide and unity
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Where: I'uxing Road

South District B o GNE ‘: ) \ TAIWA 13\E5|GN

Taichung W I i v \ | //ETPO 2018\

AN

'The 2018 Taiwan Design Expo focuses
on the conversation between “Soft”
and “Hard” and the idea of “Future”
weaving through, multiple aspects, such
as digital technology, smart materials,
professional crafts, and city design, are
presented in the exhibition. The Expo
will end on September 16. Everyone

is invited to explore the features of
Taichung cities with soft power and
hard foundations.

8.15-916
2018

TAITWAN
DESIGN EXPO
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MX Company Kickoff
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MX’s annual company kickoft served

as a pivotal moment to align our values
and strategic goals for the year ahead.
Centered on the theme “Gear Up to
Grow,” the event emphasized preparation,
focus, and the collective effort required

to drive meaningful progress. Executive
speakers like Ryan Caldwell, CEO, and
Nate Gardner, CXO drew parallels
between high-performing athletes

and our organization. They focused on
highlighting the discipline, practice, and
self-awareness required to compete at
the highest level. Just as Olympians tune
into their physical performance and refine
their craft, we were encouraged to assess
our company’s vital signs, strengthen
collaboration, and intentionally prepare
to push forward together.

‘Through collaboration, a team of
designers and I created a brand identity
for this event and supported this vision
through the use of the company colors, a
custom logo mark, and use of high-energy,
athletic photography.

Brand Identity

Event
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MPOWERY
'

Your Color.
Your Style.
Choose from our custom designs and

Your choice of T-shirt colors for a
one-of-a-kind fashion choice.

MXS T-SHIR'TS

September 2025
BFA PORTFOLIO
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During MX’s annual invite-only Money
Experience Summit we like to treat
our clients and guests to a high quality
experience of activities, seminars,
workshops, and demos. Then we like to
gift them unique swag to comemorate
their experience with us.

This is a series of shirts created for
clients that align with our event’s
theme of; “Dreamer, Doers and
Disruptors” and MX company values.
Guests were encouraged to pick a
design that resonated with them and
have them screen printed on the spot
to create a memorable keepsake.

THE DREAMER

THE DISRUPTOR

Swag

Event
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Positano, Italy
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Le Sirenuse is a resort located in Positano, Brand Identity Interface
[taly on the Amalfi Coast. Le Sirenuse

has been family owned for centuries and

wants to give guests an authentic, modern

experience while making them feel like

family. The locals will tell you, ‘Positano is

Le Sirenuse’.

Le Sirenuse wants to be perceived as
timeless, luxurious, elegant, and authentic.

LE SIRENUSE

O - O



F-21 “Itis a dream place that isn't
quite real when you are there and
becomes beckoningly real after
you have gone.”
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LE SIRENUSE

@,& LE SIRENUSE
Via Cristoforo Colombo, 0.
ZEDN v s luly

Si017

Anderson Warner

Borgo Pinti, 99,
Firenze FI, Italy
50121

July 23,2021
Dear Isla Ander,

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed diat
nibh euismod tincidunt ut lacreet dolore magna aliquam erat -~
enim ad minim veniam, quis nostrud exerci tation ullamcorpe
nisl ut aliquip ex ea commodo consequat. Duis autem vel eun 2
hendrerit in vulputate velit esse molestie consequat, vel illum

nulla facilisis at vero eros et accumsan et iusto odio dignissim
prassent luptatum zzril delenit augue duis dolore te feugait n

Lorem ipsum dolor sit amet, cons ectetuer adipiscing el sed LI LA
nibh euismod tincidunt ut laoreet dolore magna aliquam erat

enim ad minim veniam, quis nostrud exerai tation ularmcorpe AN E
nis! ut aliquip ex ea commodo consequat.

Lorem ipsum dolor sit amet, consectetuer adipiscing elit, sed

nibh euismod tincidunt ut laoreet dolore magna aliquam erat

enim ad minim veniam, quis nostrud exerci tation ullamcorpe :

isl ut aliquip ex ea commodo consequat. Duis autem vel eurn iriure dolor in

vulputate velit esse molestie consequat, vl illum dolore eu feugiat
s at vero eros et accumsan et usto odio dignissim qui blandit

praesent luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem

ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonummy nibh

euismod tincidunt ut laoreet dolore magna aliquam erat voluj

ad minim veniam, quis nostrud exerci tation ullamcorper susq

aliquip ex ea commodo consequat.

