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ON HALLOWEEN, XYZ GALLERY PRESENTS AN ON HALLOWEEN, XYZ GALLERY PRESENTS AN

ART BATTLE!! ART BATTLE!!

WHAT: f:iﬁ.::‘:l L-;m;nd:.:a: :Fhi;::m'::l:; :::1?“  Oerieloer WHAT:  XYZ Gallery invites teams of 2-4 individual Saturday, October 31, 1-3 PM
a creative one-day event. A challenge will be issued the WHERE: XYZ Gallery a arl_wpp"j and mﬂe;lalis :Iher hav«:r“h;':?mmn in XYZ Galler
my of, and winners will recalve art prizes at the end of 223 . Main 5t . Blacksbu ra a creative one-day event. A challenge wi [L13 i oL
the competition. All ages are wicome! {Between More Than Coffes day of, and winners will receive art prizes at the end - Main 3t., Blacksbu
G ' and Joo's Dinar) the competition. All ages are welcome! {i;t]nan More Than Coffee
and Joe's Di

XYZ Gallery — Art Battle advertisement
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passwd — magazine covers and spreads

Social media is on the rise, and passwd serves as a monthly guide to the latest means of connecting with others on the
internet.I designed and illustrated the imagery in the magazine to be friendly and fresh, the tone I get from online social
networking itself.
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Welcome!*

Take Your Kids 2 Vote is a campaign to encourage
America's parents to make Election Day 2008 a
true lesson in democracy for their children. Taking
ABOUT US our kids along when we vote is both the simplest
T e i and most effective way to demonstrate the
greatest gift of American citizenship,

Hi! I'm Peabody the Pollcat and you're invited to join my club. It's just for
kids who want to know more about why voting is so important in our
country. We'll have lots of fun learning about voting and talking to our
moms and dads about taking us with them when they go to vote this
November.

ABOUT US

R X

POLLEAT CORNER POLLCAT CORNER

YOUR STORIES YOUR STORIES

| can’t wait! How about you?

GET INVOLVED! GET INVOLVED!

—_ s LS We'll have games and quizzes, kids news and other great stuff. You can
VOTING RESOURCES Rise in youth vote Peabody Pollcat school tour | VOTING RESOURCES find links to other fun websites that are just for kids. They have all kinds of

TH. SEF 29, 2007 TH. SEP 29, 2007 things to do like coloring pages, ecards, and games, too.
Candid k to school TYK2V meet and t
TH.HSE; zi:eisu:r cat toschoons TH. 5EP 29‘_!,;1;}?“ i You can write to me and tell me about what your family does to learn
. . . . X about America or even send me a photo or picture that we can put up on
Eﬁgﬁ:rﬁgs % Yote lanachse :l{ozl‘:?:rt:eﬁ?s‘ £0 Washingeon the Club Wall. Send me your ideas for things to put on our website and ask
TH, SEF 29, 2007 your friends to join, too. Maybe you can have your own Pollcat Club right
) in your own neighborhood.
MORE ... MORE ...
Eut make sure you tell your mom or dad about our site and Eet their okay
to join the Pollcat Club.
“People who don't vote have no line of credit
with people who are elected and thus pose no EHS tornow
threat to those who act against our interests.” v |
Marian Wright Edelman our pal,
B Peabody
COPYRIGHTS AMD DISCLAIMERS COPYRIGHTS AMD DISCLAIMERS
¥ 4

Take Your Kids 2 Vote — website
The Take Your Kids 2 Vote campaign encourages parents to teach their children about democracy. I designed the website to
be family friendly and give democracy an almost magical feel.

