


Artist Statement
DJ Watts

Since early youth | have been hyper-visual. As far back as | can remember | have
been deeply affected by what my eyes take in. Color, form, shape, texture,
pattern, line; | have always been extremely tuned-in to these things at a level
that is almost visceral. Creative activity has been a part of my life for as long as |
can remember.

Although | have always felt myself to be a “creative”, it wasn’t until my 30’s that
| discovered my love for design. | excelled in the arts throughout my formative
years, and when | finished high school | continued to pursue art in college. |
wasn’t really sure what field or medium suited me most, | just knew that | loved
creative problem solving. | chose sculpture as my major, but soon discovered
that | lacked the discipline and maturity required to do well in school. |

dropped out and years later, when | decided to return, | spent a lot of time
soul-searching. | took aptitude and personality tests to help me choose the
best career path. ‘Graphic Designer’ kept appearing in my results as a strong
career choice. Looking back, it’s strange that it took me so long to see this.

One of my favorite creative activities as an adolescent was creating imaginary
rock bands and designing logos for them. | had been a lover of typography
even before | was a teenager. I’'m not sure why | hadn’t made the connection
sooner, but once | did, | knew I'd found my creative path.

Graphic design is everywhere; in every product you buy, every book,
magazine and brochure you read and every app and website you use. It's in
the videos and movies you watch. Graphic design is in your living room, it’s in
your bathroom, kitchen, and closet. It’s in your transportation to and from
your jobs and classrooms—which also contain elements of design. Graphic
designers are even employed by city and state governments for projects like
signage, bus routes and subway mapping. One cannot live through a full day
in today’s world without witnessing the work of graphic designers. In our
ever-increasing visual culture, graphic design is a powerful medium. My love



of design dovetails nicely with the fascination | have of mass media and the
power of imagery.

| have never considered myself an artist: the title never agreed with me. It’s
rather strange—almost like | knew at some level that | was a designer and not
an artist. Many of my peers see design

and art as synonymous. | do not. Design is deliberate. It serves utility and
beauty simultaneously. Design must be discernable. Its purpose is to
communicate something and that something needs to be received by its
audience. “Artists” can play fast and loose with whatever meaning they see fit.
Loose interpretation is practically the definition of ‘art’. This is not the case
with design. A designer must be very intentional about what they are trying to
communicate. There is much less room for loose interpretation. If I've
delivered a solution that my audience can’t discern, then | have failed as a
designer. That being said, there are many ways to solve design problems, and
there are times when one can and should employ subtlety. But at the end of
the day, design should solve a problem. Often the ideas that designers are
trying to express are quite complex. It is a designer’s job to simplify complex
problems and deliver simple solutions. | find design as a whole to be
deceptively simple.

Delivering simplicity can be a very complicated endeavor, and designers know this
best. Irreducible simplicity is what | strive for in my design. | want people to
experience my design and think, “This is the way it is supposed to be. What other
way could it be?”
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Figure 1: Book Cover lllustration Series.



The Grapes of Wrath 1s not merely

a great Amenican novel Jtis alsoa
significant event in our national history.
Capturing the plight of millions of
Americans whose lives had been
crushed by the Dust Bowl and the Great
Depression, Steinbeck awakened the
nation’s comprehension and compassion

-~ are filling and growing heavy,
growing heavy for the vintage.”
~Jon Seibeck
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Figure 2: The Grapes of Wrath Dust Jacket lllustration.
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THE GRAPES OF

shed m 1939, Stemnbec!
Pulitzer Prize-winning epic of the Great
Depression chronicles the Dust Bowl
migration of the 1930s and tells the
v of one Oklahoma farm family

n from their homestead and
forced to travel west to the promised
land of California. Out of their trials
and their repeated collisions against the
hard realities of an America divided into
Haves and Have-Nots evolves a drama
that is intensely human yet majestic in
its scale and moral vision, elemental
yet plainspoken, tragic but ultimately
stirring in its human dignity.