RESORT MANAGER

nsectetuer adipiscing elit, sed diam nonummy nibh euismod

dolore magna aliquam erat volutpat. Ut wisi enim ad minim \“,
exerci tation ullamcorper suscipit lobortis nis! ut aliquip ex ea \\ //
quat. Duis autem vel eum iriure dolor in hendrerit in vulputat /r_a_ﬁ\
consequat, vel illum dolore eu feugiat nulla facilisis at vero erd A ~
iusto odio dignissim qui blandit praesent luptaturn zzril delel

tation ullamcorper suscipit lobortis nis! ut aliquip ex.

Best Wishes,

Lila Lane
Resort Manager

+39 089 875065
lilalane@lesitenuse.com

Via Cristoforo Colomio, 30,

Positano SA, Italy
84017

‘
N

LE SIRENUSE

N
i

Q(,,SEQ 73

WAITS
oY

b o
Isigdd

“POSTIZHINS
BIT ST I>.”

JOHN STEINBECK

MENU

i
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Rooms are arguably the most important part of any hotel.
They are, after all, where guests spend most of their time.
And vet ronm descrintions on hotel wehsites are so offen

“Positano bites deep.”

John Steinbeck

In Greek art, a Siren was typically depict-
ed as a bird with a woman’s head. 'They
were often depicted with a lyre, in mu-
sical contexts. Depictions of the Sirens
were also a common feature on pottery
depicting Odysseus’s journey home.

In early depictions, the Sirens were cast
as terrifying creatures. Later in Greek
and Roman art, they became beautiful,
but it wasn’t until much later that the Si-
rens became associated with lust, beauty
and mermaids.

Le Sirenuse uses this symbolism of
beauty, lust and the journey home to rep-
resent the experience of what the resort
can offer to guests with the serene and
scenie views of the Amalfi Coast.

AMALFI'S HIDDEN TREASURES

GETTING HERE

Brand Identity Interface

0-013

LE SIRENUSE



HEAVEN '
OR LAS VEGAS

HEAVEN OR

SP-23 LAS VEGAS
COCTEAU TWINS
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SIDEA

Cherry-coloured Funk 313
Pitch The Baby 317
Iceblink Luck 318
Fifty-fifty Clown 315
Heaven Or Las Vegas 4:57

SIDEB

| Wear Your Ring 3:40
Fotzepolitic 3:31
Wolf In The Breast 3:32
Road, River And Rail 322
Frou-frou Foxes In 5:37

Midsummer Fires

0-14

The Cocteau Twin’s album Heaven or
Las Vegas is redesigned with a Suisse
International and Bauhaus likeness
while still capturing the overall
ethereal essence of the album.

Poster Design Album Art

Heaven or Las Vegas was released in
1990 and received critical acclaim as
the Cocteau Twin'’s “finest hour yet.”

COCTEAU
TWINS

HEAVEN OR NP IRNVIRNVE  HEAVEN OR AT ' HEA
LAS VEGAS DNVl LAS VEGAS LAS

COCTEAU COCTEAU COCTEAU
TWINS TWINS TWINS

N e HEAVEN OR
‘ LAS VEGAS

1990

HEAVEN OR
LAS VEGAS

COCTEAU TWINS -5

i
COO(X
2 St ‘

HEAVEN OR
LAS VEGAS

0-15
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Where: Moloa’a Bay
Kaua'i

Notes: Roasted Nuts
Tropical Fruit
Coconut

0-16
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KAI COFFEL

SP-22
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Kai coffee is an independent Coffee
roaster located in Moloa’a Bay, Kaua’i.
In the Hawaiian language, Kai means
sea or ocean. Kai Coffee has coffee
beans grown in volcanic soil with
frequent tropical mountain rain that
make the flavors richer.

Kai Coffee wants to be perceived by
its audience as passionate, high-
quality, energizing, fresh, flavorful,
and rich.

