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　　The cultural and creative market in places like Taiwan, Hong Kong is relatively 

mature. Although Macao has not yet caught up with the neighbouring regions, there 

are many cultural and creative practitioners working diligently here. How they put 

different elements into the cultural and creative spaces carefully designed by them? 

In Feature, the founders of A Porta Da Arte, M Dimensions and ROOFTOP MACAO are 

invited to share the experiences in operating the cultural and creative stores. 

　　Macao local designer Steven Tai founded his namesake brand STEVENTAI after 

graduated from college and has won a lot of international fashion design awards with 

his brand. He also published his works on London Fashion Week. In Brand Story, 

he reveals how he brought the fashion design on the international stage. The first 

edition of “Photo Macau Art Fair” is positioned as the first Asian art expo focusing 

on photography and video art. In Extravaganza, the founder Cecilia Ho tells her 

experiences in exploring and organising this art fair. Hayashi Department Store in 

Tainan is the department store with the longest history in Taiwan. Recent years, it 

was repaired and transformed into a cultural and creative department store. In Around 

the Globe, General Manager Vicky Chen shares how Hayashi Department Store is 

revitalised and becomes a department store using culture and creativity as the main 

axis. 

　　As usual, our bloggers share their views and news of the creative industries 

around the world in Blogs, bringing latest cultural and creative information to readers.

The views and opinions expressed in this publication are those of the 
authors and the interviewees, which do not necessarily reflect the 
opinion of the Cultural Affairs Bureau of the Macao S.A.R. Government.
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By Giselle Lou   Photo courtesy of Wong Chi Kin, Gary Wong and interviewees
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It’s true that cultural and creative stores in Macao haven’t caught up with their 

counterparts in neighbouring regions like Taiwan and Hong Kong, but there’s no lack 

of cultural and creative talents who are working diligently in this business. In this 

issue, we interviewed several local practitioners from cultural and creative stores, 

namely A Porta Da Arte, M Dimensions and ROOFTOP MACAO, and invited them to 

share the drips and drabs of their entrepreneurial journeys in Macao. In addition, 

they also shared their stories on how they selected the choicest “treasure” from 

different cultural and creative products and introduced them to their own spaces, so 

as to facilitate the growth of artists and creators in Macao.
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The transformation of a galvanised iron factory 

　　Located on Rua dos Ervanarios, the four-storey A Porta Da Arte used to be a 

galvanised iron factory. Through renovation, the factory had turned into a cultural and 

lifestyle complex, including specialty coffee, jewellery, home accessories, cosmetics, 

fashion clothes and local products, etc.

F
e
a
t
u
r
e

Love at first sight 

　　When asked about why he chose this site, he commented that it was fate. “When I 

was going around and looking for a favourable place to open my store, I was attracted 

by this old building for its unique design. On one hand, it’s near three crossroads and 

convenient-located; on the other hand, the neighbours here were very nice. Once I 

visited the building, I met a seasoned photographer Chan Hin Io. He had a studio nearby 

and invited me to his place to see the old black-and-white photos of this 60-year-old 

building. I got to know how the building changed over time,” he recalled.

 

　　Through these pictures, Sequeira became obsessed with the community vibe at Rua 

dos Ervanarios and immediately decided to open his store here. He also changed the 

name of the building into “A Porta Da Arte”.

Business model of a lifestyle complex

　　When Sequeira just opened A Porta Da Arte, he had already made up his mind to 

turn it into a lifestyle complex. With new goods being brought into the store from time 

to time, the business structure and model of the store gradually formed. However, 

Sequeira reiterated that the core value of the store, as the Chinese name of “A Porta 

　　“I have been a full-time artworker in the past decade. However, if you are really 

a ‘worker’, you should be making money. How can you continue the business if you 

don’t have an income? The truth is I’ve been bothered by this question for years,” 

said Fortes Pakeong Sequeira, owner of A Porta Da Arte.

　　Sequeira gave up his career as a designer ten years ago and became a full-time 

artworker. Drawn by the Macao government’s efforts to promote cultural and creative 

industry, Sequeira decided to open A Porta Da Arte two year ago (year end of 2016).

04

Fortes Pakeong Sequeira



Da Arte” suggests, will always be centred around “culture and literature”, “art” and “Macao”.

　　As a result, three different cooperation models were developed in the complex: rental, commission and consignment. For example, Cloé 

Jewellery & Art and MEL Ieong Workshop adopted the rental model, Triangle Coffee Roaster on ground floor adopted the commission 

model, while original brands of cultural innovation and lifestyle goods (80% from Macao, the rest from Hong Kong and Thailand) often adopted 

the consignment model so that they could sell their products, such as knapsacks, T-shirts, jewellery, etc. at the lifestyle complex. For different 

partners, Sequeira would also adopt different marketing strategies, including online advertisements, offline workshops, etc. Up till now, many 

KOLs from Macao and Hong Kong have visited A Porta Da Arte, leaving positive comments.

Partnering with brands and designers

　　Thanks to the past experience of being a designer and illustrator himself, Sequeira could 

better understand how “the world of culture and art” works and how to select brands to join the 

lifestyle complex. “As an artist myself, I know very well that artists’ income tends to fluctuate a 

lot. Only when you are familiar with the cultural and creative industry and know how to identify 

good works from the crowd, can you bring valuable products to this space,” he explained. 

　　A Porta Da Arte has partnered with a variety of brands, from brands founded by Sequeira’ 

friends, foreign brands with unique designs, to local craftsmen’s brands. It’s his wish that every 

partnering brand of A Porta Da Arte can have their own stores in the future.

Coffee and makeup classes also
count as cultural and creative products?

　　However, the success of A Porta Da Arte aroused some negative opinions on the internet. 

For example, some questioned whether “selling coffee” and “having makeup class” actually 

count as cultural and creative businesses. “Why not? Makeup artists are also artists. Designing 

can be used either for practical purpose or beautifying. The makeup process can also utilise 

new ideas and innovation and it is certainly a beautifying process. Likewise, a cup of specialty 

coffee is also a great representative of modern lifestyle and is worthy of being savoured and 

appreciated,” Sequeira explained.

　　“You have to be in this community and become familiar with it enough before you run a 

cultural and creative business. If you don’t really know how this world operates, you need to 

find a partner or consultant who does,” he said when asked about his take on the cultural and 

creative industry. Sequeira advised that people who are interested in the business should get to 

know the business first. 

　　“I have been a full-time artworker in the past decade. However, if you are really 

a ‘worker’, you should be making money. How can you continue the business if you 

don’t have an income? The truth is I’ve been bothered by this question for years,” 

said Fortes Pakeong Sequeira, owner of A Porta Da Arte.

　　Sequeira gave up his career as a designer ten years ago and became a full-time 

artworker. Drawn by the Macao government’s efforts to promote cultural and creative 

industry, Sequeira decided to open A Porta Da Arte two year ago (year end of 2016).
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On the second floor locates Cloé Jewellery & Art,
a design studio that provides high-end

jewellery customisation service.

On the third floor, there is MEL Ieong Workshop
that will offer different makeup classes in the future.

Feeling the vibe of cultural innovation
while enjoying a cup of quality coffee

Opening hour: 11:30am-8pm

Address: No. 42, Rua dos Ervanarios, Macao

Website: www.facebook.com/macau.artdoor
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Becoming a cultural and creative hub 

　　“M” stands for Macao, while “Dimensions” means shape, or landscape. Together “M 
Dimensions” stands for the shape of Macao, or the creative landscape of Macao.

　　Tong, mastermind of the M Dimensions, found that the rent on average is high in 
Macao, and spaces with lower unit rate are too big for young entrepreneurs to run. 
When the Cultural Affairs Bureau opened this tender, the pair happened to find a business site 
with reasonable rental price and appropriate space. After careful analysis, they decided to 
give it a try. “It is our wishes that this place could become a cultural hub and support other 
local cultural and creative businesses or art organisations, and even attract them to join us,” 
Tong explained. Different from ordinary retailing stores, they care about not only sales 
performances, but also the stories and cultural values consumers could find and resonate 
with at the store, as well as the ability of craftsmen and artists to promote themselves 
and build better brand image.
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　　In recent years, the Macao government has been promoting 

the Anim’Arte NAM VAN as a destination of cultural innovation, 

tourism, leisure and catering options. Cultural and creative stores 

blossomed in that area as a result. Isaac Tong and Marcus Wong, 

from Mojito Culture Limited, also followed suit and won the tender 

for one of the underground space at Nam Van. They turned the place 

into M Dimensions and officially opened the store this January.

06

Marketing for artists

　　According to Wong, mastermind and Operation Director of the M Dimensions, they 
have to sell cultural and creative products and provide relevant services because of the 
contract and bidding rules. “If we only sell cultural and creative products, we would hardly 
survive. If we could also provide relevant services and experience, our “goods” will be 
more comprehensive and bring more economic benefits,” he explained. Therefore, Wong 
would organise all kinds of workshops and encourage artists to make better use of the space 
and enhance customer’s experience.

