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RipBang Studios combines narrative, architecture, graphics and ornament to create immersive 

choreographed environments that inform and build strong connections between customers and brands.  

We call it Experience Branding and it’s the difference between telling people your story and letting 

them experience it for themselves.  When done right it is a powerful tool for enhancing the customer 

experience, building brand loyalty, and inspiring repeat visits.
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COMPANY BACKGROUND

Architect Bob Bangham and graphic designer Rowena Macaraeg founded RipBang Studios to seamlessly combine 
graphics and architecture and create communicative narrative-driven driven commercial entertainment environments 
that get recognized.  

For more than ten years, RipBang has designed successful restaurants, branded environments, play areas, shopping 
destinations, sports venues, exhibits and environmental graphic programs.  

In 2009 RipBang Studios merged with Olio Inc. and artist Charles White III joined the firm as Creative Director Emeritus, 
bringing with him 45 years of experience and a network of world-class artisans.  Olio, a ground-breaking experiential 
art collaborative formed in 1990 by artist Charles White III and architect Bob Bangham, found immediate critical and 
commercial success with highly detailed themed environments for destinations like Universal CityWalk, Treasure Island 
Hotel, and Bellagio and the original concepts for New York New York and Paris Hotel and Resort.  Throughout the 
90’s and 00’s Olio completed some of the world’s most astonishingly detailed, recognizable and successful immersive 
environments for entertainment attractions including Atlantis Resorts (Bahamas and Dubai) and Ushaka Marine World, 
among others. 

As a result, the new and improved RipBang Studios offers an artistic approach to the design of narrative and themed 
environments as well as inviting commercial architecture and attention getting environmental graphics.  We are 
experienced working as a consultant to large architecture firms, or providing full service architecture and graphics 
directly to our corporate clients on more intimately scaled projects. 

RipBang is currently  designing Wayfinding graphics and a variety of experience zones for the new Amway Center Arena 
for the Orlando Magic.

Andy Friend
Writer/Producer
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PRINCIPALS

The Principals of RipBang Studios are no strangers, we have known, worked, or collaborated with one another 

since the 1984 Los Angeles Summer Olympics.  During the ensuing 26 years, RipBang Studios’ principals have held 

senior positions at some of the biggest names in design, development, retail and entertainment, including the Jerde 

Partnership, Sussman-Prejza, The Rousse Corporation, Selbert Perkins Design, Gensler and Rockwellgroup.  Our 

collective experience has led us to believe quality ideas and skilled execution can only reside in the passion and 

commitment of a few strategic players.  So at RipBang, each principal brings a level of expertise and responsibility in all 

phases of design and construction that can only come from hands-on experience.  We’ve abandoned our fancy offices, 

corporate retreats, and expense accounts in favor of doing what we actually love to do: create amazing places.

THE RIPBANG NETWORK

Over the last 20 years, RipBang Studios has developed an extensive professional network of experienced artisans 

including set designers, sculptors, illustrators, digital effects animators, and scenic fabricators, who come from the 

world of film and entertainment.  We draw from this network to create unique teams for each project, supported by 

our core staff of architects, interior designers, and graphic designers.  Most of our collaborators have worked with 

us on several projects, and we are always making new relationships as well.  This approach allows us to spend our 

resources where it counts, and offer unparalleled creativity, with a personal level of service, while keeping overhead 

low.  We regularly partner with or consult to some of the largest and best architecture firms in the country.  This flexible 

approach has allowed us to work on projects that range in size - from intimate restaurants,  to large-scale sports and 

entertainment destinations.

DESIGN APPROACH
We believe that every place tells a story, but very few places are actually aware of the story they are telling.  Our passion 
lies in orchestrating the tools of the trade: architecture, signage, sculpture, scenic artwork, and technology, to weave a 
story experienced in the built environment.  

Our approach revolves around creating a narrative that guides the development of every project down to the smallest 
detail.  We call it the “Design Logic”  and it is the difference between creating FANTASY PLACES and REAL PLACES that 
create fantastic experiences.

We are passionate about telling stories, and regardless of whether the story is a corporate mission statement, a beloved 
novel, or something entirely invented, we aim to turn observers into the participants.

We don’t create fantasy environments, 
we create REAL environments around 
fantastic stories.
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Bob, RipBang’s co-founder, is the client’s 
primary point of contact for all design 
related issues.  He is responsible for the 
creative direction of every RipBang project.  

Bob has spent his career creating places 
that cultivate memorable experiences. 
Formerly a Senior Associate at Rockwell 
Group, Bob designed numerous award 
winning and stylish entertainment 
destinations in including Olives Restaurant 
and Underbar at the W Union Square, The 
Water Color Inn, and Meadowlands Xanadu.  

As a founding partner of Olio Design and 
later Lead Thematic Designer at Gensler, 
Bob gained experience as the designer of 
highly visible and complex entertainment 
facilities such as Universal CityWalk, 
Treasure Island Casino, New York New 
York, Paris Resort, Bellagio, and Tokyo 
DisneySea. 

As Creative Director at NBBJ Sports & 

Entertainment (the first architecure firm 
to view sports venues as entertainment 
destinations), Bob was involved in the 
design of many innovative arena, stadia, and 
ballparks, including LA’s Staples Center, 
and the renovation and expansion of The 
Seattle Space Needle.

For over 20 years Bob has employed 
a combination of marketing savvy, 
development strategy, thematic art, 
graphics, and architecture to design 
unforgettable commercial destinations. 
The common thread throughout his 
work, whether a large resort or intimate 
restaurant, is attention to detail.  With a keen 
understanding of operational efficiency, his 
work focuses on the creation of immersive 
environments and the choreography of 
experiences. Bob is a registered architect in  
California and Arizona.

Creative Director
BOB BANGHAM

PRINCIPAL

President,  Director of Environmental Graphics and Interiors
ROWENA MAcArAeG

PRINCIPAL

As President, Rowena is responsible for 
assuring that all projects are well planned, 
well designed, and well executed. Having 
recently completed the design of Orlando’s 
new Amway Center Arena, Rowena provides 
focused and experienced leadership to 
assure that Graphics and Interiors are 
coordinated within our project team.  

Trained as a visual artist and architect, 
Macaraeg’s passion is in creating dynamic 
and communicative spaces through the 
integration of architecture, sculpture, and 
graphics. In 2009, under her leadership, 
RipBang Studios registered as a M/WBE.