Brand Identity

Packaging

0-17
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Editorial

Type and Image
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Ling Ma’s Bliss Montage is a satirical novel
that examines the modern American

lhis editorial imagery reflects the
uncertaintyand beauty of one’s own story.

working culture and the sense of
disillusionment felt by millennials. The novel

follows the story of a Chinese-American
woman named Bliss as she navigates the
corporate world and struggles to find

purpose and meaning in life.

0-19
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"This project is to design a poster
for a hardcore, straight-edge band
based out of Logan, UT. Pocket
Sushi wants to be seen as energetic,
intense, and distinct.

Straight edge is a subculture of hardcore
punk. While straight edge holds different
meanings to many different people, a
lifetime commitment to abstaining from
drugs, tobacco, and alcohol remains

the cornerstone of the movement: no
drinking, no smoking, no recreational
drugs Straight edgers often identify
themselves at punk shows by drawing
large black “X’s” on the back of their
hands. This symbol was traditionally
used by bouncers to mark the hands

of underage attendees at concerts so

the bartenders knew not to serve them
alcohol, but is also now a symbol for the
straight edge community.

0 - 21

lllustration Poster Design

POCKET SUSHI
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EE& WITHIN GRAPHIC IGN, THE
CONCEPT OF SYSTEMS IS

ROOTED IN FORM, TYPOGRAPHY AND
SOCIO-ECONOMICS. 39

CONTENTS

THE ART OF UNRAVELING
TYPOGRAPHY AS DISCOURSE
GRAPHIC DESIGN SYSTEMS
WASTE SYSTEMS

PUSHPIN STUDIOS

DISCOURSE IS A SYSTEM

(©F ol Jia o - 500 Bl i o [ T )

UNRAVEL

SP-22
BFA PORTFOLIO

'The zine focuses on a range of’
systems, from art and design to
food waste. Its narrative revolves
around the insight that these systems
are blatantly misunderstood,

have inherent flaws, or are failing.
Its emphasis is that only by
understanding these systems, and
identifying specific problematic
aspects, can we begin to initiate
change and utilize these systems to
their full capacity.

"The zine features articles that
deconstruct underlying systemic
issues, and provides readers with
insight into potential avenues of
positive action.

CULTURE IS A SYSTEM

GRAPHIC DESIGN IS A SYSTEM

THE ART OF
UNRAVELING

Unraveling is to investigate, solve
or explain something complicated
or of an intricate process, system,
or arrangement. Our society and
perception of the world around

us is based upon the systems that
have been set in place by humans
or by a natural occurrence. Within
graphic design, the concept of
systems is profoundly rooted in
form, typography, and socio-eco-
nomic class. Unravel is a zine that
will be about deconstructing the
systems in place and how people
can rearrange and redistribute
the hierarchy and understand the
power behind systematic ideas.

Within my zine and projects, the
overarching theme that is high-
lighted is that we must deconstruct
the ideas or functions or systems
in order to fully understand them.
Within my experience in graphic
design, I spent my early years in
my education deconstructing the
principles of design and strictly
following the systems rules and
following industry standards. This
process was to understand the
system and its rules to ultimately
break them, once I gained the
skills to. Graphic design is made

up of multiple components and
it can take years for a person to
learn, analyze and master these
ideas.

Graphic design isn't the only place
systems determine the outcome
and the way people perceive the
product of the system. Our whole
society is based upon systems. So-
cio-economic systems, racial sys-
tems, family systems, law systems,
and religious systems. These affect
the way we live, the opportunities
we get, the way people treat us and
the way we view the world.

One example of a system that is
affected by socio-economic class,
race and laws is food waste and
food insecurity. My knowledge
on this subject started with the
concept of food deserts in the
United States. A food desert is

a low-income tract in which a
substantial number or proportion
of the population has low access
to supermarkets or large grocery
stores. Research has also shown
that Black, Latino and Indegenous
communities are largely more
affected by this than their white
counterparts. These communi-

Experimental Editorial

0-25
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HOW FOOD WASTE IS A
SYSTEMATIC JUXTAPOSITION
TO FOOD INSECURITY AND
FOOD DESERTS
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the

art of

unraveling

Experimental
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Editorial

WHERE DOES FOOD WASTE
OCCUR?