　　Currently, half of the products sold in M Dimensions are originally made in Macao. 
Small but practical products are relatively popular, while few customers would buy 
handcrafts. “Since craftsmen are often unfamiliar with how to carry out marketing 
campaigns and display their products, consumers often find such products not 
appealing enough. Mass-manufactured products, however, are easier to sell. On one 
hand, their business models are quite mature; on the other hand, their manufacturers 
know the market well,” Wong explained. “After all, we are not selling products of high 
profit margin, such as cosmetics, gold, medicine, souvenirs. Instead, we sell only daily 

Isaac Tong Marcus Wong
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Customer experience matters

　　After careful consideration, Tong believed that they could provide an integration of services. 
“Many people run cultural and creative business to sell products, but we aim to provide a more 
comprehensive shopping experience for both tourists and local residents. There aren’t many 
places where people can participate in cultural activities with sunlight, lake view and great food. 
Therefore, there’s huge room for us. When we look at successful tourist cities in other regions, 
we find that all of them aren’t simply selling products. Instead, it is shopping experience that 
helped them stand out. Through cultural activities, both local residents and tourists can better 
identify local culture, get involved and then bring something along with them,” Tong explained.

　　As Tong sees it, good infrastructure is also crucial in attracting a flow of customers. “For 
example, the government can provide timely traffic assistance, add more signs and posters in 
public space and, if possible, enhance their designs as best as they could. It’s up to the Cultural 
Affairs Bureau and the Tourism Office’s planning. The government can also include Nam Van 
Lakeside promenade when promoting the Macao Light Festival and develop this area as 
a comprehensive entertainment destination with sceneries, leisure and catering options, 
like Taipei’s Tamsui Fisherman’s Wharf. The government has done a great job, but they could 
coordinate with business owners here better,” he added. Tong doesn’t want this project only to 
focus on profiting. He wants it to become a platform to help other cultural brands in Macao and 
creates a leisure destination for both local residents and tourists as well.

A good story is all that matters

　　When we were interviewing Wong, he mentioned that M Dimensions was just in the stage of retaining customers as well as 

cultivating brands and the public. “Currently, we are using different channels to promote our spaces to the outside world. It is our 

wishes that we could make ends meet with enough customer flows within half a year,” Wong said. When asked about the business 

space’s financial condition, Tong pointed out that people were getting more and more confident in the sector as more cultural and 

creative stores open up. “The government provides us with great support. But it’s another story whether we can achieve the level of 

production and revenue like that of the souvenir industry. Business runners who are able to maintain revenue enough to pay the rent 

and sustain operation perceive that the market is good for them. But, it still takes time for the production of the industry to multiply 

and becomes an important component of Macao’s GDP,” Tong said. In the future, they plan to shift from “B to C” model to “B to 

B” model, design and roll out more original products. They expressed that a nice appearance and practical use are the basic 

elements, but a good story, representing a concept, is all that matters. 
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Cultural and creative products feature
 with Portuguese azulejo style

The interior of M Dimensions

goods and art products. So, it takes time to make ends meet,” Tong added. 

　　Besides striking a balance between mass-manufactured products and handcrafts, they would also invite creators and artists to 
join them and provide relevant services. “Since they are quite new in the business, they are often weak in marketing and find it hard 
to find offline outlets. Therefore, we have to help them improve their brand images with our experience. As to business cooperation, 
we will see what type of activity it is and charge fees accordingly. Our cooperation plans will be tailor-made to meet the specific 
needs of our partners. We can also provide necessary equipment or even event-planning, on-site arrangement, administrative 
procedures handling, promotion, etc. It all depends on what our partners need. We are professional and have the skills to organise 
activities better,” they explained.

Opening hour: 11am-10pm
Address: C/V-M1 (S2) & L1 (S3), Nam Van Lake Square 
             (Anim’Arte Nam Van), No. 470-756, Avenida 
             Panorâmica do Lago Nam Van, Macao
Website: www.facebook.com/mdimens 07
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Making and selling clothes: the major source of revenue

　　Rafaelo Hall and Justin Yeung knew what it was like to start a business even before they 

graduated from college. “We wanted to have our own business when we were still in college, 

so we decided to make and sell clothes,” they said. However, after they rented a space in the 

industrial building they realised that the property only generated more burdens on them. As a 

result, they decided to get rid of the brick-and-mortar space and moved their business back 

to the internet. One year later, they finally found the appropriate business space and 

opened ROOFTOP.

　　ROOFTOP is a boutique coffee shop comprised of unique and stylish homeware, 

furniture, accessories, cultural and creative products, and fashion. However, when asked 

about the business condition, the pair said that up till now, making and selling clothes has 

always been the major source of revenue, while revenue from boutique retailing has been 

quite limited. In fact, they just want to diversify their businesses with it. 
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Choosing coffee according to customers’ preference

　　The reason why they could survive with the clothes business is the quality they provide. 

“Customers can find our clothes are of good quality simply by touching the fabric. The fabrics 

we use aren’t much different from those used by big brands, and our products are more 

affordable,” they explained. Most boutique products in the store are imported from Japan. 

When they find something they really like, they will contact with Japanese brands and 

craftsmen via email or other online platforms to purchase their works, and later sell them 

in ROOFTOP. Local Macao craftsmen would sell their works in ROOFTOP, whether through 

rental or consignment.

　　Coffee is another main source of income for ROOFTOP. “Our coffee, like no other, is 

made of carefully-chosen and mixed coffee beans. When we found that over 80% of our 

customers are foreigners who prefer stronger coffee, we adjusted our flavour a little bit. This 

is also the flavour we’ve kept till now,” they said.

　　Located in the old quarter of Taipa, the one-year-old ROOFTOP MACAO 

(ROOFTOP) has grown into a must-go store online. It has attracted the 

attention of local media and KOLs, as well as tourists from mainland China, 

South Korea, etc.

　　ROOFTOP was once a living space. Later it was rented by two boys of the 90s 

generation. They wished to add a touch of cosiness to it. Therefore, they planted 

lots of green plants on the rooftop, almost turning it into “an earthly paradise”.
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(ROOFTOP) has grown into a must-go store online. It has attracted the 

attention of local media and KOLs, as well as tourists from mainland China, 

South Korea, etc.

　　ROOFTOP was once a living space. Later it was rented by two boys of the 90s 

generation. They wished to add a touch of cosiness to it. Therefore, they planted 

lots of green plants on the rooftop, almost turning it into “an earthly paradise”.
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Holding cultural and art activities is no easy thing

　　Customers can not only have coffee at the rooftop, but also participate in a variety of cultural and art activities, such as 

“Music at Dusk”, “Western Calligraphy Course”, etc. However, it’s no easy thing to hold these activities. “When we invite artists, 

we found that their charges are higher than our expectations; but when artists want to rent our spaces, they often couldn’t afford 

the rental fee, either. It could be really hard to strike a balance. For example, there was once a concert held at the rooftop, and 

the organiser was our college friend. So we didn’t ask for a rental fee and only required every participant to buy coffee in return,” 

Justin said.

The unpredictable potential of the internet

　　Nearly 80% to 90% of ROOFTOP’s customers are foreigners, they observed. “Most 

South Korean tourists come to know our store thanks to the Macao Government Tourism 

Office, since they almost all came holding a Korean brochure with the Office’s logo on it. 

Mainland Chinese tourists, instead, find us mostly through social media platforms such as 

Dianping and Xiaohongshu, while most local customers heard of us through local KOLs,” 

they analysed.

　　Although ROOFTOP never bothered to approach any media for interview opportunities, 

they have received lots of interview requests after they participated in the “Taipa Village 

Project”. “Taipa Village will invite journalists to visit member stores from time to time. We 

have been told that media organisations and bloggers from Hong Kong and Shanghai would 

pay a visit to our store in the near future,” they explained.

On the cultural and creative business

　　When asked about the cultural and creative industry in Macao, they didn’t find the local market environment favourable. 

“Everyone thinks that the coffee business has a high margin. But how much cups of coffee we need to sell so as to cover 

the rent? And if you want to provide eat-in service in Macao, you’ve got to apply for another license (Beverage and Catering 

License), which costs around MOP600,000 and severely raises the cost,” they explained. For people who want to open 

cultural and creative stores, their suggestions are never follow the crowd, do your own math, and be aware of the profit and 

loss.
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The interior of ROOFTOP

T-shirt produced by the owner

Opening hour: 11:30am-8pm (Sunday to Tuesday, Thursday) 
                     1pm-10pm (Friday and Saturday)
Address: No. 49, Rua Correia da Silva, Macao
Website: www.rooftopmacau.com
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Make it work, but how?

　　Steven believes that most brands in the fashion industry rely on the revenue accumulated 

from the sales in the last season to finance current design and production. Such circular 

business model proves to be problematic when the sales performance of a particular season 

goes south. Therefore, it’s very important for companies to identify the market demands 

during each season and utilise their creativity accordingly. To date, STEVENTAI has garnered 

a relatively stable client base while achieving a decent profitability.

　　Currently, fashion brands’ sales model is based on “Make to 

Order”, meaning the product is produced only after a confirmed order 

is received. “The Make to Order model shows brands’ dedication to 

quality. I have set up over 20 exhibition sites in Japan, Shanghai, 

Southeast Asia and Europe. Next season, I will open a branch in New 

Yaohan in Macao,” Steven said when asked about his brand’s physical 

retail outlet. “Up till now, the exhibition sites in Japan and Shanghai 

have the best market performance.”

