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B Concept

Characters
are
Messengers
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“Characters are messengers.”

A product campaign taught me that characters
can do more than catch the eye — they can carry
what people truly feel. As | learned how many
hidden messages were built into the product, | felt
a strong urge to share them through a character.
When one speech bubble isn't enough, a story

can deliver the message.

TAROUT transforms unspoken thoughts into
messages that reach more people — through

characters and stories.
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FENDI / SILVIA & THE BAGUETTE (2025
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FENDI / SILVIA & THE BAGUETTE (2025)

72xF1 [ YT TP ENTY M (2025)

To celebrate FENDI's 100th anniversary, TAROUT
rolled out “Silvia and the Baguette” across
2024-2025. Centered on Silvia, he proposed a
story that journeys through the Maison’s 100-year
history, turning heritage and humor into a message
of celebration. Playful “FENDI charms” — such as
fruits, toast, and onigiri — appear throughout
family scenes, bringing the world to life across
products, in-store décor, a short film, and LINE

stickers.

For more details, please visit ##ildCb55& ) TEWALETET
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FENDI / SILVIA & THE BAGUETTE (2025)

lllustrations across around 20 items (leather 1AM LY —Tv A 7. T U—BERN

goods, apparel, accessories) layer story motifs 0BICBEAShENT Y MRPE—HT -V T4
onto Baguette and Peekaboo icons — keeping the AVICYREOEF— 7 Z2ERFOADHEDHT.100
celebration alive. AEZ®RI L—FPERICAEENF DL SHEI T,

In conjunction with the launch, a pop-in was held O-2FICEDbE NIy YF T22T 1 RBEICT
at Palazzo Fendi Omotesando. A launch party also Ry T4 RS RABICEO-2FN—F 1 —
took place the same day, sharing the energy of HITObh MEOREE U T EBTHET ML

celebration in a real, physical setting. Kot



FENDI / SILVIA & THE BAGUETTE (2025)

TAROUT also created the promotional movie.

Based on the Silvia-led journey, character
movement and “FENDI charms” were woven into
a condensed 15-second film. It was released on
the official website, in-store, and across social
media and YouTube — so the same joy comes

through wherever it is seen.
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FENDI / SILVIA & THE BAGUETTE

Official LINE stickers were created in two editions
(2024 Holiday and 2025 Launch) — reaching
audiences across Asia. Focused on greetings and
everyday emotions, they let the celebratory mood
surface naturally in chats. Motifs such as apples
and baguettes act as signals, linking each short

message back to the collection’s world.
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FENDI / SILVIA & BAGUETTE (2012)

FENDI / SILVIA & BAGUETTE (2012)

2xF« [ VLT« ENTY S (2012)

In 2012, TAROUT created “SILVIA & 2012 S.FENDI D71 A2 [NFy 15 BE &I T
BAGUETTE" to celebrate the 15th anniversary of A2/ bELT.ZA77 METSILVIA &

FENDI's iconic Baguette. TAROUT told Silvia's BAGUETTElZ&IMEL z BT X v =T 3N T b
Baguette-origin story like a fairytale, pairing a 15 BEEBMVVIVT A THNT Y beELHTYRE
hand-painted Baguette bag art piece with a “Little EBEEREDELDICHE NI MERLANT Y b
Silvia” picture book. This work became the Ny TDT—bE—REZIICEETE UL 2
starting point for the 2025 project, and at FENDI's T4 T DIRARERATHRBELS LI . KER
request, selected book scenes were carried into 2025 DT AY 7 bADENBESRE K FENDI
the 2025 visuals. DUIITZXMIEY) ABAD—EBS — 22025 FDE
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I SOGO SEIBU / Karl Lagerfeld exclusive limited edition
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SOGO SEIBU / Karl Lagerfeld exclusive limited edition
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For Sogo Seibu's Japan-exclusive launch, “Karl
Lagerfeld exclusive limited edition,” TAROUT
created “Little Karl,"” inspired by Karl Lagerfeld.
Guided by the “Candy Pop” theme, he kept Karl's

refined coolness while adding a gentle sweetness,

and introduced his beloved cat Choupette to
weave affection and approachability into the
launch story. A celebrity reception party was held

on the night before the launch.