A graduate of the University of California 
at Berkeley, Rowena moved to Los Angeles 
to pursue a career in set design, sculpture 
and environmental graphic design. While 
at Sussman/Prejza & Company, Rowena 
designed signage and sculptures for 
influential entertainment destinations 
including Universal CityWalk in Florida. 
As Senior Designer at Selbert Perkins 

Collaborative, she created environmental 
graphics and wayfinding systems for 
Downtown Disney as well as several large 
retail projects in Asia and Europe. As 
Senior Designer at Olio, Rowena designed 
imaginative sets for Treasure Island Casino 
and custom animated neon artwork for 
Universal CityWalk in Hollywood. 

In 2000, she co-founded RipBang Studios 
with architect Bob Bangham where she has 
created corporate identity programs, custom 
art, signage, and interiors for numerous 
clients including Scion, PBS, The Phoenix 
Suns, and Sheraton Hotels.
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Director of Project Management
MAuRY Blitz

PRINCIPAL

Maury is the client’s primary point of contact 
for scheduling, coordinating with the project 
team and delivery of the final product.  
An energetic and flexible team player with 
over 30 years experience in the design field, 
Maury has the proven ability to manage 
the design process and achieve maximum 
results within a stated budget and schedule.  

As Director of Project Management, Maury 
has overseen complex projects where 
schedule, budget and implementation are 
critical. Maury is responsible for managing 
communications, coordinating bidding  
and negotiation, and construction 
administration to assure that projects are 
delivered as promised.

His career experience has provided him with 
a multidisciplinary outlook, stemming from 
his work in environmental graphics, event 
planning/management, and commercial 
and retail development. His management 
credits include large-scale public wayfinding 

and environmental graphics programs for 
Universal Studios Florida and Hollywood 
theme parks as well as Downtown Disney 
in Anaheim. Other extensive projects Maury 
has managed include 1998 World Polo 
Championship, and the 1999 FIFA Women’s 
World Cup, 1984 Summer Olympic Games, 
1994 World Cup USA, 2002 Salt Lake 
Olympics, 2007 Cricket World Cup, US 
Airways Center, 
and Amway Center.

Creative Director Emeritus
CHARlIE WHite

PRINCIPAL

Charlie has been at the forefront of 
experiential art for many decades.  As 
Creative Director Emeritus, Charlie brings 
45 years of experience, an irreverent sense 
of humor, an unbridle enthusiasm, and 
an artist’s passion to the RipBang team.  
Charlie  is responsible for bringing that 
“what if” factor than can be the difference 
between ordinary and extraordinary.

In the 60’s a young CWIII (Charlie White III) 
reached iconic status as an illustrator and 
concept designer who pushed thought-
provoking boundaries in album covers, 
magazine and annual report art and 
campaign concepts for a diverse range 
of clients such as Playboy, Lockheed, 
American Airlines, A&M Records, Columbia 
and Warmer Bros. 

Through the 80’s Charlie’s work gravitated 
towards illustrated or creatively themed 
environments. Working with Chiat Day, 
Charlie moved his focus from 2-dimensions 
to 3-dimensional sculpture.

In the next two decades he pioneered 
storytelling in immersive environments 
as the setting for museums, shopping 
centers, resorts, electronic games and the 
entertainment industry. On a scale of master 
planning, detailed signage or elements 
of retail theatre, Charlie has been able 
to capture the imagination and attention 
of an audience, draw them in and create 
experience, value and commercial brand 
equity. 

He has provided unique and astonishing 
solutions to clients around the world 
including: Universal CityWalk Los Angeles; 
Disney’s California Adventure; Treasure 
Island, New York New York, Paris Resort 
Hotel and Casino, Bellagio Resort,  Wynn 
Resorts Las Vegas; Atlantis Bahamas and 
Dubai; and Ushaka Marine World.  
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Director of Architecture
STEPHEN zWick

PRINCIPAL

Stephen is responsible for architectural 
documentation and specifications for  
RipBang projects. He ensures that all 
drawings are accurate, properly coordinated 
with architectural consultants, and meet 
prevailing codes. Stephen is a graduate of 
Cornell University.   

An architect and interior designer with an 
artistic and scientific background, Stephen 
for the past 23 years, has created spaces 
that are colorful, functional, and designed 
to the utmost detail. Stephen specializes 
in designing places where people gather – 
movies theaters, restaurants, clubs and live 
music venues. He seamlessly integrates 
design with the more technical needs of 
each respective client’s operations. 

Prior to joining RipBang in 2008, Stephen, as 
owner of Ztecture PC based in Philadelphia, 
designed and oversaw the construction of 
east coast airport restaurants for clients 
such as OTG Management and the Compass 
Group. Jet Rock Bar’s & Grills, Cibo Bistro 
& Wine Bars, and Deep Blue Sushi have 

redefined travelers’ expectations as noted by 
New York Times and USA Today. Stephen’s 
work with Sodexho and Live Nation have 
brought a high level of design to facilities 
unaccustomed to such attention. Stephen 
is a Certified FCSI Foodservice and Kitchen 
Equipment Designer, and a NCARB certified 
architect registered in California, New York, 
New Jersey, Pennsylvania, Massachusetts, 
Maryland, Virginia, and South Carolina.

SELECTED EXPERIENCE
RESORTS
The Dig at Atlantis Bahamas 1999-2000
 (Charles White for Olio)
The Lost Chambers at Atlantis Dubai 2001-2004
 (Charles White for Olio)
Bellagio Resort, Las Vegas 1995-1996
 (Charles White, Bob Bangham for Olio) 
New York New York Hotel Casino, Las Vegas 1994
 (Charles White, Bob Bangham for Olio) 
Pacific Park, Santa Monica CA 1996
 (Charles White for Olio)
Paris Resort Hotel, Las Vegas 1995
 (Charles White, Bob Bangham for Olio)
SS Columbia at Tokyo DisneySea 1996-1997
 (Bob Bangham for Gensler)
Treasure Island Pirate Bay and Sea Battle 1991-1992
 (Charles White, Bob Bangham for Olio) 
Ushaka Marine Park, Durban 2003-2005
 (Charles White for Olio) 
WaterColor Inn, WaterColor Florida 1998-2000
 (Bob Bangham for Rockwellgroup)