D e s i g n e d  i n
M a c a o  o n  L o n d o n

F a s h i o n  W e e k

Steven Tai
The journey of fashion designer

Creativity and business opportunities in fashion design

　　Steven was born in a traditional clothes-making family in Macao. At the age of nine, he 

moved to Canada with his family. “People who share similar hobbies have similar fashion 

taste. To some extent, what people wear is the reflection of their social status,” Steven said. 

After graduating from a business school, Steven chose to further his study in fashion design 

at Central Saint Martins in UK. “When I was studying fashion design, it occurred to me that 

the fashion industry is a perfect combination of business and creativity, as it emphasises 

creativity and boasts enormous business potential and capital,” he said.

　　During his study in UK, Steven had been an intern to several popular fashion brands in the 

market, such as Stella McCartney and Damir Doma, where he accumulated first-hand experience 

on fashion brand operation. In 2012, at the 27th Hyeres International Festival of Fashion and 

Photography, Steven was highly recognised by renowned Japanese designer and festival panel 

chair Yohji Yamamoto as well as Chloé’s CEO Geoffroy de la Bourdonnaye, eventually winning 

the Chloé Inaugural Design Prize. In 2013, Steven rolled out his 2013 spring collection in 

partnership with ELLE at the Berlin Fashion Week. “I have held fashion shows in Milan, New 

York, Toronto, Anthem, Shanghai and more. As I gradually gained exposure, I decided to 

kickstart my own brand STEVENTAI,” Steven said, recalling how he started he own brand.

　　London Fashion Week, as one of the four most important international fashion fiestas, is 

also the stage where emerging designers get exposure opportunities for their design careers. 

Macao up-and-coming fashion designer Steven Tai was invited again to attend the fashion 

week in February this year and worked with the Hollywood-based special effect team Star 

Wars to launch his brand’s STEVENTAI Autumn/Winter 2018 collection. The collection was 

inspired by the traditional culture of Macao and was highly recognised during the fashion week.

By Sunny Lam    Photo courtesy of Gary Wong, Wong Chi Kin and interviewee
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Macao fashion hit London Fashion Week with Star Wars

　　In February this year, STEVENTAI showcased its Autumn/Winter 2018 collection on 

London Fashion Week. The new collection was inspired by the slow-pace lifestyle in Macao. 

“Macao’s city planning was under heavy Portuguese influence. It’s very rare to see a city 

painted with the colour pink and green,” Steven explained. “Macao is also a culturally diverse 

city. So I combined different fabrics to showcase Macao’s cultural diversity in my design.”

　　And of course, elements of Macao’s casinos were also added to the Autumn/Winter 

2018 collection. For instance, fabrics with redesigned casino patterns have been used in the 

collection. Apart from that, Steven was recommended by the organising committee to work with 

Hollywood special effect team Star Wars to develop an AR experience of Macao for the 

fashion show. “The audience would find themselves standing in the streets of Macao after 

putting the AR headsets on. This allowed them to enjoy the collection in an authentic and 

indigenous environment,” Steven stated.

a relatively stable client base while achieving a decent profitability.

　　Currently, fashion brands’ sales model is based on “Make to 

Order”, meaning the product is produced only after a confirmed order 

is received. “The Make to Order model shows brands’ dedication to 

quality. I have set up over 20 exhibition sites in Japan, Shanghai, 

Southeast Asia and Europe. Next season, I will open a branch in New 

Yaohan in Macao,” Steven said when asked about his brand’s physical 

retail outlet. “Up till now, the exhibition sites in Japan and Shanghai 

have the best market performance.”

A deeper and sustainable cooperation model

　　On cooperation, Steven voiced that the cooperation model had been relatively 

simple during early phase. Steven mainly cooperated with designers from other areas 

such as jewellery and shoes, etc. in its initial phase. As the brand became mature, the 

cooperation also deepened. The concern of sustainable development in the future also 

came along. “Look at the Autumn/Winter 2018 collection show produced in partnership 

with Star Wars for an example. If we implement VR technology on clothes design and 

manufacturing in the future, it’s going to save us a lot of fabrics and paper. This will bring 

positive impact on the environment,” Steven said.

　　Macao government values the development of the cultural and creative industry a 

lot. “After living abroad for a long time, I discovered that many regions do not enjoy the 

same level of support for the cultural and creative industry as in Macao. In addition, 

Macao’s slow-pace lifestyle facilitates a great environment for creativity and local 

talents,” Steven commented, saying that he would invest more time and energy in the 

market in Macao. To boost the production capacity of Macao’s clothing industry, Steven 

will be inviting fashion designers from UK to collaborate with local talents on design as 

well as production.

Steven Tai communicated with the clothing
makers at the Macao-based factory on tailoring style

STEVENTAI Autumn/Winter
2018 Show on London Fashion Week



　　The very first Photo Macau Art Fair has been successfully held in Macao. Positioned 

as the first art fiesta in Macao focusing on photography and video art, the event attracted 

artists, art collectors, and art traders from both home and abroad. The art fair’s founder 

and executive director, Cecilia Ho, stated that the event had been a brand-new 

exploration. Photo Macau did not display a great number of artworks, but what it had 

showcased to the audiences are world-class arts.

By Jasper Hou    Photo courtesy of Wong Chi Kin and interviewee

Cecilia Ho

Photo Macau
Art Fair debuts in Macao

Turning Macao into a new media art centre in Asia Pacific
 
　　Born in Macao, Ho moved to France for studying arts in earlier years. She was the first Chinese artist who 

has appeared on the summer exhibition organised by the Royal Academy of Arts in the UK for four consecutive years. 

As an artist herself, Ho has been experimenting in the field of performance arts, installations, videos and new media. 

This time, she came back to Macao as an artist and successfully held Photo Macao. “I have been away from 

Macao for 30 years. I am hoping to build Macao as a new media and art centre in Asia Pacific by showcasing world-class 

media technologies and art concepts through Photo Macau,” she said.

　　The first edition of Photo Macau invited seven galleries from Germany, France, Korea, Taiwan, Hong Kong 

and Macao to exhibit their artworks. “The event has a high-end positioning. Artworks and galleries were selected 

with careful consideration. There are three exhibition themes to present them. Among them, the ‘Body of Confucius’ 

was co-created by the City University of Hong Kong and the Tsinghua University. The project took 12 years to complete 

and it is a video presentation of the Confucius scriptures written two thousand years ago. The video will be the 

standard showcase of Confucius propriety,” Ho said.
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Photo Macau exhibited artworks from different galleries

Photo Macau’s founder
and executive director 
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Providing a dialogue and business platform for participants

　　Photo Macau is not aiming to promote Macao’s culture. From Ho’s perspective, there are already quite a few 

communities and organisations that are dedicated to promoting the local culture in Macao. What Ho wants to achieve is 

to bring world-class galleries, artworks, and new media technologies to Macao through her social network and new media 

specialty. She is hoping to provide a platform for local artists in Macao to exchange ideas and to inspire each other through 

Photo Macau, ultimately improving the overall art environment in the city.

　　The three-day Photo Macau Art Fair attracted galleries from different regions to exhibit and sell their artworks and 

appealed to over 5,000 art lovers from all over the world. A number of renowned artists, art collectors, and art traders also 

participated in the art fair, invited by Ho. Culturegathery from Taiwan, one of the exhibiting galleries, stated that they sold 

some of their artworks and connected with gallery representatives from Korea and France during Photo Macau. The 

Taiwan-based gallery was recently invited to both Korea and France for exhibition. This would help artworks from Taiwan 

enter a grander market. “The buyers at Photo Macau this time are mostly art collectors from Europe, whom have a fairly high 

understanding of art. This proves that Photo Macau does have a good reputation in the industry,” Ho said.

Quality builds competence

　　The organising process of the art fair had been a bumpy journey. According 

to Ho, the budget for the art fair was a great challenge, because a sufficient 

funding is key to organising a quality art event. “There are many art events in Southeast 

Asia. If Macao fails to bring forth quality art fairs, we will lose momentum and lose in 

the game. We need to ensure quality to secure competence,” Ho said. Photo 

Macau’s over-ten-million funding came from Ho and the Macao government. As 

a matter of fact, Ho didn’t expect a return from her investment in Photo Macau. 

She poured in the money out of the dedication to making a contribution to 

Macao’s art scene and creating something in the local market. 

Photo Macau’s development relies on participation

　　Ho is planning to extend the exhibition period in the next Photo Macau Art Fair in 

order to reserve more time for providing local art lovers with more opportunities to get 

exposed to world-class artworks. She believes that Photo Macau can be promoted to 

overseas markets through media coverage and the attending artists. 

　　While many art lovers flew all the way from overseas to Macao for the art fair, 

local residents of Macao did not show much passion for it, Ho recalled. “If I am an 

artist, I would definitely try every possible way to attend international art fairs like 

Photo Macau. It was a pity that I didn’t see many local artists at the event,” Ho said. 