For more details, please visit ##ildCb55&U TEWALETET
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I SOGO SEIBU / Karl Lagerfeld exclusive limited edition

HARL
LAGERFELD
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Figurines of “Little Karl” and Choupette were
created and presented to Karl Lagerfeld.
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At the store, gift campaigns such as a cosmetic
pouch giveaway were also held.
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The reception was held on a grand scale, with
small figurines prepared as gifts.
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This led to a request from KARL LAGERFELD,
and illustrations were contributed to UK VOGUE.
A% (2% B .KARL LAGERFELD fil & V) {k§8% 2},
WEEIR VOGUE NHFT7= %17 XA M EFRL 7



VOGUE GIRL / SHIITAKE URANAI

VOGUE GIRL / SHIITAKE URANAI

VOGUE GIRL / LWelF W

CHARACTER DIGITAL

In 2014, “Shiitake Uranai” began as VOGUE
GIRL's weekly horoscope. TAROUT created
image characters for all twelve zodiac signs as
friendly signposts for Shiitake.'s messages. After
VOGUE GIRL ended, the series moved to the
official website of Shiitake., where it continues as
a weekly horoscope. Passionately embraced by
VOGUE GIRL's audience, it now has many fans
across genders, including men, and supports
people at the start of the week.
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For more details, please visit ##ildCb55&U TEWALETET %
https://www.tarout.net/portfolio-shiitake-uranai [=], =
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I Harry Winston / Official LINE stickers

Harry Winston / Official LINE stickers
NI)—= D4 2R | BT HAI2VNLINERY VT

CHARACTER DIGITAL

TAROUT created two sets of official Harry N)= D4 AR RARTHIZMDLINE R 22T
Winston LINE stickers in 2023 and 2024, each ELT. 277 MI 2023 F& 2024 I T—VICE
aligned with the season’s theme. Keeping them bET2EFMEL AR 22TELTDFEVRT &R
easy to use in daily chats, TAROUT delivered LENS.EY—ACDI v AERENICEITSC
seasonal essence through clear visuals. For the EICBBEL I [XDFIX ¥ I742—DYIIARC
requested “girl” character, jewelry was enlarged MUY aIV—%AYy FE-RICRITTARELERH
into a headpiece to make the brand recognizable L.OEETNY— - J4 2R ERDBIFTVANE
at a glance. Supporting characters added depth EDIEBIHTH YTV 24— REL THRICRT
and broadened expressions, and the stickers were EEEH BREPRERFOEE/LT L BRELTHE
released across Asia as well as Japan. NHEBESTTITEICHERL .

For more details, please visit #FfilIZ55& U TEWAELTET :
https://www.tarout.net/portfolio-harry-winston-2024



Paul Smith / PAUL SMITH x TAROUT EXHIBITION

Paul Smith / PAUL SMITH x TAROUT EXHIBITION

M= RAZER [/ R=IL+ AZXA x70O77 5 TBUNNY PAUL: B
D

Held in 2011-2012 at Paul Smith SPACE Gallery 2011~2012 F. R + RLED Paul Smith SPACE

in Omotesando, Tokyo. Inspired by impressions Gallery (3 - FAfE) IC TR E7 U I TR LHR D
from direct conversations, TAROUT conveyed 542AEL—2 a3 ERER-IKOARETZ >
Paul Smith's personality and the brand’s bright, FOBAB AT T« TltRBET—~vE LRI
positive world. Drawing on Paul’s lucky animal — RDZv{— - FIINTHDIYXICEREHT.F
the rabbit — he set the story in “BUNNY LAND,” EDTYFXF-5HES T[BUNNY LAND] 2 EHIC. K-
where lucky bunnies live, and portrayed a journey WHERFNZ— - K=" > TIREBD DMBEER
in which young Paul becomes “Bunny Paul.” FHU 7 AERIEH 80 SUEVEMEL U TEBHL . BE—E
Nearly 80 works formed a wall-filling “art wall,” EEHZT—bI+—IVELTBRTDZET. &5
turning the venue into pages of a story. 2HFEYEON—-TI AT I,

For more details, please visit ##ildC 55L& TEWALETET
https://www.tarout.net/portfolio-paul-smith




B Paul Smith / PAUL SMITH x TAROUT EXHIBITION
The gallery became “BUNNY LAND,"

a playful world where adult humans
cannot enter. A simple entrance and
rules drew visitors into another realm