Other credits: Erik Muendel, art director
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ABOUT US PROGRAMS MNEWS HOW YO CAN HELP sHOP GALLERY Vel ABOUT US PROGRAMS MNEWS HOW YO CAN HELP

ABOUT US

Improving the lives of children,

Te sa a H IE" H Dur mission is o work with individuals, families and communities
youn q a du |t E nd f m HI 5in o help them overcome the effects of war and poverty. Each of our projects will

Cahar e = = focus on providing an stucamon o chidren and young Sdults who would
su b sdh':" an Afrl ca affE‘ Ct':d h!p" war, olhersise be denied such opporfunity. Cumently our work is in Kenya and Sudan
- o . : sl however in the fulure we would ke 10 expand info other sreas of Sub-Saharan
civil strife, disease and/or poverty. Adrica - warking with other expedienced pariner oiganizations whesever

OppOrUNLios I

Make your tax-deductible contribution now = \We hops io Bmprove e Bves of children, young adulte: snd famiSes in
Sub-Saharan Africa affected by war, civil stnfe, diseese andior poverty. Ve wil

8 & focus on the advancement of sdication, the bl of poverty and distiess, ha
promaton of sccial waltane and the promaton of heatth througheut Sub-Saharan
Alrica

W were granied 501(c)2 status May 2009 and Gua Alrica US was esablished
May 2008

GUA Africa US — website

GUA Africa is a UK-based charity that assists families in Kenya and Sudan with educational opportunities. The charity wanted
to expand to the US and needed a website for their American chapter. With the website, I wanted to focus on the faces of both
the volunteers and the families while also using an energizing color palette to convey the positive energy of volunteer work.

Other credits: Danny Taglienti, art director
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shop promelions lips & trends about blag contoct shop proemaolions lips & trends aboul blog confoct

FEATURES

(;R\\l) Blending Brush #161 :
OPENING H 1 .

shop now ==
Hem no. Calar

SHOP BY

Large ultra-plush hrugh for bronzérs, powdars, or shimmars, Can bé used for a
ahedr ond even apphcation to large areas of the face

Sae Map  Termeand Condicny  Prvecy Pefcy

Neobella — website
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ell people you're eating & peanut butter sandwich, o
But the state of the world *
sand and read messages using a varaty of chan-
Web, SMS, instant messaging, and RSS, The senvice also
AP for building third-party applications; which are sprng-
¥ up like weeds, These include applicaticns to provide weather
reports, tell the status of various lines on the London Underground,
and provide eathouake infoarmaticn for Silicon Valley

And Twittar ks growing fast. The blog Wieneorg lacked at month-
Ty numbar of messages on Twitter, from its March, 2006, beta to the
prasant, The serice peaked at 3 million messages in January, and
had already achieved 2.5 million messages in the first half of Manch,
maaning that i's Bkely 1o achieve m lesst 5 million messages this
manth, probably & lot more.

Twittns has schieved 273% growth in visitors i the past theee
masths, accondindg to the Web traffic monoring tool Alexs. Alewas
graph of Twitter page-vew growth shows a hockey-stick curve with
the line becaming nearly vertical a little after the baginning of the
manth

Ross Mayfield, at the blog Many 2 Many, says Twitter has "tpped
the tuna. By that | mean it started peaking. Adoption amongst tha
peopla | know seemed to double mmediately, an appar
ent tipging point It hasn't jumped the shark, and
probably won't until Stoven Colban covrs
[Tuaitter],” Mayfield says
Sean Ammirath started us-

compiny that dovelops
w-lwnbhﬁnh customire online muﬂhm
usars. “And Evan Williams is a ml-mpmd individual in that
umd.‘

Pricr to laanching Twitter, Willmm-fmﬂldPﬁ-.Humiu
that developed Blogger in 199, Blogger was the first Blogging
senvice with mass-market appeal, and it's 918ll populsr, new a pant
of Google,

Scoble used Twitter 1o crganize 3 basbecue dinner at the confier-
ence Manday, which Ammiratl and | attended jogethes. We were
swpposed to meet with Scoble and about 30 other attendess in
front of the comvantion center, but we couldn’t find him. Ammirat
openad up his PowerBook and checked Twitter to sea if Scobla
had posted an update, but be hadn't We eventually connacted
simply by going 1o the restayrant we ware supposed to meat at in
the first placa;

On the way back to Austin after dinner, Ammirati cuded up with
his PowerBack in the back seat of a Ford Mustang, checking Twitter
1o find parted going on that avening: That didn’ wark either

Bua. despite those two failures, Ammisati says that Twiner
proved quite uselul overall in identifing partkes and events worth
anending. "l ended up finding a bunch of places to go,” he says

And Ammirati and | wers sbls 1o use Twitter to connect for an in-
terview | phoned him Thursdiy left a voice masl and then, a couple
of hours later, added ham 1o my network of Twitter frends — pecpla
whose Twitter messages would be visible on my Twitter page.