From her point of view, more resources should be invested to educate local residents 

about art and nurture their ability to appreciate artworks, for the city’s participation in 

art is what truly drives Photo Macau forward.

The “Body of Confucius” was one the
three exhibitions with a special theme

Culturegathery, an attending gallery from Taiwan, 
was communicating with artists from different regions.
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　　Hayashi Department Store is the oldest department store in Taiwan. It has been around for 86 years, witnessing ups and downs 

on this East-Asian island. Considered as a historical landmark built in Taiwan when the island was under Japanese rule, Hayashi 

Department Store is now Taiwan’s very first department store of cultural and creative products after renovation, telling the stories 

of a thriving Tainan in the modern age. Vicky Chen, Hayashi Department Store’s general manager from Taipei, will walk us through 

the journey Hayashi Department Store had embarked on.

By Hazel Ma   Photo courtesy of Gary Wong and interviewee

Where you can bring
the taste of Tainan back home

ハ ヤ シ 百 貨

Innovation from a historical site

　　Today’s Hayashi Department Store is a comprehensive shopping destination providing customers with cultural and creative products, souvenirs, 

and catering options. The department store is now a hot tourist destination in Tainan and hipsters even see the five-storey-high department store a 

must-go destination. Each floor of Hayashi Department Store has its own theme. The first floor, for example, is the place where you can find local 

specialties, food, and souvenirs, named as Tainan Feast. The second floor is called Innovative Design, featuring cultural and creative products, 

handcrafts and more. If you are in the mood for some fashion shopping, then the third floor, Fashion Stylish, is your floor. Fashion items such as stylish 

clothes, accessories, and other lifestyle goods are available on the third floor. Moving upwards, you will reach the Culture Salon, a museum event 

hall that organises seminars and exhibitions regularly. The department store’s café, Hayashi Café, is also located on the fourth floor. The fifth 

floor is called Unique Cuisine, where you get a bite of Tainan. Two restaurants offering authentic Taiwanese cuisines and local snacks are 

available to choose from. In Tainan, locals will treat their guests with the best refreshment they have in their household. The department store’s 

first floor is designed as a living room, a design aims to show such local hospitality to visitors. It’s also a site that aggregates the best produce 

in Tainan.

　　Open on 5 December in 1932, Hayashi Department Store was the second largest department store in Taiwan. It marked the beginning of a 

modern and robust era for Taiwan. After the WWII ended, the department store was converted for other purposes for several times and was even 

once deserted. It wasn’t until 1998 that the department store started to undergo renovation after it was recognised as a historical site of the city. 

In 2014, Hayashi Department Store officially reopened with the vision of “letting the world see Tainan”. According to the current general manager, 

Vicky Chen, Hayashi Department Store was a hot potato that nobody dared to take over at that time.

A historical site, cultural and creative department store, and hot potato?

　　It’s not an easy task to redesign a historical site, as any renovation cannot change the complete appearance of the building. Not even an extra 

nail can appear on the wall. There are a lot of things to consider for renewing Hayashi Department Store. For instance, they needed to cover all the air 

conditioners installed in the building. They also needed to plan the installing of the elevators and meet the requirements of the fire department. Chen 

wanted the world to see this historical site and decided to take over the department store despite the slim chance of profiting. “Nobody would want 

to take over historical sites, because everyone thought it’s going to cause them to 

lose money. The reborn Hayashi Department Store makes the public see the 

historical site once again. And its success should bring people new ideas,” she 

said.

　　When the bidding started, the government of Tainan clearly positioned 

Hayashi Department Store as a department store of cultural and creative products. 

In the very beginning, Hayashi Department Store tried to attract businesses to 

invest in shop spaces through the traditional model but failed. The team then 

changed their approach and started to develop their own products. Now the 

department store boasts over ten thousand self-developed merchandise, which 

sets the department store apart from the crowd.Hayashi
Department Store
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Showcasing the local culture

　　Hayashi Department Store is dedicated to showcasing Tainan’s local culture fused with innovation to the world. The department store develops 

products in partnership with renowned old brands to present local culture to the visitors. “Hayashi Department Store’s merchandise is unique, you 

don’t see them everywhere. We have been to every corner of Tainan, even the countryside, to talk to people running old shops and appeal to 

businesses. Many of the old shops’ products can now be found in our department store,” Chen introduced. “Our team reinvents the products with 

innovation. We redesign and repackage them. We tell Tainan’s stories through those products and appeal to customers.”

　　She believes that Taiwan has a lot of great brands, but the cost and lack of knowledge in business operation hinder their success. Now Hayashi 

Department Store provides the opportunity for them to go on shelves. The department store has a team to package the brands and provides business 

space in exchange for a commission, saving the cost of the brands. This allows them to focus on designing new products and have access to promotional 

and sales opportunities. “From my perspective, brands should really think about what features they can bring to the table and work to find their 

strengths. Then they showcase their strengths through creativity, making their brands unique. This will make them more competitive in the market,” 

Chen said.

Showing the best of Taiwan

　　The local government in Taiwan is very supportive of the cultural and creative industry. It also provided a lot of support to Hayashi Department 

Store in promotion. The Tourism Bureau, for example, will also introduce Hayashi Department Store when promoting Taiwan’s tourism overseas. 

Tourist is Hayashi Department Store’s main customer source, who is most likely to be one-time visitor to the department store. In addition to 

that, there are lots of cultural and creative products on the market nowadays. So why would customers choose Hayashi Department Store again? 

Chen pointed out that in order to appeal to customers to revisit, they need to make adjustments to the environment in the department store to 

improve the vibe and develop new products on a yearly basis. Through these, she hopes that customers would find it different every time they 

revisit the store. Chen is wishing to bring Hayashi Department Store to overseas markets, alongside with Taiwan’s specialties.

　　In recent years, cultural and creative malls have been emerging in Macao. Old buildings and streets are becoming the playground for the 

cultural and creative industry. Perhaps, the success of Hayashi Department Store could be a great example of renovating historical sites and 

managing cultural and creative malls for Macao to learn from. Macao also has its own unique local culture and lots of specialties, which should 

also enter the overseas markets and reach more people.

A historical site, cultural and creative department store, and hot potato?

　　It’s not an easy task to redesign a historical site, as any renovation cannot change the complete appearance of the building. Not even an extra 

nail can appear on the wall. There are a lot of things to consider for renewing Hayashi Department Store. For instance, they needed to cover all the air 

conditioners installed in the building. They also needed to plan the installing of the elevators and meet the requirements of the fire department. Chen 

wanted the world to see this historical site and decided to take over the department store despite the slim chance of profiting. “Nobody would want 

to take over historical sites, because everyone thought it’s going to cause them to 

lose money. The reborn Hayashi Department Store makes the public see the 

historical site once again. And its success should bring people new ideas,” she 

said.

　　When the bidding started, the government of Tainan clearly positioned 

Hayashi Department Store as a department store of cultural and creative products. 

In the very beginning, Hayashi Department Store tried to attract businesses to 

invest in shop spaces through the traditional model but failed. The team then 

changed their approach and started to develop their own products. Now the 

department store boasts over ten thousand self-developed merchandise, which 

sets the department store apart from the crowd.
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Pineapple pies wrapped in packages
inspired by Hayashi Department Store’s elevator

Designs with local elements allow you to
get a taste of Tainan and bring it back home
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“De-co rps-s t ruc t i on”Se r i es 
2018—Import-struction “The Rite 
of Spring” (Solo)

Date: 30/6/2018-1/7/2018

Time: 8pm

Venue: Old Court Building, Macao

Ticket: $150

Organiser: Comuna de Pedra

Website: www.facebook.com/comunadecorps

Call for Entries: 2018 Macao Collective 
Exhibition of Visual Arts 

Submission date: 8/6/2018-12/6/2018

Submission time: 10am to 7pm

Submission venue: Macao Forum

Organiser:  Cultural Affairs Bureau of the Macao                 

　             SAR Government

Website: www.icm.gov.mo

Cinematheque‧Passion—Asian 
Film Masters Work

Date: 9/6/2018-26/6/2018

Time: Check the schedule

Venue: Cinematheque‧Passion

Ticket: $60

Organiser: Cinematheque‧Passion

Website: www.cinematheque-passion.mo

Art of Commercials 2018

Date: 11/6/2018-24/6/2018

Time: Check the schedule

Venue: Hong Kong Arts Centre Cinema

Ticket: Screening: HKD75,

          seminar: HKD50

Organiser: Hong Kong Arts Centre

Website: www.hkac.org.hk
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“De-co rps-s t ruc t i on”Se r i es 
2018—Import-struction “The Rite 
of Spring” (Solo)

Date: 30/6/2018-1/7/2018

Time: 8pm

Venue: Old Court Building, Macao

Ticket: $150

Organiser: Comuna de Pedra

Website: www.facebook.com/comunadecorps

Macao Stage Design 2018

Date: 3/6/2018-14/6/2018

Time: 11am to 8pm (closed on Monday)

Venue: Old Court Building, Macao 

Ticket: Free

Organiser: Stage Management and    　  　　　　            

　            Technology Association of Macao 

Website: www.facebook.com/events/246338555930668

2018 Brand Story—Macao Original 
Fashion Exhibition III

Date: 5/5/2018-24/6/2018

Time: 10am to 8pm (Closed on Monday) 

Venue: Macao Fashion Gallery (Rua de S.    　 