SPORTS AND ENTERTAINMENT VENuES
Amway Center Arena 2008-2010
 (RipBang Studios)
Coca Cola Great Hall, Pittsburgh PA  1999
South Street Seaport 1982-83
 (Maury Blitz for The Rouse Company)
Staples Center Arena
 (Bob Bangham for NBBJ)
Universal CityWalk, Universal City CA 1990-1992
 (Charles White, Bob Bangham for Olio, Maury Blitz for   
 Selbert Perkins)
Universal CityWalk, Florida 1996-1997
 Rowena Macaraeg for Sussman Prejza, Maury Blitz for   
 Selbert Perkins, Charles White for Olio) 
US Airways Center Verizon Wireless Jungle Phoenix AZ  2004
 (RipBang Studios)
Walden Family Theater, Denver CO 2002
 (RipBang Studios)
PBS Kids Neighborhoods, St. Louis, Cincinnati, Pittsburgh   
 2003-2006 (RipBang Studios)

RETAIl
Sam Goody Superstores 1992-1995 
 (Charles White, Bob Bangham for Olio)
SpaceBase at the Space Needle 1997
 (Bob Bangham for NBBJ)
Attack of the Killer B’s, Hollywood CA 2001
 (RipBang Studios)
Crayola Studio Store, Baltimore MD 1999
 (Bob Bangham for Rockwellgroup)
 
DINING
District Times Square Restaurant, NY City 1999
 (Bob Bangham for Rockwellgroup)
Mannhattan Export Company, Tokyo DisneySea     
1996-1997 (Bob Bangham for Gensler)
Olive’s at W Union Square Restaurant, NY City 2000
 (Bob Bangham for Rockwellgroup)
Under Bar at Union Square, NY City 2000
 (Bob Bangham for Rockwellgroup)
Fish Out of Water, Watercolor FL 1998-2000
 (Bob Bangham for Rockwellgroup)
Tamarind, Chino Hills CA 2004
 (RipBang Studios)
Teddy Roosevelts Bar and Grill, Tokyo Disney Sea 1996-1997
 (Bob Bangham for Gensler)
The SS Columbia Dining Room, Tokyo Disney Sea  1996-1997
 (Bob Bangham for Gensler)

RETAIl/DINING CONCEPT MASTER PlANNING
Colorado Boulevard at Colorado Mills, Denver CO 2002 
 (RipBang Studios)
Jackson Street Entertainment District, 2007
 (RipBang Studios)
Meadowlands Xanadu, Rutherford NJ0 1998 - 2008
 (RipBang Studios)
Memphis Mills, Memphis TN 2005
 (RipBang Studios)
Millenium Mills, Loudon County, VA 2000
 (RipBang Studios)
Pier Park, Panama City FL 2000
 (Bob Bangham for Rockwellgroup)
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AMWAY CeNTeR
Alex Martins, President and COO
Orlando Magic 
8701 Maitland Summit Boulevard
Orlando, Florida 32810 
(407) 916.2723
cfreeman@orlandomagic.com

ATLANTIS ReSORT
Sol Kerzner
2-4 Pakchorse Road
Gerrards. Cross
Buckinghamshire SL9 7QE United 
Kingdom
011/44-1492-638-807
Sol.Kerzner@kerzner.com

MeADOWLANDS XANADU
Derek Coss, (Fmr. Executive Vice 
President)
Meadowlands Xanadu 
(571) 426.4302
Derek.Coss@gmail.com
 

PBS KIDS BACKYARD
Dawn Ciccone 
Senior Director, 
Consumer Products
PBS
2100 Crystal Drive
Arlington, VA 22202
(703) 739-8651
dlciccone@pbs.org 

SCION MOTORS 
Mr. Steve Hatanaka
Toyota
19001 S. Western Ave.
Mail  Drop D102
Torrance, CA 90509
310-468-5558
Steve_Hatanaka@Toyota.com

REFERENCES
USHAKA MARINe WORLD
Dene Murphy
Mirage Leisure & Development, 
Ltd.
P.O. Box452
Sunninghill
Sandton, South Africa 2157
(011) 236-1800

TReASURe ISLAND/BeLLAGIO/
WYNN ReSORTS
Roger Thomas 
Wynn Design and Develoment
rthomas@wynndeveloment.com 

WATeRCOLOR INN
P. Mike Reininger
East West Partners
1610 Little Raven Street - Suite 115
Denver, CO 80202
(303) 607-7633
mreininger@ewpartners.com

SPORTS
Breeder’s Cup Championship
Cleveland Indians
Detroit Tigers
Los Angeles Olympic Commitee
Memphis Grizzlies 
Minnesota Twins
Major League Baseball
National Basketball Association
National Football League
Orlando Magic
The PGA Northern Trust Open
Phoenix Suns
Salt Lake City Olympics Committee
San Antonio Spurs
US Olympics Committee
US Airways Center
World Cup ’94
FIFA Womens World Cup

ARCHITeCTS  & 
COLLABORATORS 
Callison
DAIQ Architects
DMJM/Aecom
EDSA
HKS
HNTB
The Jerde Partnership
Norr
Populous (formerly HOK Sport)
WATG

ARTS, eNTeRTAINMeNT, 
ReTAIL & HOSPITALITY
The Advent Group
AEG
Delaware North Companies
Kerzner International
Live Nation
Mirage Leisure & Development Ltd 
PBS
OTG Management 
Ray Charles Enterprises
Rock and Roll Hall of Fame
Sheraton Hotels
St. Joe
Universal Studios
Walt Disney Imagineering

Walden Media
Wasserman Media Group
Wynn Resorts (formerly Atlandia)

PUBLIC
The City of Al Ain
The City of Durbin
The City of Memphis
The City of Orlando
The City of Phoenix

CORPORATe
AirTran
Amway
Airstream 
Compass Group
DDB Ventures
Harwood International
Kia Motors
The Mills Corporation
T-Mobile
Old Navy
Red Bull
Royal Caribbean Cruises
Scion Motors 
Thomas Properties Group

PARTIAL CLIENT LIST
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Case Study:  

Universal CityWalk

We teamed with the renowned architecture firm, The 

Jerde Partnership to create this first-of-its-kind, retail 

dining and entertainment district. Our job was to create 

an unmistakable “visual identity” for the project that 

would set it apart from every other shopping venue in the 

country.

Our approach, was to layer a patina of previous history 

to each building in attempt to make the complex more 

authentic, and less the product of a singular time and 

place. Informed by the history, industry, colors, materials, 

and signage of the City of Los Angeles, we created 

back-stories for each building and treated façades as if a 

different owner built each. We brought CityWalk to life and 

created a context that set the tone and guided tenants for 

years to come. We populated the district with animated 

neon signs, street furniture, public sculptures, vending 

carts, murals, and floor patterns to imbue the project with 

a quirky creative personality that subverted architectural 

homogeneity at every chance.
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Case Study:  

Treasure Island Casino

In the early nineties, Steve Wynn was on a mission to reinvent 

Las Vegas.  His goal was to eliminate neon and replace it 

with fantastical resort environments that appealed to a family 

audience.  After the success of the Mirage, Steve became the 

first Casino Mogul to venture outside of Las Vegas for the design 

of his next resort.  He came to the creative team that built the 

wildly successful Universal Citywalk and his challenge to us was 

to realize his dream of a pirate village and create a sign that 

people could walk into. 