Twitter immediately e-mailed Ammirati to et him know |°d
frimndeod him, and he phoned me to do the intendew

But | fumbled the cell phone and accidently dropped the call
baefore answering. 5o | Twitttered: “@5ean: Call me again, pheasa. |
fathngered the phone,

By preceding his name with the @ sign, | indicated that the
massacs, while vwable to thiy woreld at large, was intended just for
Sean

Sure anough, he called me back a minute later

passwd — Twitter spread illustration

I drew this illustration for an article on the microblogging service, Twitter. People use Twitter to write quick posts about their
daily activities, interesting finds, and more. I wanted to illustrate the multiple uses of Twitter with a whimsical depiction of

people “tweeting”.




Take Your Kids 2 Vote — Peabody Pollcat character design
The Take Your Kids 2 Vote campaign needed a face that would appeal to children, and provided the concept of Peabody
Pollcat. I drew him to wear the stripes of the American flag in his shirt and its stars in the markings surrounding his eyes.



Josephine Fu — tattoo

A good friend requested a tattoo design that incorporated steampunk elements, depicted Miss Havisham’s broken clock from
Charles Dicken’s Great Expectations, and would lie behind a shoulder while extending over the shoulder itself. I drew the
broken pocketwatch being eaten by stylized flames using long, flowing lines to give off an art nouveau feel.



BRAND SUMMARY

GORDO’S GRILLE

LOGO COLOR LOGO GRAYSCALE FONT PALETTE

ABCDEFGHIJKLMNOPQRSTUVWXYZ

abcdefghijklmnopqgrstuvwxyz
K‘ l lE 1234567890!@#%$%"&*()

RALLE CRNOC S

CASUAL MEXICAN DINING

oRDoS

CASUAL MEXICAN DINING

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijkimnopqrstuvwxyz
LOGO ON COLOR LOGO REVERSED 1234567890!@#%5% " &*()

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmno qrstuvwxyz

ORN O A RYLLE CROC S RALLE 12345678901@#$% &

CASUAL MEXICAN DINING CASUAL MEXICAN DINING

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghi Sjk:'mnapqrstuvwxyz
1234567890!1@#%5% " &*()

COLOR PALETTE SUN MARK

ABCDEFGHIJKLMNOPQRSTUVWXYZ
abcdefghijklmnopgrstuvwxyz
12345678901@#%% " &™)

Gordo’s Grille — identity package

Gordo’s Grille was a proposed Mexican sit-down restaurant. The client wanted the brand to convey the type of cuisine while
distancing itself from even more casual, fast food Mexican food venues. I created the custom handwritten logotype, used
Gotham for the tagline, and chose the burgundy and dark gold for a more mature color palette.

Other credits: Danny Taglienti, art director; Yun Kim, graphic designer
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Kincheloe — wine packaging

Kincheloe wine comes from Clifton, Virginia, a historically preserved town that dates back to the 1890s. I wanted the design
brand to reflect the timeless quality of the wine’s origin, and thus created a ring of tick marks to evoke a clock without hands. I
also sketched two visual landmarks of Clifton to use in the branding: the town’s Baptist church and red caboose. I designed for

wine bottles, a canned line, and wine charms.
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Blind Tiger — energy drink packaging

coLP Blind Tiger energy drink features both caffeine and alcohol. The name comes from blind tiger gatherings during the
ADDY Prohibition-era: attendants paid a fee to see a caged tiger and would receive complimentary alcohol. I wanted the brand
2010 to be sophisticated yet mysterious like its inspiration. I focused on stacking a variety of typefaces along with a half-tone,

screenprinted look for the imagery. The box is the cage for the tigers that peek out of the container’s gripholds.