　        Roque, No.47, Macao)

Ticket: Free

Organiser: Cultural Affairs Bureau of the  

                Macao SAR Government, Macao 

                Productivity and Technology

                Transfer Centre 

Website: macaofashiongallery.com

Call for Entries (Macao Region): 
2019 Asia Illustrations Collections
 
Submission date: From now on until 20/6/2018

Target: Local residents, can register in the   

　         name of the company or individual

Registration fee: $500

Organiser: Asia Illustration Society

Website: www.facebook.com/Macaoillustrator

Open Source—2018 Shenzhen 
Biennale 

Date: 11/5/2018-29/7/2018

Time: 10am to 5pm 

Venue: Shenzhen Luohu Art Museum

Ticket: Free

Organiser: Publicity Department of Shenzhen   

　             Municipal Committee of CPC

Red House Pop-up Shop: “Fly with 
Us, Start Seeing COLOURFUL 
Possibilities”

Date: 10/4/2018-22/9/2018

Time: 11am to 9:30pm (Tuesday to Thursday),  　         

          11am to 8pm (Friday to Saturday)

　       (Closed on Monday) 

Venue: Creative Boutique, The Red House

　       (No.10, Chengdu Rd., Wanhua District, 

　　     Taipei City 108, Taiwan)

Organiser: TAGather Goods

Website: www.facebook.com/TAGathergoods

Tokyo Art City by Naked in Taipei

Date: 30/6/2018-16/9/2018

Time: 10am to 6pm 

Venue: East 2C & East 2D, Huashan 1914   　 

　        Creative Park 

Ticket: Full ticket NTD350; 

           Early bird ticket: NTD250

Organiser: udnFunLife, Huashan 1914 Creative    

　              Park

Website: tokyoartcitybynaked.com.tw



　　In April of this year, there is an event of Hong 

Kong animation industry, which is the crowdfunding 

scheme of animated feature Dragon’s Delusion  .

　　First of all, let me introduce the background of 

this event. Originally, Dragon’s Delusion—Departure 

was one of the animations involved in Tier 2 of The 

4th Animation Support Programme, which is organised 

by the Hong Kong Digital Entertainment Association. 

It received a subsidy of HKD165,000 to produce an 

eight-minute animation, which was finished at the 

beginning of last year. This animation was directed 

by Kong Khong-chang (Kongkee) from Penguin 

Lab and was adapted from Kongkee’s comic strip 

of the same name on City Magazine. It brought the 

Chinese historical figures over 2,000 years ago to 60s 

Hong Kong and presented in a science fictional 

and narrative approach. The unique appearance and 

colour setting were so dizzying! This eight-minute 

animation participated in the 19th DigiCon6 ASIA 

organised by the Japanese broadcaster Tokyo 

Broadcasting System Holdings, Inc. (TBS) late last 

year and received favourable comments as well as 

the “Gold Mention” award. All of the juries thought 

that the narrative approach of this animation was 

unique and had a special Hong Kong feeling. More 

importantly, they saw the ambition of the production 

team. As we all know, this eight-minute animation was 

actually the foreword of an animated feature.

　　The Dragon’s Delusion—Departure finished at 

the beginning of last year was not a complete work. 

Even though it could be watched independently, 

the original plan of Kongkee is to produce an 

80-minute animated feature. Dragon’s 

Delusion—Assassination,  the second pilot 

chapter of  Dragon’s Delusion was released on 7 April 

of this year, followed by Departure. Meanwhile, the 

crowdfunding scheme of  Dragon’s Delusion 

was officially started. 

　　In order to coordinate with the publicity of the 

crowdfunding scheme, Kongkee held the exhibition 

“Works and manuscripts of Dragon’s Delusion” 

from 1 to 15 April at Gallery 27 of North Point. Not 

only lots of hand-painted animation manuscripts 

were presented, but also Kongkee’s special painting 

was shown. This exhibition was thoughtfully 

designed, which made the participants completely 

involve in the world of “Dragon’s Delusion” and 

became part of this crowdfunding scheme.   

　　Dragon’s Delusion is a 2D hand-painted animation 

consisting of two short films. The cost of these two 

short films was more than 100,000 respectively. The 

production team include three animation companies, 

they are Penguin Lab, Nine Monkeys Workshop and 

Zcratch. However, the staffs in these three companies are 

less than ten in total. In Kongkee’s plan, to finish an 

80-minute animated feature with high quality, the 

production team may need 50 staffs at least and a 

fund of eight million! In normal situation, Kongkee 

should find some interested investors. However, after 

calculation and consideration, he decided to have a 

new try, which is to run a crowdfunding campaign 

through Kickstarter. In Hong Kong, it is the first time for 

someone to collect funds for an animated feature in 

the approach of crowdfunding. Thus, many local 

animation production companies are full of hope 

toward this scheme and definitely hope it will 

succeed as well as leading local animation industry to 

a new place.  

　　To develop an animation industry in a certain 

area, the production of animated feature is very 

important. In fact, the production of Hong Kong 

animated feature was limited by various conditions. 

Investors were scarce as well as producers. For a 

long time, the industry is only supported by “McDull” 

series. It seems to be the right time for opening a 

new chapter. 

　　The first target for Dragon’s Delusion is to 

collect 300,000. Since the response was very good, 

the target was finished in a short time. Up to 17 April, 

the funding was reached to more than 600,000, which 

is so exciting. Of course, it still has a long way to the 

final target eight million. The deadline for crowdfunding 

is 13 May. Dear friends, I do not exaggerate. Dragon’s 

Delusion is indeed a valuable animation. It only needs 

small amount of money. Then, you could participate in it 

and get various souvenirs well-designed by Kongkee, 

the original comic writer. If you want to watch these 

two short films or know more about crowdfunding, 

you could check on www.dragonsdelusion.com. Trust 

me, you won’t be disappointed with it.
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B l o g s Challenge from “Dragon’s Delusion”

Lo Che Ying

Lo is  an exper ienced 
anime producer and 
began independent anime 
creation in 1977. His works 
won the first prize at the 
Hong Kong Independent 
Short Film Festival for 
four consecutive times 
and he was promoted as 
panel　member. In the 
next year, he joined the 
Radio Television Hong 
Kong to work as cartoon 
producer until 1993. Over 
recent years, he spent 
efforts on promotion of 
the anime industry in 
Hong Kong and planning 
of anime exhibitions. 
Recently, he worked as 
the curator of the 50 
Years of Hong Kong and 
Taiwanese Animation. 
He currently worked as 
Secretary General of the 
Hong Kong Animation 
and Culture Association.
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　　The success of a movie is definitely not the personal 

contribution of director. Movie is a collective work. Only 

when people from different departments work together 

could they produce a good work.  

　　In the 90s, almost no one worked as full-time in film or 

television in Macao, people only used their leisure time to 

produce movie. Thus, many jobs could be done by only one 

or two people. Or the movies could be made on vacation 

when someone was available. Nowadays, more and more 

people are engaging in the film and television production. 

And more and more people give up the full-time job and 

choose to be a freelancer. The number of film talents is 

increasing; however, some positions are still vacant, which 

requires a lot more helpers when producing a movie, thus 

raising the budget and cost of local productions.   

　　The main problem is the lack of actors. Local actors 

are scarce in Macao. Obviously, it is because the number 

of televisions and films is not enough to support their 

living. Thus, they could not be the full-time actors. When 

there is filming, they could not participate due to the 

conflict of schedule, which is a vicious circle as time 

passes. Another reason might be that for those films with 

some funding, investors would hope to use some familiar 

faces to support the whole film and to guarantee the box 

office. However, when promoting the Macao movies, no 

adequate measures are taken to provide an appropriate 

exposure in or outside Macao for local actors, which 

makes actors get stuck. Like various types of performing 

arts, you can’t be the master of performing if you just 

read lines, read books or watch movies at home. It can’t be 

denied that the self-discipline of an actor is absolutely 

important, but the actual experience is equally important. 

Through cooperating with different directors and crews, 

the actors can grow faster.

　　Most of the time, the halo of movie is always 

distortedly put on the actors and directors, other 

positions are always being neglected. Many  

youngsters who want to enter into this industry 

never consider about positions other than the two 

mentioned above. Like art director, boom operator, 

vice director, it is always in trouble in finding 

these professionals when forming a film crew in 

Macao. These professionals could only be served by 

few people. Once they have jobs in hand, the crew 

can only cry for help from other nearby districts. 