Our approach was founded on the simple idea that pirates 

wouldn’t build a village, they would steal one.  So we spent the 

next two years “stealing” architectural trinkets and baubles from 

around the world and composing them with a seaman’s sense.

We designed the pirate village, ships, bars, restaurants, signage, 

and interiors that defined the aesthetic for the most intricately 

themed and exhaustively realized environment outside of 

Disneyworld.  We oversaw every aspect of the project including 

the design of artwork, sculpture, set fabrication, costume design, 

logos and graphic, as well as the show design.
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Case Study:  

Sam Goody Record Stores

Our sculptural approach to 

the design of the Sam Goody 

Superstores combined aspects 

of retail, theater, dining, and 

living room settings to create 

a variety of environments 

where patrons can relax and 

enjoy music. These theatrical 

environments featured a playful 

interaction of musical angels 

and their instruments with 

interactive video and a café in 

an industrial aesthetic to create 

a memorable and entertaining 

music destination.  We designed 

the sculptures and provided 

architectural, interior, and 

graphic design for this series of 

record stores.



22 ripbang studios 1501 main street suite 107, venice ca 90291 23ph: 310.452.8800  www.ripbang studios..com and www.ripbangsvi.com

Case Study:  

American Waterfront, Tokyo DisneySea

As Director of Thematic Design for Gensler’s Los Angeles 

office, Bob Bangham headed up the design of a turn of 

the centrury New York Waterfront with warehouses and  a 

Steamship, the SS Columbia.  Bob worked directly with the 

concept architects, show designers, and writers at Walt 

Disney Imagineering to create, illustrate, and embellish 

stories that guided the design of this area. 

Bob researched steamship design to create authentic 

details for the 400 foot long steamship (which is actually a 

building) as well as those of dockside warehouses of the 

period.  The result was something totally new, but that 

looked as if they were copied from historical presidents.  

Inside these buildings, were the The Teddy Roosevelt 

Lounge, and The SS Columbia Dining Room (the first 

“inside the park” fine dining at Tokyo Disneyland.  In 

addition Bob also designed the Bon Voyage Buffet, a 300 

seat cafeteria style restaurant.
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Case Study:  

The Dig at Atlantis, Bahamas

Following the success of our work at Las Vegas landmarks 

such as Treasure Island and Bellagio, we were asked 

to create the focal point of Kerzner International’s new 

mega-resort casino in the Bahamas, Atlantis.  The 

challenge was to establish the “Design Logic” for the 

entire project.  Our approach was to create the remains 

of an archeological dig that discovered the mythical lost 

city of Atlantis.  We created an extremely dense narrative, 

inventing alphabets, customs, and tools that allow guests 

to become participants in this discovery.  To do so,  we 

designed artwork, scenic art, interior designs, and 

hundreds of sculptures and paintings. Our primary vehicle 

for telling this story, a $22 million underground aquarium,  

was a collaboration with marine biologists and technical 

consultants to create narrative based environments that 

highlighted the particular characteristics of each sea 

creature.  The result raised the standard for themed 

resorts and  the integration of narrative environments into 

aquariums.
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Case Study:  

Aquaventure Waterpark at Atlantis, Bahamas

For Phase 3 of the Atlantis Bahamas resort, we created 

Aquaventure, an elaborate waterpark featuring themed 

buildings designed to define space and disguise equipment.  

The center piece of the park is a 5 story  bronze structure with 4 

125 foot towers.  The structure contains 5  different slides, one 

of which is a nearly vertical drop into a senote  (an underground 

pool). Dramatic slides, underground waterfalls, climbing walls, 

and river rapids integrate features of water park, swimming 

pool, and aquarium with other poolside amenities such as 

cabanas, bars, and restaurants define the Atlantian experience.
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Case Study:  

The Lost Chambers at Atlantis, Dubai

Working again with Kerzner International, The Lost 

Chambers further develops the story begun at The 

Dig at Atlantis Bahamas Resort.  This elaborate 

$20 million underground aquarium takes resort 

guests on a journey to discover the true origins of 

the lost civilization of Atlantis.  And, in the same 

way that Caves at Lascaux illustrates early human 

life in Europe,  we use the “discovered” artwork, 

tools, artifacts, and architectecture of Atlantis to 

weave an intricate tale about the Atlanteans. 

Collaborating once again with aquarium engineers 

and marine biologists, we designed architectural 

ornamentation, scenic artwork and literally 

thousands of sculptural elements, all knit together 

with a narrative that describes archeological 

theories of the origins of each chamber, the 

interpreted meanings of art and symbology and 

the intended uses of each artifiact .
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Case Study:  

Ushaka Marine World Ship Wreck Aquarium, 

Durban SA

Ushaka, a 100 plus acre facility with restaurants, 

retail with a  water park, dolphin and seal shows and 

a state of the art marine science center, is Africa’s 

Number 1 Theme park.  Our challenge was create a 

totally unique aquarium experience and a captivating 

sculptural identity for the center piece of the park.    

Our solution, The Ship Wreck Aquarium was based 

on the simple observation that divers often seek out 

sunken ships as the best place to see a great variety 

of marine life.  So we inverted the formula, putting 

the aquarium inside a 265ft. 1930’s freighter.  On 

the deck are the Cargo Hold Bar and Upperdeck 

restaurant.  The ship’s rusted-out  hull reveals a 

lazy river bordered by a shark tank and snorkel  trail 

where guest can view sunken cargo like cars and a 

small sub. Inside the ship, guests can continue below 

the water line to explore four different sunken ships 

while viewing the aquarium exhibits.
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Case Study:  

WaterColor Inn, WaterColor Florida

Fresh off the successful development of 

Celebration Florida,  Mike Reininger and 

Peter Rummel joined St. Joe Corporation 

to develop WaterColor Florida, a master 

planned residential resort community.  The 

commercial center-piece of the new town 

was its 60 room boutique hotel, restaurant 

and beach club.  The challenge was to make 

these buildings feel residential in scale while 

appealling to both the traditional Southerner 

and the sophisticated New Yorker.  Bob 

Bangham, as Studio Leader at Rockwellgroup 

Architects, led the design of the architecture, 

interiors, and landscaping of these buildings. 

