




At about 5:10, if I’ve been paying attention to the time near the end of 

the workday, I’m usually merging onto 287 from 7th Street right at the 

edge of downtown Fort Worth, ready to drive the 35 minute trek to the 

house I just bought last summer in Oak Cliff. My thoughts on the ride 

home lately traverse between wondering who’s going to get kicked off 

of Top Chef this week and trying to figure out how to get more sidejobs/

freelance gigs over the next year to ensure an open bar at the wedding. 

This is in stark contrast to the job I held before last fall. My daily trek from home to the office 

garage was less than a mile, and I didn’t think of anything but work during that drive, nor 

during my free time. Outside of work, I talked about work. I had dreams about work. I was 

married to work. From September 2001 to August 2007, work was how my friends and family 

knew me. I had struck gold with that job, and for 6 years, I lived to work. 

●

Now, I work to live. I usually get home before 6pm. Office hours are 8:30 to 5pm. At the old 

place, my average home arrival was between 7:30 to 9pm (around 10-ish during “the season”), 

and I would even bring work home. I worked every weekend. This was all by choice, though. 

I loved that place. The hours and the intensity had a major pay-off. In those 6 years, I amassed 

a gigantic portfolio, stuffed to the brim and sprinkled with various awards, in addition to 

gaining an amazing amount of experience I could not have gained elsewhere in the same 

amount of time. I started as a Junior in September ’01 and by June 2006, I was asked to play 

the Creative Director. It was a Type-A Designer’s dream come true.

●

But during the last years of that job, I lost one of my parents while the other grew more and 

more ill. Along with growing familial responsibilities, health issues and major changes in the 

lives of my best friends, I wanted more and more to have a life outside of work — which 

brought me to a big fat fork in my career path. I asked myself, if I continue the way I’m going, 

am I going to regret the sacrifices I make outside of work? Can I afford to keep seeing the 

psychiatrist? Am I driving people away by my incessant talk about annual reports, how my anti-

anxiety medication makes me tired and my developing philosophies on business practices?

●

I came to the decision that I needed a change. Last August, I stepped down, packed the 10 

or so boxes I accumulated over the last 6 years and accepted a position as the Associate 

Creative Director for a small Fort Worth agency. Since I made that change, the hours I work 

are less intensive as is the stress. The business philosophy is different. The clients are different. 

I am not as tense. This is what I need now. I had changed. But the new place is not necessarily 

better than the first. It’s just better for me, now. Without noticing (probably because of the 

anti-anxiety meds) I had gone from Designer Type A to Designer Type B. 

I’m talking goals and personalities, not psychiatry. 
Now to go into generalizations for identification purposes: there’s at least 5 types of designers. 

Talking with a handful of creative directors I know, having worked with a lot of different 

types of people in my career, and having a circle of like and unlike minded friends in the 

same field — I’ve been able to recognize the different archetypal personalities. The “designer 

type (D)” in combination with “workplace type (WP)” can determine the happiness and 

success each designer can potentially have. 
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The 5 types of designers are: 

D-Type N: “The Newbie” 
The Newbie is just that — new to the biz. Can be young 
or old. Usually comes with some fresh ideas, but does 
need a lot in the terms of being shown around. But one 
of the benefits of being the newbie, is the freshness, the 
ability to acclimate to the demands and processes of 
their first job. This has pros and cons depending on 
where the first job is. If the newbie starts at a high-stress 
workplace (see workplace types below) — they can 
usually handle most jobs after that. If the newbie starts 
and lasts at a less stressful and enviable 9–5 workplace 
(like WP-Type H), then the adjustment can be slightly 
daunting, unless they take the newbie spirit of when 
they started and apply it to the new workplace. 
 
D-Type A: “The Award/Advancement Seeker” 
This is the description of a lot of the designers I’ve 
worked with. Everyone wants to be in Print and CA, and 
D-Type A is more than willing to work the hours to win 
more work in the shop, have more ownership of the 
projects, and have their names in the books. D-Type A 
can be an intern, a junior, senior, ACD, up to CD. In the 
firm I worked in before, we were all such. The firm’s 
structure was to compete for projects — and if you win 
it, you own it — which not only helped me drop the “N” 
off my designer designation quickly — but also kept me 
from not being complacent. It helped me become more 
creative. I was working over 60 hours a week sometimes, 
but happy as a clam.
 