The art director actually controls the tone and 

style of the film. The texture of the picture is built by art 

director, cameraman and lighting crew. I once heard 

that some production teams considered that the job of 

boom operator is just putting the microphone there and 

need not be professional. The problem is that too 

many people don’t care about recording. In fact, if the 

live sound is recorded in bad quality, later it will 

need a lot of time to fix it and the quality could 

still not be guaranteed. Actually, boom operator 

should participate from location scouting, including 

judging whether the site has serious recording 

problem. Then, before filming, the boom operator 

should confirm the sound design with the director 

and later. They should handle with the recording of 

live sound and environment sound. All these could 

not be omitted. The vice director’s job might be the 

most underestimated one in Macao. Macao hasn’t 

developed the film industry, so people make their 

own film through various techniques. This kind of 

movie has its own advantage. But what I saw was the 

gap in the film market. Due to the lack of professional 

management talents, the low-budget movie 

always spent money on the wrong place and had 

inappropriate arrangements. For me, the management 

ability must be greater than creativity ability for 

the vice director. Although the pre-audition and the 

arrangements of actors might need creativity and 

talent, the most important function of vice director is 

to make the film proceed smoothly so the director 

could concentrate on producing. 

　　I am glad that when I film, I could always meet 

some great and professional crews. They all worked 

hard to finish making a movie. I hope in the near 

future, every movie made in Macao will have better 

working team to support the whole movie. 

Gap in the Macao film production

Tracy Choi

B l o g s

19

Movie director, her 
documentary I’m Here 
won the Jury Award at the 
2012 Macao International 
Film and Video Festival and 
was subsequently invited to 
various festivals in Asia and 
Europe. Choi received her 
MFA degree in Cinema 
Production from the Hong 
Kong Academy for 
Performing Arts. Her 
graduation film Sometimes 
Naive was short-listed in 
the 2013 Hong Kong Asian 
Film Festival. The Farming 
on the Wasteland won the 
The Jury’s Commendation 
Award of the 2014 Macao 
International Film and Video 
Festival. Her latest production 
Sisterhood was selected in 
the competition section at the 
1st International Film Festival 
& Awards‧Macao and won 
the Macao Audience Choice 
Award at the festival. In 
addition, Sisterhood got two 
nominations at the 36th 
Hong Kong Film Awards. 
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Gap in the Macao film production
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One Indian summer day we dressed in our favourite 

things, me in my beatnik sandals and ragged 

scarves, and Robert with his love beads and sheep-

skin vest. We took the subway to West Fourth Street 

and spent the afternoon in Washington Square. We 

shared coffee from a thermos, watching the stream 

of tourists, stoners, and folksingers. Agitated revo-

lutionaries distributed antiwar leaflets. Chess play-

ers drew a crowd of their own. Everyone coexisted 

within the continuous drone of verbal diatribes, 

bongos, and barking dogs.

──Just Kids by Patti Smith

　　This is New York at the late 60s described by 

Patti Smith. In that era, downtown Manhattan was 

the paradise for poor artists. Low rents brought 

artists together. They ran their own alternative art 

spaces, helping each other for installing exhibitions 

and being audiences for each other. Various 

cross-sector and unexpected art experiments got 

their own place.

　　Nearly a half century has passed, alternative 

arts in those years were written in art history with 

the name of pioneer and entered in art museums as 

well as auction companies. However, the scenery of 

downtown New York was no longer still. In 2010, 

Patti Smith attended a public lecture where someone 

asked her that nowadays when young people come 

to New York, could they be like her? Patti said that 

they should find a new city. “New York is still an 

amazing city, but it closed the door for those who 

are poor and creative.” 

　　In the book Alternative Art in New York, 

1965-1985, artist and exhibition curator Julie Ault 

wrote that the art atmosphere in the 60s and 70s of 

New York was promoted by several factors: “A lot or 

even excess art population; diversity of culture and 

race among urban population; political environment 

of social movement and freedom fight; cheap 

commercial and residential spaces; lots of vacant 
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urban lands; public spaces with less restriction; rising 

public cultural funding; as an important city for art.” 

Considering these numerous factors, the biggest 

change in New York is that the artists are difficult to 

afford the spaces and land. According to the report 

released by Centre for an Urban Future in 2015, 

expensive rents are driving the artists away and 

dissolving the creativities. 

　　Where should artists go? From the 90s, many 

cities around the world tried to build into the artisan village 

like SoHo, East Village in downtown Manhattan. But why 

they were never admired by artists? One main reason is 

that the operators of these villages never noticed the 

reason why the artists gathered. An associate professor of 

art at the North-Western University, Lane Relyea, wrote: 

“(Art circle) became a larger system and spread across the 

country as the number of master of art was constantly 

increasing...artists should find other alternative ways of 

living besides business...they are creators as well as 

organisers. They must band together to generate 

mutual recognition, status, popularity and record.” In 

other words, artisan village is not just the geographical 

collection of artists, but a small society composed by 

artists where members rely on and assist each other for 

development. If this connection that could provide 

support for artists fails to form, these artisan villages 

could only exist in name.  

　　The star artists from East Village and SoHo seem 

to illustrate many stories about becoming rich through 

cultural creation and even promote many items of 

cultural real estate. But they are hard to build into the 

energetic cultural communities, it is not because the 

number of artists is not enough or the qualities are not 

good, nor far away from the centre of art market. 

Instead, it is because they did not support and take the 

development of artists’ community seriously. As a 

matter of fact, in the globalised world today, art 

market could be reached no matter how far and art 

talents travel around the globe. Many new art cities 

just like downtown New York those years, which is the 

cradle of practice for alternative art and provides 

power for the innovation of mainstream art system.

　　“Just go and find a new city”, Patti said. To find a 

new promised land for artists. 

　　This is New York at the late 60s described by 

Patti Smith. In that era, downtown Manhattan was 

the paradise for poor artists. Low rents brought 

artists together. They ran their own alternative art 
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asked her that nowadays when young people come 

to New York, could they be like her? Patti said that 

they should find a new city. “New York is still an 

amazing city, but it closed the door for those who 

are poor and creative.” 

　　In the book  

, artist and exhibition curator Julie Ault 

wrote that the art atmosphere in the 60s and 70s of 

New York was promoted by several factors: “A lot 

or even excess art population; diversity of culture 

and race among urban population; political 

environment of social movement and freedom fight; 

cheap commercial and residential spaces; lots of vacant

1960s' NYC downtown art community (Dave Health, via Stephen Bulger
Gallery and Howard Greenberg Gallery)

Lam Sio Man
Having majored in Chinese 
Language and Literature as 
well as in Arts (Creative 
Industries)  at Peking 
University, Lam went on to 
work in the Creative 
Industries Department in the 
Macao SAR Government. 
She is now pursuing an MA 
in Arts Administration in New 
York University.

──Just Kids by Patti Smith

One Indian summer day we dressed in our favourite

things, me in my beatnik sandals and ragged scarves,

and Robert with his love beads and sheepskin vest.

We took the subway to West Fourth Street and 

spent the afternoon in Washington Square. We 

shared coffee from a thermos, watching the

stream of tourists, stoners, and folksingers. 

Agitated revolutionaries distributed antiwar 

leaflets. Chess players drew a crowd of their own.

Everyone coexisted within the continuous drone of 

verbal diatribes, bongos, and barking dogs.

Alternative Art in New York,

1965-1985
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　　Hong Kong and Macao people love independent 

travel. In recent years, young people particularly love 

self-driving to other places, with greater freedom and 

flexibility, which they could drive to those secret 

places and charming towns with inconvenient 

public transportations. Recently, I happened to 

have a self-drive tour with my friends to Tasmania, 

which is a real highway trip. We visited and tasted the 

food in chateau, red raspberry garden and cheese 

farm along the highway, which is commonly referred 

to as “sou gaai” (tasting all street foods) in Hong 

Kong and Macao. Self-drive tour changed the way of 

travelling and traveller’s impressions toward foreign 

places. It also promoted the rise of alternative cultural 

products, for example the Michelin Guide designed for 

car travels initially, which successfully makes a tire company 

develop into an authoritative global food brand.

　　The concept of “highway” is relatively strange for 

Macao people who live in a tiny area with a lot of cars 

but narrow lanes. However, in the scarcely populated 

area like Australia and America, this is a very important 

life experience, which stimulates a large number of 

cultural products. Just as Ronald Primeau said in 

Romance of the Road: The Literature of the American 

Highway, from a long time, cars in America are not just 

a kind of vehicles but a symbol of class, success, dream, 

adventure, mystery and gender. A lot of “highway 

literatures” are flourishing in the American modern and 

contemporary literatures (the most famous one is On 

the road by Jack Kerouac), which involves pilgrimage, 

growth, vagabondage, urban and rural, self-exploration, 

transcendentalism; the Hollywood’s highway movies 

(like Thelma and Louise, Elizabethtown, Due Date, 

etc. ) are classic and widely known. The scenery along 

the road also motivates the creation of artists. “Highway 

photography” would be the most spectacular one. The 

creations of Dorothea Lange, Robert Frank, Stephen 

Shore, etc. not only record the road scenery but also 

include derivative like large billboards, petrol stations, 

restaurants, motels along the highway. “Route 66” 

became the important symbol of America. Lots of 

relative cultural products (like creative highway sign 

and even private museum) appeared.