Food waste in retail businesses

‘There are two main kinds of wasted food: food loss and food waste. Food
loss is the bigger category, and incorporates any edible food that goes un-
eaten at any stage. In addition to food that’s uneaten in homes and stores,
this includes crops left in the field, food that spoils in transportation, and
all other food that doesn’t make it to a store. Some amount of food is lost
at nearly every stage of food production. Food waste is a specific piece of
food loss, which the US Dep of Agriculture’s (USDA) i
Research Service (ERS), defines as “food discarded by retailers due to col-
or or appearance and plate waste by consumers?” Food waste includes the
half-eaten meal left on the plate ata food scraps from

a meal at home and the sour milk a family pours down the drain.

America wastes roughly 40 percent of its food. Of the estimated 125 to 160
billion pounds of food that goes to waste every year, much of it is perfectly
edible and nutritious. Food is lost or wasted for a variety of reasons: bad
weather, processing problems, overproduction and unstable markets cause
food loss long before it arrives in a grocery store, while overbuying, poor
planning and confusion over labels and safety contribute to food waste at
stores and in homes. Food waste also has a staggering price tag, costing
this country approximately $218 billion per year. Uneaten food also puts

strain on the envi by wasting valuable resources like

Food Waste in
institutions

Food Waste in households

d

water and farmland. At a time when 12 percent of American households
are food insecure, reducing food waste by just 15 percent could provide
enough sustenance to feed more than 25 million people, annually.

UNRAVEL

|

it
|
i
i

un-rav-el
/an'raval/

verb

1. undo (twisted, knitted, or woven threads).

2. investigate and solve or explain (some-
thing complicated or puzzling).

SP-22
BFA PORTFOLIO

discourse

noun

1. witten or spoken communication or debate.

verb

2. to express oneself especially in oral

discourse

d bl
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By drawing from
the past, Push Pin
changed

aesthetic

attitudes
toward illustration
and graphic design.

Push

Pin Studios

WHY DOES
FOOD GET
WASTED
IN HOUSE-
HOLDS?

Date Label Confusion

Americans prematurely discard
Bt

feduce housahald food waste by 2 much 25 20 percent.

Over-Preparing

= The remaining third of housshold food waste s the resul of
pl. 60 msch food 52 Cooking

a visual representation

iasic cooKbooK The Joy
of Cooking have incressed by 36 parcant. 55 n addiion, people
Sften forget o eat aftovers, 3nd nd Up throwing them away:

Over-Buying

3nd bulk fo0d purchases ot recal stres often lead consumers to
pu mé that do not it ntothel rogular mea! plans and,
eretore, o before they can be Used.

Food Spoilage
About w1 offood waste thome.

5.6ue o food nt being used before
€ gous bac Food spolage at home

Ingredients and mishiaged

Poor Planning

‘Without mesl plans and shopping lss consumers often make.
Inaccurate stimates of what and how many ingredients they will

120 102 0 fo0c at home Going b Bofore 1 can be used

0-27
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With Care is an all-natural and
sustainably packaged cosmetics

line based out of San I'rancisco that
focuses on skin care for all skin types
by making their products unique
and accessible. With Care wants to
emphasize its high-end ingredients
through a youthful aesthetic appeal.

Brand Identity Packaging

Asa company, With Care focuses on
the three “Ps” of Sustainability: people,
profit and planet. With Care wants

to be perceived as human-centered,
desirable, fun and carth-friendly.

WITH CARE PHONE: WEBSITE:
8th S19thW Bldg. 5 +1415 976 1121 www.withcare.com
San Francisco, CA 94016 +1415 8017242

JANUARY 21,2022 Dear Marsha Johns,

rem ip: dolor sit amet, sed diam lismod
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad minim veniam, quis
nostrud exerci tation ullamcorper suscipit lobortis nis! ut aliquip ex ea commodo consequat. Duis
‘autem vel eum iriure dolor in hendrerit in vulputate velit esse molestie consec*~* e
eu feugiat nulla facilisis at -accumsan et iusto odio dignissim qui |
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. "’5