A portrait of the conflict between the
powerful and the powerless, of one
man’s fierce reaction to injustice,
and of one woman'’s stoical strength.
the novel captures the horrors of the
on and probes into the
very nature of equality and justice 1
once a naturalistic epic,
narrative, road novel, and
transcendental gospel, Steinbeck’s
powerful landmark novel 15 perhaps the
most American of American Classic:




Figure 3: Restaurant Rebrand: Menu Design.
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Figure 4: Restaurant Rebrand: Logo and Packaging.



Inside: Hat Help

A guide ta help you find
the pinfect hat to flatter

your face and make you
lock your dapper best.

Fedora

“The Feduora is coeased down the
<center of the crown with baskes
at the front and traditionally has
a biroad heim. The sryle actaslly
ariginated a3 3 womasis bat, with
e s Fiedura ooy frum
the title chamcter of Victori
Sardou's 1882 play, Fédora,
played by Sarah Bernbardtin a
fedoen em stage, Ty the 15205 it
bad been adopted as a men's hat,
and puw is oflen associabes with
the probibition gangster culture
of the 20 and Blm noér of the
40, The fednen 1s prevalent (s
madern pop culture and can

e seen in numervs Gibs and
tebevisivn shows like the hit series

Newsboy

The Newboy has the same averall
shape and stlff pesk In front asa
Flax cap but she body of the cap
s roumder, fuller, and puded
with a busttans an tops Like the flst
cap, it also has many names, Le.

a braker bop, a big apple, an eight
panel, o Gatsby and a Lundherg
Stetson. As the name suggests,
many newbays in the early 20th
century wore this cap, giving it s
“working class” reputation. Tow-

Bowler

ABonber is traditianally a hard
fielt har with a roanded crown.
and a carled brim. It was created
1 1849 by the Lunshon bat- mak
ers Thomas and William Bowler.
In America, the hat is commonly
refurred bio ax the “Derby” after
the Earl af Desby wore cae on &
wisit tor this side of the pond. It
wwas popubarized in modern so
clety by Charlie Chaplin, Havieg
evobred From a working hat, the
Tl et b propribeeity s

an alternative for the elsborately
tall and b

everthis s =
the newshay was commorly wern
by teersagers and young wea of all
social classes,

Mad Men.

top hat.
While still repeesenting respect-
sbillty and properness, the bove-
er was a mure modest hat than
the top hat, asd was wars by all
classes of men.

FOCOUTURE _.°

FORT COLLINS COLORADOAN, WEDNESDAY, JANUARY 15, 2014

Flat Cap

The Flat Cap ks u rounded cap
with a small, stiff brim, It is also
ko s lriver, @ cabiby, 0 ol

in Ireland. The Flat Cap can be
traced as far back as the 14th cen-
tary In Mortbern England. They
wenea common sight in the 19th
cenhry o U beadds of workisg
class men througheaat Dritain and
Ireland. Finer versions were often
u part af upper-class easual enan-
try wear. When Irish and English
immigrants canve bo the United
States, they brought the flat cap
with them throwgh Ellis Island.

D

o D5
fancy footwear oo

Trilby

Thie Trilby—Btle coussin of the
fedora—is namsed after the female
hervine of 8 novel of the same
name written by George du Mas-
rier. Trilby O'Ferral the beautiful
anist’s model who fell under the
spell of Svengall, wore the soft
inalented feli hat in an 1595 dra.
matisation. After the narn of the
century the Trilby became more
popubar as men rejected the more
formal sidf hats that were the

Pork Pie

A Bark Pie iva shirt crowned,
birimmed hat with a flat top and
a round crown shape, The hat is
primarily recognized as the hat of
many Jazz and Blues musiclans in
Pew Osleans. lis nanse bas a very
Hteral meaning the Jazz musl-
cians commonly worked as food
el durkig e iy, which gave
them sasy nccess to ple trays. They
Id take b d old dress hats,

vogue of the p tury. The
“Trilly was very much an Auseri
can fashion but quickly spread to
the rest of the world helped by the
medium of film.

trim off U damaged vuter brim
and reblock: the hats over ple tins.
Mowadays various versioas of the
provk pis www wvalluble, with vt

ous crowns and brim widths.