=/ — free to laugh, cry, and take photos
YES YES NO

LAUGH TAKE HUMAN
& CRY PHOTES

— creating a light, celebratory mood.
SEE RKADABEFILEANEZL

* [BUNNY LANDJICRIL T . RiHHE A%
ACEI>BAQEN—ITEREELL
C KO THWTC. FEER>TELEC
EEBELVRAEXDPS—HRALEHTERD
BRMERELL LT,

A reception party was held on the
night before the launch, where
sweets featured in the artworks were
served in real life. Staff members
even wore bunny headpieces, letting
the story’s world softly spill into
reality.
O—->FEIRICIELET > a2 8—
T4 —DEESNAERICESTEXA—
YPRBIRZEDN L Ay T
FOHIYPTHAD L EPEOHANZ
DEEFBRIANCCAHAHTEBRTH 5,

A limited edition of five bunny

figurines was produced, along with
various goods. The badges shown
feature a set of “50 siblings” from the
story — each grown into a different
form by Bunny Paul—capturing the
expanding world in the palm of your
hand.
[RE S5 mDTHXDT 1+ XaT7%I130 D,
EEEFLT Yy XBHEMEE N BFED
Ny DR AERICEZ TS50 DFE R A"
PINZ— - R—ILDFTEHERICRRL =
L BE vy MILESOT HADESY &
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Dior Fine Jewelry / Gourmette-chan

Dior Fine Jewelry / Gourmette-chan
FLA=I 774 Ya2aTV— [/ TJIRXAYIFEPA
[ Gooos )

For Dior Fine Jewelry's “Gourmette de Dior" FAF—I T7A4> PaTU—[dIAY M Ky Tq
campaign, TAROUT created “Gourmette-chan,” a F—=IDF v R=2IC T Ay B e A" EFE
project that shaped his belief that “Characters are FHE XY 2—EXA v &2 T —EVWSIZEZDE
messengers.” He turned the ring's five core BREB ST IERISADEN5 DOBVEX M=V —
meanings into a story that grew from a domestic (S TRE 720 ERF v > X— 2 & THE 2007 £I(C
campaign into a year-long global rollout in 2007. REMEZEL 7O NIVEBEANER Y LIXT v TD
Inspired by a thumbs-up finger, Gourmette-chan BLOBERERLEINAY FERAETHAF—ThH
and “Victoire-chan” (based on designer Victoire de 2T49RT—=I- Ry - hAFTI3—-X&eXv T30 59—
Castellane) lead a tale of Victoire-chan creating RLET4 I NT—IER A" HPREL L HRED
Gourmette as a gift to celebrate its birth. BHRNCTNA Y FERIZEVSYEEZHMICERL 7=,

For more details, please visit ##ildCb55&U TEWALFTET
https://www.tarout.net/portfolio-gourmette-chan E



Dior Fine Jewelry / Gourmette-chan

Gourmette-chan appeared in displays at Dior

boutiques around the world, with the actual ring
placed onto the character in sync with the story.
Customers also received a Gourmette-chan ring
holder, allowing the narrative to be brought home

as part of the experience.

HREHOD Dior 7T« v 7ICTIA Y hERADT 1 R
TLAPBEL. XY 74— ICREOV T2 IED
BEHATONABAZICETIILX Y FERADY > TR
WE—PEON MBORREFTICHSRBNSMHRRE
Bof,

The website

l)i()l' “ry; "
% Dior.Gourmette-chan.com” was

launched to introduce the ring's five
meanings through a picture-book

style story featuring Gourmette-chan.

D 10x % ) = 7 Tl [Dior.Gourmette-chan.com| %
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Munsingwear / MUNSINGWEAR & TAROUT

Ohana

Ole Ua, ‘Ole Anuenue.

Munsingwear / MUNSINGWEAR & TAROUT

ROV 7 [ RV IT0IT x FAFIMNATEILILIVaY

TAROUT reimagined Munsingwear’s iconic “Little
Pete” for a capsule collection across two seasons
— 2019 Spring/Summer and 2019
Autumn/Winter. The message was to bring fresh
energy to a heritage brand and celebrate the fun
of life and play.

Inspired by the themes “Hawaii” and “Las Vegas,”
Little Pete gained expression and movement
through character-driven scenes, and the

collection launched in Japan and across Asia.