Lorem ipsum dolor sit amet, cons ectetuer adipiscing elit, sed diam nonui
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad mi
nostrud exerci tation ullamcorper suscipit lobortis nisl ut aliquip ex ea comir

ue' Shari Conrad

VP of Social Media Marketing

Lorem ipsum dolor sit amet, ipiscing elit, sed diam nonummy sharic@uithcare.com
tincidunt ut laoreet dolore magna aliquam erat volutpat. Ut wisi enim ad min +1415976 1121
nostrud exerci tation ullamcorper suscipit lobortis nis! ut aliquip ex ea comi ‘withcare.com
autem vel eum iriure dolor in it in vulpt lit lesti
eu feugiat nulla facilisis at vero eros et accumsan etiusto odio dignissim quit
luptatum zzril delenit augue duis dolore te feugait nulla facilisi. Lorem ipst
ectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laol -
aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nisl ut aliquip ex ea commodo consequat.
B i 22
" 2 nsectetuer adipiscing elit, sed diam nonummy nibh euismod tincidunt ut laoreet dolore magna
" - T o— - C aliquam erat volutpat. Ut wisi enim ad minim veniam, quis nostrud exerci tation ullamcorper

suscipit lobortis nis! ut aliquip ex ea commodo consequat. Duis autem vel eui

g
i

hendrerit in vulpt fi
2 o t iusto odio dignissil i blandit praesent luptatul
a)ltll T‘e, duisci tation ullamcorper suscipit lobortis nis! ut aliquip ex.
C‘lre. Best Wishes,
L 4

WITH CARE SHARICONRAD

8th S19th WBIdg. 5 VP of Social Media Marketing

San Francisco, GA94016
MARSHA JOHNS
715 Main Street

San Francisco, CA 94105




treat.yourself with care and
achieve your skin goals ¥

COMBINING HIGH
QUALITY INGREDIENTS
AND ACCESSIBILITY FOR
RADIANT SKIN

0-30
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Meant for all... Brand Identity Packaging

Skin Types: Normal
Sensitive
Oily
Dry
Combination

introducing your new 5 Goals: Brightening + Texture
favarite skin care Anti-aging

: Complexion clearing

2022 g Smaller Pores

People: With Care is here for
» all. We want to uplift

(I IOM}?) I 7 you by reaching all

SHOP your skin care and

ABOUT MADE FORALL health goals.

SKIN QU'Z gﬁ:g?ss
CONTACT E ] PEOPLE

2022

&AL NIMS HNOA SLYHM

COMEINING HIGH QUALITY INGREDIENTS AND
ACCESSIBILITY FORRADIANT SKIN

WITH CARE 0 - 31



BOOK COVERS
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the HIDDEN LIFE the INNER LIFE | the SECRET WISDOM
of TREES of ANIMALS of NATURE

What They Feal, How They Communicate Love, Grief, and Compassion Treas, Animals, and the Extraordinary Balanca af All Living Things
Dizcoveries from a Secret World Surprising Observations of a Hidden World Stories from Science and Observation

- iy
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'The Lost City of the Monkey God
'The Lost City of the Monkey God is a PETER WOHLLEEEN PETER WOHLLEBEM PETER WOHLLEBEN

non-fiction book by Douglas Preston
that follows his journey to uncover the
lost White City, also known as the Citp
of the Monkey God, in the west region
of Honduras.

'The Mysteries of Nature

The Mysteries of Nature Trilogy is
a series of books written by Peter
Wohlleben that explore the fasci-
nating world of nature, its com-
plexities and its secrets. The three
books in the series are The Hidden
Life of Trees, 'The Inner Life of
Animals, and 'The Secret Wisdom
of Nature.



Yu Chocolate

{ assortment}

milk choco * matcha e reishi

YU CHOCOLATE,

SP-22 Brand Identity Packaging
BFA PORTFOLIO

{ vitality} { immunity}
=1 e dark chocolate * gir ar ‘ milk chocolate » goji berries « caramel

0-34 e
Yu Chocolate is a New York City 4+ 4+ 4+

T o : . 4 based company that specializes in
D O U G L A b P R E S ' 1 3 creating chocolates, that not only + 4+ + <>
' . : taste delicious, but also offer health
benefits through the use of tradi- + + <
tional Chinese herbs. The company 4
prides itself on creating beautiful-
ly-crafted, elegant products that
are both medicinal and decadent,
offering a unique combination of’
luxury and wellness.