　　Limited by the geographical conditions, it is 

easy to understand why Macao did not have 

“highway literature” and “highway movies”. But 

every city has its own traffic problems. “Large 

motor city” like Beijing, Los Angeles also suffers 

from traffic jam a lot (At the beginning of musical 

film La La Land, those who were stuck in traffic 

jam on highway couldn’t help singing and dancing 

as to pass the time). In return, Macao also has a 

lot of traffic problems. It has already become a 

“motor city” and “city of casino bus” from 

“walking city” and “motorbike city”; plus light 

rail construction which was expected for a long 

time, endless digging engineering, annually Grand 

Prix, repeated taxi violations, completion of Hong 

Kong-Zhuhai-Macao Bridge and the combination of 

greater bay area which makes cross-border vehicles 

more frequent (there might be “Macao-Shunde 

World Food City” travel series). Besides daily 

complaint about traffic jam and insufficient of parking 

space, will Macao literature workers “appreciate” 

this valuable “highway” subject and turn it into 

miracle?

　　In fact, some people have considered the 

possibility of art creation about “road”, like local 

playwright Lawrence Lei said in Clumsy Operation: 

“Macao seldom has big robbery as the road was 

too stuck and the robber could not escape”, which 

makes audiences smile. Recently, the exhibition 

“Joy in Misery—Works by Lin Ge and Fatty Ho” 

also has humorous association of “parking 

backpack”. 

　　Who said that in the 21st century, road and 

highway will definitely lose the charm? In recent 

year, the voices of anti-globalisation become 

louder. Comparing to the airplane and high-speed 

train which are the symbol of “globalisation”, the 

art materials provided by road and highway which 

are close to life could not be underestimated.
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Cinematheque‧Passion—Asian 
Film Masters Work

Date: 9/6/2018-26/6/2018

Time: Check the schedule

Venue: Cinematheque‧Passion

Ticket: $60

Organiser: Cinematheque‧Passion

Website: www.cinematheque-passion.mo
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　　The Philosopher’s Walk, near the art gallery 
where I worked, is usually quiet. When the season 
of spring cherry blossom comes, there will be filled 
with tourists. Driving toward the mountain, I was 
stuck before arriving to the bridge of the 
Philosopher’s Walk. Later I could slowly move 
forward after the tourists who were taking 
photos, realised that the cars were waiting in line. 
Although too many tourists make the shop owners 
exhausted, they are still happy for it because the 
income increased. 

　　Sometimes, I thought that it is pretty strange. It 
seems that no other kind of flower is like cherry 
blossom, attracting most of people to appreciate. 
And this delicate and fleeting flower is also the 
inspiration of Japan cultural and creative industry. 

　　Ten years ago, I began to be the buyer for a 
selected shop in Hong Kong. Being young and 
inexperienced, I was unacquainted with many 
things. The goods in stock were sold differently. 
But there was a good which got my confidence back. 
That’s the Sakurasaku glass produced by a 
Japanese brand “100 percent”. Sakurasaku is 
the pronunciation of Japanese, which means 
cherry blossom. Sakurasaku glass is designed by 
Hironao Tsuboi. The bottom of the glass is made 
in the shape of cherry blossom. If the glass is filled 
with cold drink, the air on this cold glass will 
become drops, flowing along the glass toward the 
table. In most of people’s eyes, this is a trouble. 
However, the watermarks from the Sakurasaku glass 
form the shape of cherry blossom, one after another. 
The trouble turns into elegant and romantic thing 
immediately. Therefore, the watermarks are not 
hurry to be wiped away. Let the cherry blossom 
flourish on the table. 

　　The glass is the most impressive one among 
the products of 100 percent, which is also the 
bestseller for sure. Hironao Tsuboi later added new 
member for them. The original version was 
transparent. Then, he introduced the pink 
version like cherry blossom, and other versions 
made in frosted glass as well as tin, etc. 
　　
　　Cherry blossom is fragile. The glory only exists 
in a moment. A bit not careful, it will be withered 
but it doesn’t let people down. Because after the 
flowers fell down, the withered branches still exists 
and the bud will grow afterwards, which means the 
new life appears. Thus, even though blossom falls, 
the mind will become open. Maybe due to this 
reason, all the products inspired by cherry blossom 
seem to induce people’s romantic and positive 
emotions. The cherry blossom watermarks of 
Sakurasaku glass turn people’s annoying emotion 
into surprise. On the other hand, the “Sakura 
soap”, designed by a product R&D company named 
GEL Design in Hokkaido, makes people feel the 
beautiful but short life of cherry blossom. 

　　When opening the product, a box of pink cherry 
blossom petals will jump into eyes. As thin as paper, 
the petals are made by natural soaps. If you put five 
to ten pieces on hand with water to wash hands or 
face, the soap will be dissolved immediately, just like 
cherry blossom, elegant but impermanent. This product 
later won the Best Award in the category of “Japan 
New Souvenir” at the 2008 Tokyo Midtown Award.

　　Since 2002, every spring, Starbucks launched 
the “Sakura promoting scheme”. A series of pink drinks 
and various products in cherry blossom theme including 
vacuum cups were launched. In the spring of 2018, 
two themes “Looking Back” and “Looking forward” 
were put on the market. The former one was nostalgic 
and the latter was more contemporary. It produces 34 
types of products with these two themes in total. The 
vacuum cups of Starbucks in Japan are regarded as 
trendy products. You can imagine how much revenue 
cherry blossom brings in every spring.  

　　I didn’t go into details. But are there any 
countries like Japan, which turns a flower into 
the symbol of its own country? With years of 
cultivating, the cherry blossom has intentionally or 
unintentionally helped to promote the tourism 
industry. Besides, the investors and residents made 
good use of it, making lots of products that can 
move consumers.  

　　I remember being in Hong Kong when I was in 
childhood, rows of blooming kapoks were alongside 
the road in the cold winter. The trunk was straight 
and firm and the flower was solid red. During the 
days when I was reluctant to go outside because of 
the cold weather, these kapoks gave me a lot driving 
forces. Flame trees were also beautiful. In every 
May and June, the flowers on it blossom like red 
flames. Compared to the delicate cherry blossom, 
they were powerful beauties. Trees not only could 
beautify the environments, make fresh air and keep 
us away from sunlight and rain, but also could give 
us good creative inspirations. If we cultivate them in 
a proper way, who will know if they are just like the 
cherry blossom, giving us strong powers to promote 
cultural and creative industry.

Cherry blossom economics

Ron Lam
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Open Source—2018 Shenzhen 
Biennale 

Date: 11/5/2018-29/7/2018

Time: 10am to 5pm 

Venue: Shenzhen Luohu Art Museum

Ticket: Free

Organiser: Publicity Department of Shenzhen   

　             Municipal Committee of CPC

Tokyo Art City by Naked in Taipei

Date: 30/6/2018-16/9/2018

Time: 10am to 6pm 

Venue: East 2C & East 2D, Huashan 1914   　 

　        Creative Park 

Ticket: Full ticket NTD350; 

           Early bird ticket: NTD250

Organiser: udnFunLife, Huashan 1914 Creative    

　              Park

Website: tokyoartcitybynaked.com.tw
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　　We particularly focus on designs when travelling. 

Beautiful store or architecture attracts us to take a 

second look. Gradually, we realise that this world 

doesn’t need so many designs, which are magnificent 

and aim to stimulate consumption. If they can’t 

improve life, various designed chairs and cups are 

wasting resources actually and just turn designers 

into "desire producers".  

　　Thus, I prefer to pay more attention to the daily 

design, like city’s public furniture, signs in subway, 

etc. These designs could get in touch with the 

public and be used by the public. Indeed, good 

designs could improve the qualities of resident’s 

life. Funny public design could not only be accepted 

and used by public but also could leave travellers 

with deep impressions. 

　　Merida, the capital of Yucatan Peninsula in 

Mexico, is a small city with great Spanish flavour. It 

has numerous squares and beautiful colonial 

architectures. The small garden in the middle of 

the square is the good place to relax for local people. 

Buskers often perform there and the peddlers sell 

different kind of snacks and toys. The Independent Square 

located at the city centre is the most beautiful square 

in Merida. It is surrounded by a circle of historical 

old houses and churches. The day I visited Merida 

happened to have a Light Festival. Gorgeous light 

and patterns were casted on an old wall, which like 

telling the long history of this city. But what caught 

my attention was the design of the local public 

chair. These white chairs had poetic name and 

played the roles of local people’s pets. Their names 

are “sillas tu y yo”, which means “you and me 

chairs”. People could sit on the chair face to face. 

The handrails of the chair are combined, enabling 

the intimate touch of people. Therefore, they are 

popular among lovers. They were put there by wise 

decision maker and now become the symbol of the 

city. These chairs are also magnified into sculptures 

and minified into souvenirs. Travellers could take 

photos or take them home. If a city would like to 

promote love and fertility, this design could be 

considered.

　　These life-style designs, actually, reveal the 

tastes of local people and historical culture, etc. In 

order to experience how local people live, local 

transportation could not be missed.

　　Why Tokyo could be a top city? If you take 

the subway at rush hour, you could find the 

answer. Although there are huge crowds, they are 

still in order. People could be effectively evacuated 

and separated. Except for the Japanese characteristic 

of behaving themselves, designs must be counted, 

like clear signs. The typeface, spacing, colour and 

size must have been considered. There is a funny 

picture of train on the platform which clearly 

indicates which carriage would be nearest to 

switching station and stair of the exit. Those who 

are in hurry will know which carriage they should 

choose.