In 2006, Travel and Liesure named the 

WaterColor Inn the #1 family resort hotel in 

the country and the 33rd best hotel in the 

world.
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Case Study:  

PBS Kids Neighborhood

We worked with PBS to create the center-piece of their 

“beyond broadcast” outreach.  Taking their newly created 

brand characters, “Dot” and “Dash” we designed a physical 

environment that brought these 2-dimensional characters 

to life.  These “play and learn environments” are designed 

to communicate PBS’s mission in a way that demonstrates 

that non-violent, educational, non-commercial television 

can also be fun!  

We provided architectural, interior and graphic design, as 

well as custom play equipment, sculpture, and artwork.  

The result is a series of play zones that have proven to be 

big attractions at shopping centers across the country. 
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Case Study:  

Meadowlands Xanadu

Our 10 year relationship with the Mills 

Corportation involved the development of 

over 20 new branded store concepts as well 

as real estate master planning and graphic 

communications.  Between 2000 and 2005 we 

developed several schemes for Meadowlands 

Xanadu and illustrated them with models, 

movies, magazines, and exhibits in order  win 

governmental approvals and public opinion.  

Upon successful approval from the New Jersey 

State Government in 2005, the project then 

moved back to the Rockwellgroup for further 

development.  RipBang remained working on 

the project designing more intimate public 

amenities, stores and signage, until the 

project’s demise in 2009.
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Case Study:  

Jackson Street Entertainment District

RipBang was hired by the ownerships of the Arizona 

Diamondbacks and Phoenix Suns to master plan the 

developement of the underutilized warehouse district that 

connected their two downtown sports venues.  Our goal 

was to leverage the crowds generated by the Ballpark and 

Arena as the nucleus for an authentic downtown arts and 

entertainment district. Our apporoach to making Jackson 

Street an entertainment destination involved narrowing 

the streets to create a more shaded pedestrian-friendly 

environment while using the newly created developable 

property to wrap the existing arena and adjacent parking 

garages with new residential units.   Historic warehouses 

were converted to street level retail, restaurant, and dining 

venues with live-work space above, while empty lots were 

made available for third party development.  We worked 

with our client to create the development team, prepare the 

masterplan, models, illustrations, and communications that 

lead to overwhelming public approval.  The project recieved 

approval from the City of Pheonix in 2009.



50 ripbang studios 1501 main street suite 107, venice ca 90291 51ph: 310.452.8800  www.ripbang studios..com and www.ripbangsvi.com



52 ripbang studios 1501 main street suite 107, venice ca 90291 53ph: 310.452.8800  www.ripbang studios..com and www.ripbangsvi.com

Case Study:  

Scion Tour

The Scion Mobile Tour was 

designed to rethink the idea 

of buying a car.  A Scion xB, 

tC and xD  traveled with 

each customized Airstream 

lounge where customers can 

purchase their cars directly 

from the Scion website.  

Aftermarket accessories 

are displayed as sculptural 

objets d’art enticing buyers 

to customize their own Scion. 

Ripbang Studios provided 

full design services including 

the design of interactive 

elements, selection of 

materials and finishes, design 

of sculptural elements and 

graphics. 
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Scion Tour Graphic Elements

Words by Sarah Wang

socio-economic strata. In 2007, one billion t-shirts 
were manufactured for the American market. With 
250 million people in the country, that’s four t-
shirts for every person.

In the past few years it seems that the t-shirt has 
reached new heights of popularity, as the phrase, 
“my friend just started a t-shirt company,” would 
increasingly pop up in casual conversations. For 
a generation who grew up wearing graphic tees, 
it seemed that starting a t-shirt company had 
become a popular business choice for many young 
entrepreneurs. When compared to the start up 
costs of other business opportunities, the t-shirt is 
a relatively affordable choice. Costing as little as 
dollar when bought wholesale, as the basic “raw 
material” necessary for starting your own company, 
the t-shirt itself is fairly inexpensive. From there 
all you need is to print your design or slogan on 
to t-shirts, and now you too can say that you have 
officially started your own t-shirt company.

A good example of a t-shirt company that followed 
this rags-to-riches business model is New York 
City-based Reason Clothing–founded by best 
friends Phil & John while still in high-school, 
and today carried in over 150 retailers worldwide. 
Phil says, “John and I started with $2000. We took 

From walking billboards, to canvases for artistic 
expression, the t-shirt has become one of the most 
powerful mediums of public dialogue to emerge 
from the 20th Century. 

The t-shirt was introduced as the U.S. Navy’s “light 
undershirt” in 1913. During World War I, U.S. 
soldiers saw the lightweight cotton undershirts 
that European soldiers wore under their uniforms 
and brought the idea back to America. The 
oldest printed t-shirt on record, according to the 
Smithsonian Institute, bears the slogan “Do-IT 
with Dewey” from New York governor Thomas 
Dewey’s 1948 presidential campaign. In the early 
1950’s, companies began decorating t-shirts–which 
were primarily worn as undershirts previous to 
this–with various characters and resort names. By 
the 1960s, the t-shirt became the perfect vehicle for 
anti-war sentiments and the advocacy for peace. 
A decade later, rock and roll merchandisers and 
concert promoters discovered the lucrative benefits 
of selling t-shirts printed with the names of bands 
and their images. 

Today, t-shirts remain a ubiquitous part of 
popular culture as well as fashion. Thanks to the 
popularization of sportswear in America, the t-
shirt permeates different levels of culture and 
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promote my art projects, screen printing at my boy’s shop, and 
just trying to sell to a few friends. If you are just trying to do 
it for fun, that’s cool. If you are trying to do it as a business, 
then you should try to bring something new to the game.” 

As far as the future of t-shirts, it would seem to show no signs 
of slowing down as long as people desire a simple clothing 
item that doubles as an effective medium for self-expression. 
Travis Farmen, co-owner of the t-shirt company Meetings, 
aptly sums it up, “T-shirts are a staple. It is an article of 
clothing that won’t change in the same way that technology 
changes. T-shirts are something that have a functional aspect. 
T-shirts are utilitarian; they are a foundation in Western dress 
as well as an acceptable medium for ideas. People are always 
going to need t-shirts.”

$1000 bucks, went to Friedman’s on Delancey, bought a box 
full of t-shirts , screen printed all weekend, took a box down 
to Union, they bought them, and it’s been the same ever 
since. You can do art on a piece of canvas and try to sell it, 
but this is a way to get a message out, and get your lifestyle 
message out there for $5 a pop.” 