Yu Chocolate

Yu Chocolate is committed to

clevating the traditional chocolate
experience to a new level. -
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Benefits: [mmunity
Vitality
Energizing

Flavors: Vanilla
Caramel
Raspberry

YU CHOCOLATE

{ relaxation }

milk chocolate powder ® magnesium
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"This zine is a part of a series that
touches upon relevant history, media
and experiences of different groups
of people within the U.S. ‘Breaking
the Narrative’ articultes the

== Everything Everywhere Al at Once
Screenplay.

St Atevod

importance of breaking certain i 0
stereotypes through the historical
context of why certain social biases M Sowes

Works Cited

ey o Buppeag

exist and the fallacies within them. i
"This volume touches upon the East
Asian experience within the United
States through how immagrants came
to the country, the laws and policies
against them, and how racial and
political biases determined how they
would be represented through the
media. As the U.S. changes policies
and the people aim to improve
equality we see advancement in how
minrotiy groups are represented

and treated. ‘Breaking the Narrative’
highlights the powerful parts of

history and aims to continue postive
representation for all. O - 3 9
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but
‘and helped to unify different ethnic Asian
groups under a common cause.

The Experience

“Support Our
Asian Sisters”

1.Employment: East Asians face discrimination in
hiring and promotion due to stereotypes and bi-
ases. For example, some employers may assume
that East Asians are not fluent in English or lack
social skils,leading to fewer job opportunties or
limited career advancement due to the Bamboo
Ceiling.

2 Education: East Asians often face discriri-
nation in college admissions, where they may

be held to higher standards or stereotyped as
“model minorities" who do not require support or
resources.

3. Media representation: East Asians are often
underrepresented or misrepresented in media,
perpetuating stereotypes of ‘exotic”or foreign”
others. This can lead to harmiul misunderstand-
ings or assumptions about East Asian idenity
and culture.

4.Daly interactions: East Asians may face dis-
crimination and microaggressions in everyday
interactions, such as being treated as freigners
orasked nvasive questions about their culture o
hertage.

ex-pe-ri-ence
/ik'spiréans/

noun

1. practical contact with and observation of
facts or events.

2. investigate and solve or explain (some-
thing complicated or puzzling).

un-rav-el
/en'raval/

verb
1. undo (twisted, knitted, or woven threads).

2. investigate and solve or explain (some-
thing complicated or puzzling).

The Fxperience

| think particularly being an Asian American woman, you find yourself in
the position of being vulnerable a lot and being perceived as vuinerable.
And even if you consider yourself a very strong person, your perception of
vulnerability makes you an easy target for violence because people think
they can take advantage of you

Indu Radhakrishnan, 23, South Asian, Baltimore

The Feeling

I am a single Chinese working mother living with my only daughter in
Central Indiana. Before the pandemic, we lived like many other friendly and
kind neighbors in my community.

Now, | find myself remaining constantly alert. When | take a walk in my
neighborhood, when | stroll down an aisle in the supermarket, whenever
there are strangers around me, | am on guard,

I start to feel a little uncomfortable when the conversation turns to accus-
ing the diplomatic relationship with China. | no longer feel free to talk about
everything and amything with friends as | used to. | starled to alienate
myself, after so many years taking my community as an integral part of my
life. | began to think | am different and maybe | should leave the table.

But this is still where home is. | will stay, and | hope | can eventually regain
the sense of security | used to have.

Jane T., 42, Chinese, Indiana

The Feeling

*I rejected my Korean identity completely when | was young because |
was embarrassed and ashamed to be Asian. It wasn't until college that |
became interested in the culture. | ended up living in Korea for a few years.

| now make my own kimehi and cook primarily Korean food, listen exclu-
sively to Korean music. | study the Korean language every day. | am so
proud now and it's taken a long time to get there.

But the rise in anti-Asian sentiment made me feel ashamed yet again. If |
wena just white, life would be 5o much easier. | feel 0 resentful sometimes
of my circumstance. Why couldn't | just have stayed in Korea?

