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Gallery Corner 
The Long Beach City College Art Gallery has two thought-provoking exhibi!ons opening on Thursday,

September 3: Tam Van Tran’s Breathing, and Dewey Ambrosino’s Los
Psychogeographies. Van Tran regularly employs tradi!onal mediums,
such as acrylic paint, mixed with unexpected manmade and natural
elements like Cool Whip and saffron. These unconven!onal materials
highlight the transient nature of the tangible and intangible world.
Ambrosino’s Psychogeographies installa!on is inspired by the Situa-
!onist movement that took place in Paris during the Late 1960s. Like
the Situa!onists Ambrosino explores and documents the fringes of
Los Angeles and Long Beach and examines the geography of the city
as a form of mind control. Both exhibi!ons are on view through Oc-
tober 1, 2015. The gallery is located at 4901 East Carson St. building
K100 on the City College campus and is open Monday and Thursday
9 a.m. to 3 p.m. and Tuesday and Wednesday 12-8 p.m. 

■ By CYRUS PARKER-JEANNETTE

Dean of the College of the Arts, CSULB

A
s Dean of the College of the Arts
(COTA) at CSULB, member of the
Long Beach Economic Development

Commission, choreographic artist, and
board liaison of the Arts Council for Long
Beach, I write this article to describe and

celebrate the arts and arts education as a
vital component of the economics and cul-
ture of this vibrant city.

CSULB houses one of the largest College of
the Arts in the na!on and is home to about
3,800 students majoring in Art, Dance, De-
sign, Film/Electronic Arts, Music and Theatre.
The Carpenter Performing Arts Center and
University Art Museum are also part of the
COTA. Last year, approximately 160,000 peo-
ple a#ended campus arts events, and more
than 550 separate performances, lectures,
exhibi!ons, screenings, plays and arts panels
were presented.

Cultural and arts events bring people to
nearby businesses such as restaurants and
shops, and !cket sales to exhibits, films and
performances spur the economy of a commu-
nity. This is evident in a recent study by Amer-
icans for the Arts, a na!onal nonprofit
organiza!on designed to advance the arts. 

In recent years, non-profit crea!ve indus-
tries generated $61.1 billion in addi!on to
$74.1 billion in event-related expenditures by
their audiences for a total of $135.2 billion.

This economic ac!vity supports 4.13 million
full-!me jobs. In a study by the US Bureau of
Economic Analysis and the Na!onal Endow-
ment for the Arts, published in December
2013, the arts and cultural produc!on, both
nonprofit and for-profit, account for an aver-
age of 3.2 percent of the Gross Domes!c
Product with growth expected.  

In addi!on to this data snapshot of the eco-
nomic side of arts and entertainment, there

is a personal side. Last
year, Mayor Garcia and
I engaged in an inten-
sive discourse on the
intersec!on of the arts
and the economy. With
my service as a com-
missioner, to the Arts
Council and my posi-
!on at the university, I
am discovering that
many individuals from
the poli!cal realm and
the business arena are
interested in proposing

collabora!ve projects, business and develop-
ment opportuni!es, internship programs
and more. It is humbling, it is an honor, and
it is inspiring to discover that so many indi-
viduals in the Long Beach community are
seeing the opportunities in the arts and
want to utilize an artistic perspective in
their pursuits. 

Many arts students will struggle to make
a full-time living as professional artists, but
few of them will struggle with the skills
they build as a result of studying the arts.
What they learn applies to any field and
certainly the process of creative and critical
thinking and problem solving, the ability to
start from nothing and give form to ideas,
along with remarkable commitment and
discipline will equip them for life, just as it
has for me. This is the artist as entrepre-
neur; this is the artist as a vehicle for inno-
vative endeavors. 

With the economic considera!ons, with a
respect for the arts and with the linking of
community and university, this is truly a city
worth celebra!ng! ■

Retro Row Boutique
Uses Artistic 
Collaborations 
to Fuel Brand
■ By SARAH BENNETT

Arts Council for Long Beach Contributor

J im Leatherman, as his name might imply, makes leather goods. His shoe
brand, Broken Homme, manufacturers its stylish-yet-functional boots at a
San Pedro factory; it is just one of the dozens of like-minded brands

Leatherman stocks at his clothing and lifestyle boutique, Port. 
Tucked away on St. Louis Street in the heart of Retro Row, Port is more than a

store. It's a clothing brand (you've likely seen its cursive logo on everything from
T-shirts to hats to bathing suits), a social media presence (its Instagram alone
has 12,000 followers) and an instigator for all kinds of fantastic artist collabora-
tions that set it apart from other lifestyle companies in the same realm.

“I want to be progressive even though I think of the logo as a pre#y iconic piece,”
Leatherman said. “We're always looking to collaborate with other ar!sts to keep
the freshness of the brand and put our own spin on what's happening out there.”

After spending nearly a decade working on the surf and skate side of the ap-
parel industry, Leatherman knew he wanted to open a store that spoke to fash-
ion-driven men that were growing out of the action sports mentality.

He enlisted a former artist for Matix, Quicksilver and Element to design the
current logo, which he first silkscreened on comfy shirts. Then he found other
sophisticated alternative brands to do custom, one-off designs for Port. Soon,
he was collaborating with Seattle-based Ebbets Field, a company that specializes
in vintage hat designs, making cross-branded soft navy baseball hats with “LB”
sewn on the front in old felt letters. A few years ago, they made a classy “Sink

the Wall” shirt with proceeds
benefitting the Surfrider
Foundation. 

“We like to put our cre-
ative vision behind topics
that are important to us – be
it sports or local politics,”
Leatherman said. 

Port has made these kinds
of selec!ve ar!s!c collabora!ons part of its very existence, with more than a few of
the results being sold in the store at any given !me. 

Earlier this month, when The Social List, the restaurant and bar next to Port,
hosted an art show from Long Beach's Hely Gonzalez, Port sold 20 original tees
made by the artist. Another upcoming Social List show will feature work from
artists at Outer Limits Tattoo in downtown. Port plans on doing a series of shirts
for that as well. 

The holidays will bring Port's most expansive collaboration yet: a mid-century
modern art show and installation in partnership with real estate agent Nate Cole,
who is working on restoring and framing some classic prints from local architects
Edward Killingsworth and Cliff May. Leatherman says the project allows Port to
take elements from Long Beach history that are already in a global spotlight and
create a collection that will speak to people everywhere. He's planning to put
some of the architectural designs onto Hawaiian shirts.

“We like to have some type of story behind every piece we do,” he says.
“Something always has some sort of tie-in. There’s always a reason we did some-
thing. We're not just trying to pump out graphic tees and make money.” ■

Arts And Economic
Development 
Go Hand In Hand
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