Whether or not a t-shirt company will continue to grow and 
thrive in a saturated marketplace would seem to depend on the 
ability to stand out from the pack. Los Angeles-based artist 
Kofie, launched the Draftsmen line of t-shirts a few years 
ago and today is sold in stores in NY, LA and Tokyo. On the 
current state of the t-shirt game he notes, “It’s a flooded market, 
there’s more fish in the stream, and only some of those fish 
make it upstream to spawn. I only started doing t-shirts to help 

New Wonders of the World: Traffic

Bands and brands alike have been mining our childish 
subconscious and working their ways into our minds with 
stickers.  Yes, adhesive backed paper with pretty printed 
designs.  It’s that easy to get our attention and it seems 
everyone from record labels to skateboard companies 
knows it, and so does any self respecting lite FM station 
in the country. These days the game has been stepped 
up, as stickers seem to be omnipresent, and continue to 
increasingly become a way for people, both young and 
old, to express their uniqueness.   Not just for decorating 
your notebook anymore, cool, cute and colorful stickers 
now adorn the laptops of the hottest DJs as the computer 
replaces their turntables, and stickers encroach on the 
territory of the ironic t-shirt.    

“I’ve seen more people using a sticker as a medium 
for artwork,” says Pete Menchetti of Stickerguy.com, a 
nationally recognized sticker printer who’s celebrating 
his 15th year in business. “Most of our clients are small 
time bands, record labels, tattoo shops, propagandists…
We want our service to be available to the people who 
need it.” Pete points to the increase in sticker related 
gallery shows as evidence of a growing interest in the art 
form.  From 2004’s Stickerthrow! International Sticker 
Art Show to the more recent Peel Here event in Los 
Angeles, artists and enthusiasts are finding an outlet for 
their creative energy in an adhesive backed future.

Internationally acclaimed artists like Takeshi Murakami 
and Yukinori Dehara of Japan have approached the 
medium with particular vigor releasing highly sought 
after sticker sets of their famous artworks. And there 
now even exists The International Sticker Awards (www.
stickeraward.info), launched to document and reward 
the stars of this “constantly evolving movement.” The 
first prize? You guessed it, 5000 high quality printed 
vinyl stickers.

With no signs of the popularity of stickers slowing 
down, manufactures of adhesive backed paper seemed 
poised to capitalize. China based self-adhesive paper 
manufacturer Shanghai Piaodehau Adhesive Products 
Co., Ltd will alone produce over 150 million square 
meters of sticky paper for the global market this year.  
That’s the equivalent of nearly 33,000 football fields of 
raw material just waiting to be printed on–now that’s 
what we call a sticky situation.

Words by Sebastian Demian

Interview by Russell Bongard

We caught up with Jason Dunn, the prolific blogger and entrepreneur 
behind TreeHugger.com. Managing to grow his blog into a fledgling 
communications empire, he now manages a team of writers 
consistently posting 24 posts a day. With an audience of over 
100,000 people visiting his site everyday, Jason seemed like a good 
source for gaining some insight into the blogosphere.

Which blogs do you read and why?
There are way too many to list here–offhand, I’d say I read over 200 
blogs and news sources each day, which is a little ridiculous, I know 
- but I really like MoCo Loco and Core77, for their killer aesthetic 
and for helping TreeHugger show that design makes a difference. 
The Apartment Therapy family of sites, for proving that the stuff we 
pile into our homes makes a difference (and that we can all live with 
a little less) and Andrew Revkin’s blog, Dot Earth (http://dotearth.
blogs.nytimes.com/), in the New York Times, because it brings 
climate change into a mainstream media source on a regular basis, 
which provides a good ongoing litmus test for that topic among 
other bloggers and regular newspaper readers alike. I also really 
like the Gawker media blogs–Gizmodo, Lifehacker and Jalopnik, 
especially–because they really know who they’re talking to, what 
they’re talking about, and know how to have fun, be edgy, and get 
the point across. And that’s what blogs are all about. 

Who in blogging should be a household name in 2008?
That’s hard to say–the great thing about blogging is that anyone 
can do it. It can be sort of a fine line, because people don’t–or 
shouldn’t, at least–start blogging to become famous, or become a 
household name. You blog because you feel you have something 
important to say, and that what you write is worth reading. So you 
have to do it for the right reasons. 

In 2008, which blogs will be important and why?
“Important” is a very interesting word in the blogosphere; everyone 
who blogs thinks they are important–otherwise, they wouldn’t take 
the time to put it on the web, right?–so I think the key is to not be 
self-important. Nobody wants to listen to an arrogant jerk. 

The whole green movement has become very popular lately, so, 
from my perspective, the blogs that know what they’re talking 
about, that don’t pander to the popularity of “green” and can add 
something meaningful to the discussion will become the most 
important. Subject-wise, I think design, sustainable design in 
particular, and where things come from, has a huge potential to 
make a bigger and bigger splash in the coming year. 

What is the best thing about blogging?
Getting to speak to almost 100,000 people every day, from the 
comfort of my own home. And having the freedom to write about 
something I’m passionate about–helping the world at large be 
greener, every day–using my own voice and getting to pick and 
choose what I think is important. It’s so much fun to write what 
you want, about what you want. 

What is the worst thing about blogging?
That there aren’t enough hours in the day to say everything I 
want to say. 

Do you have any intentions to communicate beyond your blog?
I do, actually. TreeHugger is really lucky to be on board with 
Discovery Communications–they have such a huge reach–and so 
we’ve got some really interesting plans to take the TreeHugger 
message to some new platforms. Check out http://PlanetGreen.
Discovery.com for a sneak peek.

Who should shut up in the world of blogs?
I don’t think anyone necessarily has to shut up. Blogging has 
become so huge, such a great way for anyone to communicate 
about anything they want to, and in it’s own way, it’s sort of a self-
governing system; the good stuff will always rise to the top, and 
the worthless stuff will get lost in all the white noise. 

Who is not speaking loud enough in the world of blogs?
I think blogs are a great way for high-profile people–politicians,
CEOs, big companies, that kind of thing–to really engage in a 
conversation with constituents, customers, people who give a 
damn about what’s going on in the world. I think they need to 
realize that people are tired of being dictated to, and that being 
more transparent, and more willing to exchange ideas with people 
is the way to go. So I’d like to see more people in positions of 
power laying it out there. 