Kim Y., Korean American, New Jersey

The Experience

Starting to cleanse away my self-hate and shame and leaming that white
supremacy is the enemy, not myself. Resisting the model minority and cre-
ating our own narratives and stories. Being proud of your name, whatever
it is. Finding peace in the past and building a different future. Knowing we
don't need to be white or white-adjacent in order to be human.

Yue Xiang. 27, Chinese American, Philadelphia

The Experience

*| was raised in a predominantly white
believed | could assimilate myself intc

| knew other Asian Americans who wi
communities of other Asian American
because | thought | was American firs

As ['ve become an adult, | realize that
myself; some others will see me the e
embraced their heritage tighter. It's it
we look”

Sam You, 34, Taiwanese American, Los

The Ieeling

As an American of Chinese descent, |
options, neither of which truly sohve o
older generation, those who tell us th
Then there's the second option, from
to show more than just our passports
proof of our belonging. We aren't ever
greatest weakness.

Chase, 24, Chinese American, New Yor
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nar-ra-tive
/'neradiv/

noun
a spoken or written account of connected
events; a story.

» the practice or art of telling stories.

- arepresentation of a particular situation
or process in such a way as to reflect or con-

form to an overarching set of aims or values.

adjective
in the form of or concerned with narration.
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SCENE 94

ROCK UNIVERSE: EXT. FIELD

In an empty field, sit two rocks. The wind blows through the dirt.
Tt is silent and serene. Almost eerily so.

Beat.

Beat.

JOBUROCK
Oh, good you're here too.

EVELYN ROCK
Where are we?

JOBU ROCK

One of the universes where the
conditions weren't right for life
to form. Most of them are like
this, actually.

EVELYN ROCK
It's... nice.

JOBU ROCK
YYeah. You can just sit here, and
everything feels really far away.

Evelyn Rock can hear the faint SOUNDS AND VOICES from the
other universes. But it fades away. They watch as the shadows get
long in the setting sun.

Abeat.

EVELYN ROCK
Joy, I'm sorry about ruining
everything, I-

JOBU ROCK
Shhhh. You don't have to worry
about that here. Just be a rock.

EVELYN ROCK
| just feel so stupid.

JOBU ROCK

God! Please. We're all stupid.

Small stupid little humans. It's

like our whole deal.

(softens)

For most of our history we knew the
earth was the center of the
universe. We killed and tortured
people for saying otherwise.

The sun sets revealing a dense sky of stars.

JOBU ROCK (CONT'D)

And then we find out that the Earth
is revolving around the Sun, which
is just one sun out of a trillion

suns, and now look at us: trying to
deal with the fact that all of that
exists in one universe out of who
knows how many. Every new
discovery, is just a reminder

EVELYN ROCK
We're all small and stupid.

JOBU ROCK

Who knows what great new discovery
is coming next to make us feel like
even smaller pieces of shit.

EVELYN ROCK
Language.

JOBU ROCK
Seriously?

EVELYN ROCK

I'm joking. That was a joke.
(laughing)

Abig fucking joke.

THE NARRATIVE
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BREAKING

“But where does the silence that neglects her end, and where does
the silence that respects her begin?

The problem with silence is that it can’t speak up and say why it's ‘
silent. And so silence collects, becomes amplified, takes on a life out- 5
side our intentions, in that silence can get misread as indifference, or
avoidance, or even shame, and eventually this silence passes over into

forgetting.”

sy o Sy

Cathy Park Hong
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‘More 'Than a Model Minority”is

a poster series based on the first
volume of ‘Breaking the Narrative’
that focuses on the East Asian
Experience within the United States.

" vour
obeL o
MOSEL Mniomary
MOSEL MnioMIY.

MORE THAN
A MODLIL
MINORITY

Breaking the Narrative

In 1966, the term “Model Minority” Capstone Project Poster Design
was coined in The New York Times
Magazine by sociologist William
Petersen. This myth characterizes
Asian Americans as a polite law
abiding group who have achieved

a higher level of success than the
general population through some
combination of innate talent and
the “pull-yourselves-up-by-your-
bootstraps” mindset. Not only is it
weaponized towards other minority
groups, it also stereotypes Asian
Americans as a submissive, over
achieving monolith.

_ AA’s = Asian
Americans
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