The Perfect Hat For Your Ugly Mug

by BRETT & KATE MCEAY

Up until the 19505, men were rarely seen cat and about without a hat
sitting upon their head. Since that time, the wearing of hats has seen a
precipitous decline. No one is precisely sure why. Some say the down-
fall of hats cccurred when TFK did mot wear a hat to his inanguration,
thus frsrever hranding them as uncoal. This s an urhan myth, howey
er, as Kennedy did indeed don a hat that day. Another theory posits
that the shrinking size of cars made wearing & hat while driving pro
hibitively difficult. Most likely, the demise of hats can simply be traced
to changing styles and the angoing trend towards a more casual Jook.
ts nee clse Foe 8 full resurgence. They are both functional and styllsh,
‘They can cover a bad bair day, keep your head warm, and shade your eyes
from the sun. They can also be worn to cover a receding hairline, which

instercstiangly enongly is wlhiy Frank ic heat wearer, atarted

Milelienerey
Millinery is the designing
and manufacture of hats.
A milliner designs, makes,
trims, or sells hats.

Figure 5: Newspaper Broadsheet: Infographic.

wearingone in the first place. They give you a touch of class and sophis-
tication, impart personality, and add an interesting and unique accentto.
youroutfits. And laks area sure-fire way (o boost your confidence, A cool
hat <an quickly become your signature piece and give you extra swagger.

What humans find attractive is larpely based an symmetry. The
mure symunveirical a face is, de more appraling it appears w others.
But there's mot muach we can do, shart of surgery, to change the sym
melry of vur B, Tlere are ways (o mitigate our asymunvelries, how-
ever. You may have heard a woman in your life talk about getting a
haircur thar fasters her particular face shape. While dudel halrcuts
don't come in encugh varieties to have the same effect, there is ancther
way guys can balance out their faces: hats, All hats make a man look
wmnre dupper. But picking a hat that is sight for your face shape will in




Saving
the | ,ost Art of

Conversation

By Megan Garber, lllustration by DJ Watts

78 | The Atlantic

Figure 6: Magazine Spread Illustration.

“l am going to be a little boring,”

Sherry Turkle announces as we sit down to tea in the living room
of her sprawling Boston townhouse.*And you're going to be a little
boring, too”

Turkle, for the record, is not boring. She is a psychologist and a pro-
fessor at MIT whose primary academic interest—the relationship
between humans and machines—is especially relevant in today’s
networked age. Her most recent boolk, Alone Together:Why We
Expect More From Technology and Less From Each Other, explores
our reliance on devices that can isolate us under the auspices of
connection. Published in 201 1, it poured 384 pages’ worth of water
onto technological optimism at a time when most of the culture
preferred to focus on the promise and allure of digital devices. In
this environment, Turkle has been one of only a handful of experts
willing to come out as tech-skeptical, which has made her a regular
on the op-ed/Colbert Report/TED Talk circuit.

continued on p. 126
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LIONSGATE PICTURES
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Figure 7: Hitchcock-themed Movie Poster.