For more details, please visit ##flldC65L0 BN EEZTET
https://www.tarout.net/portfolio-munsingwear

EHINT TR w2292 T7O7A4aAL[Y
FMVE—MZ. 2077 MPFAICHEERI L.2019SS
S 2019AW D 2 =R > THTRINAL Y arEL
TBEUARBUI Xy =Y BHICHFLOEERE
RAALENEEFECDREL &/,
INTANFARNHRIEWD V=X F—7ILEbE,
UMVE—bE X4 T 75" FTHIETHRIBELEZ
Z5Z . HEPD LR L2BEZYWEL L THZE
Lk ZARELEYPEHBIALY a2 LT BEAD
HESTTITICHEEEE N,




Munsingwear / MUNSINGWEAR & TAROUT

Hawaii's volcanic eruption prompted an urgent
“Ohana” artwork for a T-shirt.

HIERFIC/NT A DXILTER & F V) . 258 “Ohana” D%F 5
T—rI—7RET v VICEBRHSEI N
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The artwork was applied across many items, using
embroidery and special printing.

DT AT LICRE L RIFPHHRT) > bR EDOR
BFEELMIANS N,

WEAR &
TAROUT

In addition to in-store displays, TAROUT also
created an icon tag to symbolize the collaboration.
EETFAZ7LAICMA AT RL -2 3> 58BT3
TAALZTHHEMEL 1=

A flagship-store event was held, with themed
decorations across the space.
ERE T AN FOFEESA T —FICEhELED
PEEMHTEELEIFS N,



[ TRUST BANK / FURUSATO CHOITA

TRUST BANK / FURUSATO CHOITA
FSRRMRYY [ BBEEFIARBRF LTI — - ZBEEFaCY

CHARACTER STORY DIGITAL RETAIL/EVENT

TAROUT created “Furusato Choita,” the official
character for Furusato Choice. To meet the
request for 47 prefecture variations, he proposed
a shape-shifting tanuki — an iconic Japanese
figure known for transformation.

From the brand’s philosophy, he shaped the
message: “You can create your hometown —
anytime, and as many as you want.” Debuting
online in 2021, Choita later became a mascot suit

and is now widely loved across Japan.

For more details, please visit ##IIC55LU BN ELETET
https://www.tarout.net/portfolio-furusatochoice [=]
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[ TRUST BANK / FURUSATO CHOITA

Choita transforms into 47 prefecture-inspired FIaA 2B A7 WEFREAXA-JLTEHEL.ZhTh
versions, featuring local specialties, scenery, and DEYPRRXLEEE->THAZ  EEBBEZNDL
cultural motifs. Sincere yet slightly clumsy, each BobsIbLVEFEARERBRL BHTY vIIL
one hides a playful detail that brings a smile while CEIERERBIELEN S HBDOBHEASIEAD

celebrating every region. HFEELTHZRU



[ STARBUCKS / Goods

STARBUCKS / Goods
RI=INY IR [ Ty X

Since 2009, TAROUT has created original
illustrations for Starbucks Coffee Japan across
various occasions. The work expanded into
everyday goods and media — Mini Starbucks
Cards, pouches, art magazines, and LINE stickers

— while preserving the brand's atmosphere and

offering small moments of happiness in use.

In 2014, TAROUT created LINE
stickers distributed to celebrate the
launch of Starbucks’ official LINE
account. Two sets were produced —
Spring/Summer and Autumn/Winter
— designed to share everyday
greetings and feelings in a light,

friendly way.

2014 . 28 —/Ny 7 A LINE AXT B
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In 2010, TAROUT designed
illustrations for the Mini Starbucks
Card as it debuted in Japan. Limited
color versions for press and ELLEgirl,
along with a standard retail edition,

added exclusivity and buzz.

2010 F. BRICHEELAIZ 24—
NI TR A—=RNDALFZANTH A %3H
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For more details, please visit FH#fildCb55LY TBW TR T %
https://www.tarout.net/portfolio-starbucks-goods [=] 22



[ STARBUCKS / Goods

lllustrations were created for a pouch released for lllustrations were created for a special pouch

the launch of Starbucks VIA Iced Coffee. released with Starbucks VIA holiday packaging.
22—y 7 AVIATA ZA—b—RFETLSE L THIE AE=INy Y AVIAKYTF =Ny F—JILabE 455
ENAER—FICA XM EREL R—FICATAMERHL

Beverage, Any Size !!