Should celebrities blog?
Sure. The smart ones realize that people will listen to what they 
have to say, and really use their voice and their position in the 
spotlight to really leverage some positive change. If they do it 
right, and don’t allow themselves to be censored or handled by PR 
or marketing people, it can be very powerful. 

If you weren’t blogging what would you be doing instead?
I’ve always been in to writing, so I’d probably be doing that in some 
form or another; the difference is that nobody would necessarily be 
listening.
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A Brief History of Blogs

First blog ever created was links.net, by Swarthmore student Justin Hall 

in January of 1994. It started as a guided tour of the web, and eventually 

became a detailed journal of his life. In 2004, New York Times Magazine 

referred to him as “the founding father of personal blogging.”

Original term, ‘weblog’, was coined in 1997 by online diarist Jorn Barger 

(robotwisdom.com), and was later shortened to ‘blog’ by programmer Peter 

Merholz (peterme.com). As a joke, Merholz incorporated the phrase “We 

Blog” into his website’s sidebar, and the word ‘blog’ stuck as a noun and a 

verb. In 2004, Merriam-Webster proclaimed ‘blog’ the “Word of the Year.” 

2002 sees the rise of the “aggregator” blog, scouring the web and compiling 

the most interesting, relevant, up-to-the-minute stories or happenings, with 

a little bit of commentary. A good example of this is the Gawker Media 

blog empire launched in 2002 by Nick Denton, which includes a network 

of 14 popular sites including Gawker.com, Gizmodo.com, and Defamer.

In 2003, Google launched AdSense, a service that matches relevant 

advertising with blog content – creating a business model for them to sit in 

a coffee shop, blogging all day long, and still afford to pay the rent and eat.

In 2003, Jason Calcanis founded Weblogs, Inc., which eventually grew into 

a collection of 85 blogs. In 2005, he sold these blogs to AOL for $25 million. 

As of September 2007, 106 million blogs were being tracked by 

Technorati (technorati.com).

Blogger Fact
The July 2006 Pew Internet & American 

Life Project report claimed that most US bloggers 

are focused on describing their personal experiences 

to a relatively small audience of readers, and that 

only a small proportion focus their coverage 

on politics, media, government, 

or technology.

source:
April 2007, State of the Blogosphere report. For more detailed information, check out the full report online at www.sifry.com/stateoftheliveweb/

State of the Blogosphere

Technorati.com is a leader in the tracking blog growth, 

as well as providing an effective search engine for 

sifting through the millions of blogs out there. Every 

year they release the “State of the Blogosphere” report, 

a detailed analysis providing information 

about the trends around blogs 

and blogging. 

http:::
With a world filled with modern wonders coming your 
way at an increasingly breakneck speed, these websites 
will help you stay ahead of the curve.

Cool Hunting
www.coolhunting.com
“A daily update on ideas and products in the intersection of art, 
design, culture and technology.”

The Daily Swarm
www.thedailyswarm.com
One of the most comprehensive aggregators of music news. 

Engadget
www.engadget.com
The most popular blog for staying on top of the latest and 
greatest in technology and hi-tech gadgetry. 

Fashionista
www.fashionista.com
Chronicles the fashion trail from the runway to the first Canal 
Street knockoffs, while dishing the latest in supermodel gossip 
and finding the hottest new designers.

Google Labs
labs.google.com
Google Labs offers up the world’s biggest search engine’s 
experiments with new technology and applications - like Google 
Trends a program that allows you to track the popularity of 
search terms over time. 

Inquiringmind
www.inqmnd.ca 
This Canadian-based site chronicles fashion and cool, while their 
solid Flash-based design is helping to redefine the interactive 
experience of an “online magazine.” 

Lifehacker
www.lifehacker.com
“Tech tricks, tips and downloads for getting things done.”

MoCo Loco
www.mocoloco.com
Your daily resource for contemporary design & architecture. 

/film
www.slashfilm.com/  
“Blogging the Reel World” since 2005, Slash Film (aka /film) 
is a destination for all things film related. 

We Make Money Not Art
www.we-make-money-not-art.com
Started by full-time blogger and new media art curator Régine 
Debatty, this site focuses on the intersection between art, design 
and technology.

The Internet has been host to many auction, trade and barter sites 
for years, but couchsurfing.com deals in a different commodity 
altogether: Human travelers. 

Free of charge and based on a model as old as time itself, this 
organization operates in two very simple ways. You can reach out 
to a total stranger and ask if you can crash at their place for a 
few days when passing through their town, or, you can advertise 
that you are willing to host a fellow traveler when they come 
to your neck of the woods. Relying on the hospitality of others 
for a comfortable nights sleep and a local perspective of your 
surroundings creates new relationships and genuine experiences. 

We turned to Crystal Murphy, a veteran couch surfer herself, 
to learn more about creating a more peaceful planet through 
generosity, kindness and couches.

How would you describe couchsurfing.com to someone who 
has never visited the site before?
Couchsurfing.com is a global community seeking unique travel 
experiences and a cheap way to achieve them. It’s about finding 
people to stay with, making friends, seeing new places from a 
local perspective and being able to return the favor to fellow 
travelers. It has elements of a student-exchange program in 
that there are hosts and visitors, but in our case it’s not about 
schooling, it’s about traveling. 

Going through the site I couldn’t help notice the mention 
of ‘non-profit’, ‘global initiatives’, ‘peace-on-earth’ type of 
philanthropic leanings. How do you tie that type of philosophy 
into what can be seen as simply a site that offers great travel 
resources for people who want to have unique experiences on 
the cheap and avoid the usual tourist traps along the way?
It’s a good combination, they both go hand in hand in that 
couchsurfing.com is, by nature, a non-profit organization that 
cares about the world and was created and used by people who 
love to meet other people through these unique experiences. 
Couch surfing is much more than cheap lodging for so many 
of our members. It might come off that way at first, but until 
you’ve actually done it, you don’t really realize the amazing 
connections you can make with other people and the community 
you can grow from these experiences. The bottom line is that we 
are about people, who care about each other.

What type of safety measures does couchsurfing.com employ? 
We go through a variety of checks that include address 
verification, credit card verification, vouching (you need three 
member vouches before you can vouch for anyone else), 
reference checks and detailed profiling that we encourage 
everyone to read, so they can get the most information possible 
on who they will be hosting or visiting. 