AMERICAN FREETHINKERS
NDILNLILSNI NVINOSHLIWS

ROBERT G. .
INGERSOLL | yy  HiRSiAL

“SOME MYTHS DESERVE AND FOREVER WILLBE, THEFOEOF | “SLAMISNOT ARELGON.
OUT OF RESPECT FOR AND THE ASSASSIN OF FREEDOME.. THERY OF CONQUEST THAT SEEKS
THE HUMAN INTELLECT" | i DOMINATION BY ANY MEANS IT CAN'

SMITHSONIAN INSTITUTION
SHINNIHIIIHA NVIIHINY
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MARK TWAIN b cHomsky

“THE GODS OFFER NO REWARDS. /d Y NEVER WAS AWIRE < BILL HIGKS
wisae i OF ANY OTHER OPTION BUT “DONT WORRY, DON'T BE
ANY INTERESTINIT TOQUESTION EVERYTHING™ AFRAID, EVER, BECAUSE

] THIS IS JUST A RIDE"

SMITHSONIAN INSTITUTION
SUINNIHLIIHA NUDIHINY

Figure 8: Smithsonian Institution Playing Cards: American Heroes.



@he Washington Post

SPORTS

SATURDAY, MARCIL 7, 2014

o wiion | 1he Cost of GOlIlg

Far new uniforms (both home and

vay), mew helmets, pads, ghives and
other new accessorles.

$3 Million

For merchandise, including apparel

for men, women und children and

Dan Snyder spends
$20 mullion on brand
overhaul. Here’s how

it breaks down.

varknes other products,

$5 Million

@  Fordesign, including new logo, letterhead,
web development, new smart phone app,
not s mention lawyer fees for vetting

new name options.

The Cost of
ot Rebranding

By D] Wates

Washington Redskins owaer Dan
Snyder used to be able 1o ride

wil te sorm whenever eritics
maunted another campalgn to
et laien o change ie bam name
some conslder a raclst shar against
Hative Amvericans.

"Niever, is the answer hek given in
the past. But this year, the harrage
of crilicisen - fanned by sucial
medla, regular media and ndver
tising - has reached an all-time
high, leading same to wonder If

t 11"
$10 Millio
$10 Million
For stadium changes which includes a new
sign, replacing the logo throughout the entire

staddinm, a new scorchoard, new seats and
an entlre new line of merchandise.

the team that plays in Wishing
ton will have to plunk down $15
millian to change its name.
The Oneida Indian Mation., based
In upstate New York, has heen
enaking headveay with a radio
campalgn and "ChangeTheMas
cutorg” website declaring itk
*simply wrang to wse the oficnshe
term “Redsking 10 sell amything,
mnuach less an NFL team.” Ansd
Sparts Mustrazcd’s Peter King and
USA Today's Christine Brennan
have vowed not ta use the ward
“Redsking” again.
Maoat disconcerting for fans of the
namme, NFL Commissiones Roger
Condell seems 1o be backing ever
s alightly away from his former
of Mr, Sapder by telling a
NuC endio starlan an Sepr. 1127
one person is offended, then we
have to Nsten.”

Figure 9: Corporate Identity: DC Rogues: Infographic.

All of this comes after [0 mem
bers of Congress sent letters to Mr.
Snyder, Mr. Gonddl and FedFx
CEO Fred Senith wrging s name
change In late May. A group of
Mative Amvericans have launched
 trademark saft challenging the
Fedskins' abilily to exclusively use
a prafit from the name.

But Mr. Snyder and his team do
have the backing of most Ameri-
s & well as the stadlum’s span
sus. A fume Washington Post poll
fnand that rwo-thirds of Wash
inglon-area fans opposed a name
change. In a natlemal Assoclated
Press-GIK poll, 4 out of 5 Ameri-
e were against sch a change.
“We understand thal teve is

a difference of oplnion on this
fssuse sald u FedFx spalieswoman.
“Mevertheles, we bdieve that our
spansorship of FedBx Fleld can
Rinaes Lo be in the best interests of
FedEx and its stackholders™

In boday’s politically cornect
environment, the Redskins are
probably “delaying the inevita-

somimed v . 117




Figure 10: Corporate Identity: DC Rogues: Packaging.




Figure 11: Corporate Identity: DC Rogues: Uniforms.




Figure 12: Corporate Identity: DC Rogues: Logo.
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