　　Later I travelled to Mexico and realised that 

Mexico was selected as the city of design this 

year. This big American city will hold various 

activities and chooses pink as the city colour. 

Even the cabs are painted in pink as well as the 

trash cans and the uniform of the street cleaners. 

Undoubtedly, it could be more easily to have the 

distinguishable impression toward this city.  

　　Recent year, the economy of Mexico has developed 

rapidly. Thus, this city is full of various beautiful and 

modern buildings, among which Museo Soumaya 

grabs the most attention. It has weird shape and 

is just like the airship of alien. There are 16,000 

aluminium sheets in the architecture, which are 

shining under the sun. In fact, Mexico has long 

history of design tradition. Universidad Nacional 

Autonoma de Mexico, built in the 60s, was listed 

as a world natural heritage site by the United 

Nations. Although its design style is modern, it 

shows the cultural consciousness of Mexico 

through details. 

　　Mexico city is huge with 20 million populations. 

When people go there, only taking subway could 

they avoid the notorious transportation. The 

metro ticket price might be the cheapest in the 

world. No matter how far, it only costs SGD30 

cents (that makes around MOP2). I discovered 

that the route design in the carriage was different 

from other cities; the place names combine with 

local landmark icons. For travellers, it might be 

more direct. It is creativity and courage making it 

different from others.

Mexico design
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　　In April of this year, there is an event of Hong 

Kong animation industry, which is the crowdfunding 

scheme of animated feature Dragon’s Delusion  .

　　First of all, let me introduce the background of 

this event. Originally, Dragon’s Delusion—Departure 

was one of the animations involved in Tier 2 of The 

4th Animation Support Programme, which is organised 

by the Hong Kong Digital Entertainment Association. 

It received a subsidy of HKD165,000 to produce an 

eight-minute animation, which was finished at the 

beginning of last year. This animation was directed 

by Kong Khong-chang (Kongkee) from Penguin 

Lab and was adapted from Kongkee’s comic strip 

of the same name on City Magazine. It brought the 

Chinese historical figures over 2,000 years ago to 60s 

Hong Kong and presented in a science fictional 

and narrative approach. The unique appearance and 

colour setting were so dizzying! This eight-minute 

animation participated in the 19th DigiCon6 ASIA 

organised by the Japanese broadcaster Tokyo 

Broadcasting System Holdings, Inc. (TBS) late last 

year and received favourable comments as well as 

the “Gold Mention” award. All of the juries thought 

that the narrative approach of this animation was 

unique and had a special Hong Kong feeling. More 

importantly, they saw the ambition of the production 

team. As we all know, this eight-minute animation was 

actually the foreword of an animated feature.

　　The Dragon’s Delusion—Departure finished at 

the beginning of last year was not a complete work. 

Even though it could be watched independently, 

the original plan of Kongkee is to produce an 

80-minute animated feature. Dragon’s 

Delusion—Assassination,  the second pilot 

chapter of  Dragon’s Delusion was released on 7 April 

of this year, followed by Departure. Meanwhile, the 

crowdfunding scheme of  Dragon’s Delusion 

was officially started. 

　　In order to coordinate with the publicity of the 

crowdfunding scheme, Kongkee held the exhibition 

“Works and manuscripts of Dragon’s Delusion” 

from 1 to 15 April at Gallery 27 of North Point. Not 

only lots of hand-painted animation manuscripts 

were presented, but also Kongkee’s special painting 

was shown. This exhibition was thoughtfully 

designed, which made the participants completely 

involve in the world of “Dragon’s Delusion” and 

became part of this crowdfunding scheme.   

　　Dragon’s Delusion is a 2D hand-painted animation 

consisting of two short films. The cost of these two 

short films was more than 100,000 respectively. The 

production team include three animation companies, 

they are Penguin Lab, Nine Monkeys Workshop and 

Zcratch. However, the staffs in these three companies are 

less than ten in total. In Kongkee’s plan, to finish an 

80-minute animated feature with high quality, the 

production team may need 50 staffs at least and a 

fund of eight million! In normal situation, Kongkee 

should find some interested investors. However, after 

calculation and consideration, he decided to have a 

new try, which is to run a crowdfunding campaign 

through Kickstarter. In Hong Kong, it is the first time for 

someone to collect funds for an animated feature in 

the approach of crowdfunding. Thus, many local 

animation production companies are full of hope 

toward this scheme and definitely hope it will 

succeed as well as leading local animation industry to 

a new place.  

　　To develop an animation industry in a certain 

area, the production of animated feature is very 

important. In fact, the production of Hong Kong 

animated feature was limited by various conditions. 

Investors were scarce as well as producers. For a 

long time, the industry is only supported by “McDull” 

series. It seems to be the right time for opening a 

new chapter. 

　　The first target for Dragon’s Delusion is to 

collect 300,000. Since the response was very good, 

the target was finished in a short time. Up to 17 April, 

the funding was reached to more than 600,000, which 

is so exciting. Of course, it still has a long way to the 

final target eight million. The deadline for crowdfunding 

is 13 May. Dear friends, I do not exaggerate. Dragon’s 

Delusion is indeed a valuable animation. It only needs 

small amount of money. Then, you could participate in it 

and get various souvenirs well-designed by Kongkee, 

the original comic writer. If you want to watch these 

two short films or know more about crowdfunding, 

you could check on www.dragonsdelusion.com. Trust 

me, you won’t be disappointed with it.
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Where does our cultural 
imagination come from (Part 1)

　　According to the original plan, this article is 

supposed to be about commentaries’ impact 

on cultural development. However, when I 

was constructing ideas for the article, the 

highly-anticipated Annual Financial Support for 

Cultural Activities/Projects, put forward by the 

Cultural Affairs Bureau of Macao, released the 

funding result. I believe it makes more sense to 

write a comment on this trending topic to 

illustrate the commentary’s influence on the 

society.

　　The heated discussion online tells local art 

community’ concerns over the future of Macao’s 

cultural ecosystem. Local artists in Macao are 

rattled by numerous issues existing in the city’s 

cultural environment, such as the public’s doubts 

over the Review on Administrative Regulation 

regarding the rules on managing theatres, the 

cancelling of the Black Box Theatre after the old 

court building being converted into a library, 

performing art graduates finding it hard to find 

employment opportunities after returning from 

overseas studies, and more. So how should 

artists in Macao drive the local cultural industry? 

To answer this question, we need to take the 

overall development of performing arts into 

consideration. This challenges local policymakers 

and artists’ cultural imagination and their capacity 

to strike a balance between the differences of 

these two parties. Subsidising and funding 

policies for art vary from region to region. If the local 

authority’s cultural imagination is very different 

from that of the local artists, then it will be hard 

to establish a functioning collaboration dynamic, 

since the two parties are pursuing different 

directions and visions.

　　In order to develop cultural industry, it is 

important to find the source of our cultural 

imagination, to explore the space for growing 

different art forms in the local market and facilitate 

internal dialogue. The cultural industry focuses on 

cultural productivity, outlining that cultural 

creativity can transform into products with 

market value. Chinese contemporary artist Ai 

Weiwei once commented on cultural products’ 

value in his book Time and Place: “My artworks 

have their own value regardless of whether 

Market value works in a way that is hard to grasp, and 

therefore, the idea of judging artworks solely based on 

their market performance raises concerns among 

artists.

　　I am not a professional researcher on cultural 

policy, but I often observe the culture in different cities 

with a curious heart. Speaking from my own experience 

in performing arts, I will analyse the source of our 

cultural imagination from three aspects.

　　Firstly, we need to look at cultural outlook. When 

talking about the cultural industry, some would think of 

commercialised handcrafts, and some would think of films 

that promote cultural tourism. Cultural outlook is what 

makes people perceive the cultural industry differently. It’s 

a mindset forged by years of cultural exposure. People 

learn from real-life examples and think over the value of a 

cultural product. It’s an ongoing process that shapes our 

view of the surrounding environment. We can expand our 

cultural outlook through continuous observation, or 

through platforms like this column. In other words, we 

can learn from authors with different cultural outlooks 

and get to know the similarities and differences. When 

we are reading, we are also expanding our outlook and 

getting inspired, while learning about the cultural progress 

in different regions.

　　Secondly, the history of culture is also where we 

get our cultural imagination. The difference between 

having a cultural outlook and knowing the history of 

culture is whether you know how a cultural phenomenon 

came into being. For instance, if you are interested 

in modern theatre, you will easily discover that 

Germany is an important playground for theatre 

plays and learn that the best theatre of a certain 

year is the Maxim Gorki Theatre in Berlin. If you do 

a deeper research, you will know that they had 

produced a lot of non-German documentary 

theatres. This cultural phenomenon showcases an 

array of social phenomenon in Germany, waiting to 

be interpreted by its audience. It’s a theatre form 

that has developed over time in the German theatre 

industry, not only showing entertaining content, but 

also sparking critical reflection among the audience. 

We need to understand the course of development of 

this art form, as we can’t expect direct replicas can 

receive similar popularity in Asia. (to be continued)
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