Can you walk me through one of your adventures?
When I’m traveling, I’ll have a destination in mind, use the site 
to find a host, start some dialogue and when I feel I’ve found 
the right person, we make our arrangements. When I get to my 
destination, I usually meet my host at a location that is really 
easy to find, or I’ll just go right to their house. From there, we 
usually just hangout, get to know each other a little and then the 
host often really wants to show you around their town or city so 
you can see it from their perspective. Hanging out is not required. 
The only obligation is to give your surfer a place to stay. But 
establishing the relationships really completes the experience. 
And from there, you see the sights, go to parties, meet others, 
have some drinks and let your trip evolve into something unique.

If I was to sign up on couchsurfing.com, and my profile 
specifically stated that I lived outside in a dense forest and my 
only possession was a single hammock, do you think I would 
get a lot of interest?
Probably not.

You don’t think there’s someone for everyone?
The odds of that happening are probably next to nothing.

But the surfer would get to share the hammock with me. They’d 
have to because the ground would be littered with broken glass 
and deadly cobras. It would be a very dangerous and exotic 
situation. It has the makings of a dream vacation.
I’m still doubting you’ll get any takers.

If I did, would you promise to make me ‘host of the month’ on 
the site? Because I think I have a decent shot.
If you did, I would be so impressed that I’d be more than 
happy to give you that title even though it’s still more than a 
little disturbing.

Speak for yourself.

Interview by Russell Bongard
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Japan buys 40% of luxury goods sold throughout the world. No 
wonder then that Tokyo has become the world capital of designer 
stores: From global super brands to connoisseur boutiques, it is 
paradise for global shoppers. 

Three areas in particular represent the latest trends in retail 
architecture with works by the most prominent Japanese architects 
and their international counterparts: Ginza, Omotesando-Aoyama 
and Daikanyama.

Ginza is undisputedly the most prestigious shopping area in town, 
as testified by the very recent opening of the Bulgari and Armani 
towers designed by the Italian architects Antonio Citterio and 
Massimiliano Fuksas respectively. 

Bulgari, which makes more than a quarter of its revenue in 
Japan, understands that, in the words of its CEO, “luxury is 
entertainment.” The Ginza tower therefore includes not only retail 
but also a restaurant, a café and street–level store selling chocolate 
made in-house. 

The Armani Tower takes the shopping experience to the next 
level. In addition to a restaurant and a café, it offers patrons a 

spa. Merging architecture and merchandising, a special Emporio 
Armani collection inspired by the building’s black and gold colors 
is sold only at the Ginza store. In Armani’s own words, Ginza “is 
one of the most progressive and stylish retail destinations in the 
world today.” 

It is in Tokyo’s Omotesando Avenue and Aoyama area, however, 
that architectural innovation goes to new heights. With a younger 
and trendier crowd, the Omotesando-Aoyama area mixes luxury 
retail and street fashion in a unique Japanese way. 

Witness for instance the mind-blowing variety of retail stores 
that clustered around the Prada store. Designed by Swiss 
architects Herzog & de Meuron and built on a $50 million site in 
a somewhat off-centered section of the Omotesando corridor, the 
Prada store has become the symbol of the global trend of using 
“architecture as branding.” 

Right behind Prada lies a heteroclite row of designer and street-
fashion boutiques including Noriem, Kate Spade, OriginalFake, 
Yohji Yamamoto, Under Cover, and others. These smaller 
concept-stores have generally focused on interior design rather 
than architecture per-se, although in the Japanese context the 

japanese pop culture
A Shoppers Paradise

Words by Matias Echanove

New Wonders of the World: Test Drive

Noriko Ashino
http://homepage.mac.com/ashyco1/
After graduating from the Tama Art University, Noriko went 
on to work as an art and creative director, and designer for 
Sony Creative Products from 1994 to 2004. Today, working 
as a “Freelance Creator” under the name APOD (A Piece 
of Design), Noriko provides art direction, graphic design, 
product design and illustration for a range of clients, 
including Lego Japan, Pokemon, and Bandai.

NEXT UP 
The Future of Japanese Design
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Heisuke Kitazawa 
http://www.hypehopewonderland.com
Currently based in Tokyo, Japan, Heisuke Kitazawa aka 
PCP works as a freelance illustrator/designer. Doing work 
on a variety of projects that include music, video games, and 
hotel murals, Kitazawa has worked for companies like Sony 
Music Entertainment, Kenzo Parfums, and Joie de Vivre.  
He is also, involved in numerous music projects including 
album cover illustrations for bands like Her Space Holiday, 
Trespassers William, Grand Hallway, and collaborations 
with musicians like The Postal Service and Dublab. He 
is currently writing a new picture book about an army of 
zombies and book burning.
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NEXT UP 
The Future of Japanese Design

New Wonders of the World: Transmission

Kohei Yamashita
http://www.mountain-mountain.com
Born in 1971, Kohei graduated from the Osaka University 
of Arts, and today works as an art director and graphic 
designer. He has applied his skills in a range of genres 
including advertising, television and toy design, along with 
working on character design and illustration. Kohei has 
created and released numerous products through his own 
brand–mountain mountain, which includes stuffed animals, 
stationary, tableware, and picture books.
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NEXT UP 
The Future of Japanese Design

42

Usugrow 
http://www.usugrow.com, www.blackleaf.jp
As a teenager growing up in Fukushima in the early 90s, 
Usugrow was heavily influenced by the local hardcore scene, 
which would lead him to discover skateboarding, street art, 
hip hop, and tattoo art. Soon after, he began cultivating his 
signature style by designing flyers for local bands. Through 
his simple and minimal methodology of black ink on white 
paper, Usugrow explores the “light and dark sides of life,” 
and whether his theme is negative or positive the underlying 
aim is to communicate “dignified beauty.” Today, he lives 
in Tokyo where he stays busy designing album covers and 
merchandise for hardcore and metal bands, and hip hop 
groups, along with creating artwork for several clothing 
brands and skateboard companies. 
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Case Study:  

Amway Center Arena, Orlando Florida

RipBang is currently overseeing the 

fabrication, construction and installation 

phases for the new home of the NBA’s 

Orlando Magic,  sure to be the most fan-

friendly arena in the country.

RipBang’s portion of the project (approx. 

$20 million) encompasses wayfinding 

signage, graphics, public art, and 15 

different sponsored fan zones within the 

building.  Each zone is custom designed 

to enhance the game experience, while 

seamlessly integrating sponsor messaging 

in a way that is tasteful, entertaining, and 

provides exceptional value.  Our  work 

includes the architectural, interior, and 

graphic design of all identity and wayfinding 

signs, clubs, concession stands, hall of 

fame, exhibit areas, public plazas, team 

stores, and a kids play area.
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“I’d like to say thank you on behalf of the group and ourselves, and I hope we passed the audition.........”