D-Type B: “The Balance Seeker” 
I find more of the more experienced designers are D-
Type B’s. They used to be Type A’s, but they have more 
things outside of the office that they consider important 
than they had when they started. They still want to be 
in the books — and will work very hard — but they’ll do 
it and still be at home in time to have dinner with their 
loved ones.    
 
D-Type F: “The Frustrated Designer” 
This type can be further broken down into FWO and FND 

“Frustrated/wants out of design all together” and “Frus-
trated/wants to explore a new direction.” D-Type F’s are 
spawned from D-Type A’s usually or D-Type N’s that 
realize this just might not be the field they want to be in. 
Sometimes, it’s just a stage until they get another burst 
of inspiration. But if they stay in this mode (whether it’s 
internal or a catalyst from their workplace) — some-
times they’ll get out of the field all together, or explore 
options related to design (some love the people but 
hate the wacom).
  
D-Type O: “The Wanna Be Owner Someday” 
These designers are overheard saying, “I could run this 
place better…” or “when I open my own shop….” Or the 
designer just loves where they work so much that they 
want to be a partner in its success. 

These designers have at least 5 
workplace types to choose from: 
 
WP-Type OSS: “The One-Stop Shop” 
An OSS is usually a small to midsize design firm, offering 
everything from logo design to advertising to web design. 
Many of the core companies in the metroplex lay in this 
generalization. A Type A designer would do very well in 
one of these companies, and especially a Type N. A-N’s 
get a lot of exposure to a lot of different types of projects 
and can build a wealthy portfolio if their motivation, 
talent and drive are equal. 
 
WP-Type C: “The Agency/Conglomerate” 
A Type A-N can do well at a C type place — however, 
there are more layers (where junior, regular, and senior 
titles come more into play) and less of a chance to quickly 
have a range of projects under your belt. An N will have 
to work hard to rise in the ranks and have the opportunity 
at project ownership quickly into the game. The type C 
workplace does usually have more rewards in terms of 
money and benefits. 
 
WP-Type H: “The Inhouse Department” 
Stereotypically, an inhouse dept is very welcoming to a 
designer type B. But the range of projects can tend to 
pigeonhole you when you seek employment elsewhere. 
Outside of hours, the money and benefits can be very 
welcoming too, especially if it is a large company you’re 
inhouse with. 
 
WP-Type B: “The Boutique” 
The type B workplace is very much like an OSS, but with 
less corporate (aka “stuffy”) clients. WP Type B’s tend 
to have sort of a signature style (whether voluntarily 
accepted or not) and specialize in one area of design. 
B’s and N’s can do very well in these places, as do F’s who 
can find much solace in specialization and an adherence 
to a focused style. 
 
WP-Type S: “The Starter Company” 
The owners are entrepreneurial. These places range from 
a one to five man shop. N’s do well at these places, as 
do F’s and the O’s. The money and benefits are not as 
great, nor is the job security sometimes, but the risk can 
well be worth it. 
 

IF WP MAKES AN OFFER … Outside of the generalizations of firms and 

designers — what we should all look for when seeking a place to work 

could be the harmony of the specific workplace’s philosophies and client 

bases with our own goals. A good checklist of whether to apply and/or 

accept a position follows: 

It’s all in the company you keep…  
Some firms let their clients define them, some firms define their clients. A good thing to 
look at is the companies’ client list — since those are the companies’ customers, and the 
people in the firm that deal directly with those clients tend to cater to those people, their ways 
of doing things and their philosophies — meaning, you’ll have to do so as well. On the company 
website — does their portfolio have a good range of corporate clients to retail clients?  
 

To letterhead or not to letterhead? 
Again, look at the company website portfolio. Does it have the balance of work you want 
to do? If you want to do more advertising, and it’s all logos, it may not be the place for 
you. However, working at a place that offers you the position regardless of your clashing 
portfolios could offer you more range. Going outside of your comfort zone is not a bad 
thing, but you have to be ready not to be a design superstar right off the bat. You have to 
conquer the learning curve, and depending on your commitment level, and the hours you’re 
seeking, the payoff could be tremendous. 
  