e rTLTH

Enjoy Any Starbucks

5 E kit
FR A, G T MR R N L AUNRNT T,

| et
For Starbucks Art Magazine Vol.3, TAROUT For Starbucks Art Magazine Vol.4, TAROUT
produced the entire issue in a picture-book format. created a design in a playing-card format.
AE=INy Y X« T—b - THI 2 Vol.3 Tl daA it AB—=INyGR+FT—b-THI 2 Vol4 TlE. bT>

FCTREEEEL - THIAITOTY A > &§HEL 1=



[ Other works

For “LOVE Photo,” a
charity T-shirt project
created through
collaborations between
photographers, brands,
and actors, TAROUT
produced a visual piece
for a planned collaboration

with Moomin.

T+ b8T2T77—X TSR
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For the second edition of
“LOVE Photo,"” the same ﬁ. %
charity T-shirt project, ‘ ?

TAROUT produced a

5 $€3% ¢
visual piece for a planned GE\’)— {'} *

collaboration with Snoopy. ﬁ @ % *
AUCFr US4 TS v YT & @@:‘T’%miq
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[ Other works

o S 2 ol
In 2022, TAROUT created illustrations for AVEDA In 2013, TAROUT created characters and a story
BEAUTY PARK in Minami-Aoyama. for MamaFes, used for promotional pillar graphics.
2022 f£.AVEDA & ILUE[AVEDA BEAUTY PARK]IZ 2013 FEHEDIY YT T RIZXF v T E2—EX =1 —
T.BrRA - Ty XAODA X bEFHIEL 7= FREEMOFEZIES 1 TIVELTHER SN,

aEER2AETOKYOF + Y R— 5

TOKYO

lllustrations for G20 Environment Ministers’ In 2014, TAROUT designed the logo for the Tokyo
Meeting gift bags (Japan, 2019). bicycle safety campaign.
2019 . HATHES /- G REAXESEICTX Y 2014 E. REHOBGERLMAF v > ~X—2003

TATENENY INATAM—2 a2 e v —7 ZHlE,



[ KODANSHA / Lucky Bunny LUNNY & Mx. Birthday
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KODANSHA / Lucky Bunny LUNNY & Mx. Birthday
Mt/ S=—BvhAEREALESUPSA

In 2023, TAROUT published his first children’s 2023 F. ZAO7 7 MIOFEHMITBEIZ=Z—B %A
picture book, Lucky Bunny LUNNY & Mx. EEALEIUREA)ETIITLUIERTH B, S EF
Birthday. After years of working with many BEBSLWISAT NI —7%ER% 4, T. 40
outstanding clients, he took on a new challenge: TIMEBEDXAyE—T&ETHEITHEL =
delivering a message directly from himself. BUEA v E—VRJEENhTELIEDER|TH S,
The message is the preciousness of simply being [EFENTELEEDECEEIEVIRADT -V %,
born. Through the universal motif of birthdays, he HMEBEVSHBPFHOEF—TICELTFESMAITIC
shaped an adult theme — self-acceptance of BRRUEHMEL £ 2. 2077 FOBESOREICH
one's existence — within a diverse, gentle world 3. SHRMEICED GEHEOTEVEHRAEZBEL 7=

made to harm no one.




[ KODANSHA / Lucky Bunny LUNNY & Mx. Birthday
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LUNNY, who has always been alone, sets off with VENIE>BDT7 -5 ARBTOREBEZRS B
Mx. Birthday to celebrate a birthday — without FELEALLIURSALTRERZ BV T BRICH
knowing when his own is. As he learns that 2. PRV OBREFEEERIPHELATHDIZ EICHKIVE
celebrations come in many forms and meanings, R ENEYTEHRT.T=2—B2AEDVICES

LUNNY finally finds his own birthday. DFEERZERDT 5,



B Profile

TAROUT is a character artist. Guided by the
concept “Characters are Messengers,” he brings
characters to life and, through story, translates the
spirit of brands and projects into messages people
can feel. His richly crafted worlds are embraced in
Japan and internationally. His work includes
FENDI's 100th anniversary men's collection, the
Karl Lagerfeld Limited Edition, Paul Smith, and
Starbucks Coffee Japan.
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E -mail tarout @ tarout.net
instagram @taroutnet [w] T4 [=]
website www.tarout.net

contact form www.tarout.net/contact E -