I don’t give a damn about my bad reputation… 
Because honestly, most established companies have them. Ask around about the company 
that might be courting you. But not just to your friends. You can even contact someone 
from the board of the DSVC and ask them if they know anyone that used to work at the 
place you’re looking at. Find an old employee AND a current employee (you can ask the 
person hiring you for names and emails) about what they liked and disliked about the 
company, and this can help you assess whether or not it’s the right fit. I was always very 
honest when hiring people at the old place. But some people that are tasked with hiring 
designers aren’t always forthright. Some are just trying to fill chairs and not spots on the team. 
 

How much is that designer in the window? 
Look at the website under “team” or “our company.” Where is the lead creative person 
listed? Is it a company of account executives or a company of designers? What is the ratio 
between the people in the company that deal with the clients and the designers that do 
the work for the clients? Ask the current employee/past employee (from above) how much 
client interaction you might have. Are you shielded from the client (not good) or do you 
get to interact with them (all good in the long run)? 
 

After all of that, comes the discussion of money and benefits. And if you find a place that 
satisfies the small checklist above, money and benefits should be peripheral. If you were in 
this field for money, and not happiness, you got the wrong degree. The design side can be 
monetarily rewarding — but that comes with time. The major reward is the work you get to 
do, and the experience and satisfaction you get from the place you work and the people 
with whom you get to work. As designers, we get to draw, design and make stuff up for a 
living, and that’s worth more than all the extra Ø’s you might find at the end of other people’s 
paychecks. Choose what you want to do first, and the money will follow. I’ve seen a lot of 
designers who took new jobs with higher pay and ended up regretting their decision.

●

Thankfully, this isn’t our parents’ line of work where the wise thing is to stay at one place 
for 25 years and retire. You can correct the shiny money mistake by sending out your résumé 
once again. And with designers growing into and out of their jobs more frequently than in 
most fields, there is usually an opening somewhere. Finding the opening that equals “the 
perfect place to work,” though, is like digging for gold. It takes some effort, and each attempt 
might not pan out. But the opportunity to find it is out there, and when you do, it’ll be 
totally worth it. 

“Finding the opening 

that equals ‘the per-

fect place to work,’ 

though, is like dig-

ging for gold. It takes 

some effort, and 

each attempt might 
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the opportunity to 

find it is out there, 

and when you do, it’ll 

be totally worth it.”
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 Identity 
	 logos	
 

1	 LIVING	ROOM	

 silver 

 Murillo Design Inc. 

 Rolando G. Murillo, creative director 

 Rolando G. Murillo, designer 

 Stan McElrath, art director 

 

2	 MAGIC	SOFTWARE	DEVELOPMENT	

 bronze 

 Utility 

 Ray Gallegos, creative director 

 Ray Gallegos, designer 

 Ray Gallegos, art director 

 

3	 CROSSROADS	COFFEEHOUSE	&	MUSIC	CO.	

 bronze 

 Peterson Ray & Company  

 Scott Ray, designer 

 Scott Ray, art director 

 

4	 LITTLE	PEACE	

 silver 

 Rigsby Hull 

 Lana Rigsby, creative director 

 Andy Deerwater, artist/photographer 

 L Rigsby/T Hull/D Pagan/D Powel, designer 

 Junior League of Houston, client 

 EMCO Press, printer

1

2

3

4

� 50� Da�as Show

 Business & Institutional Literature  
	 consumer	brochures	
	 and	booklets	
 

5	 WHAT	ARE	THE	ODDS?	

 silver 

 Tadd Myers Photographer 

 Tadd Myers, artist/photographer 

 Cassie Kruemcke, designer 

 Cassie Kruemcke, art director 

 Boys and Girls Club of Fort Worth, client 

 

6	 WALTER	P	MOORE	PROFILE	

 silver, judge’s choice 

 Rigsby Hull 

 JoAnn Stone, copywriter 

 Thomas Hull, art director 

 Thomas Hull, designer 

 Walter P Moore, client 

 Steve Woods Printing, printer 

 

 

 Editorial  
	 consumer	magazine	
 

7	 BELLA	VITA	

 gold 

 American Airlines Publishing  

 J.R. Arebalo Jr., creative director 

 Don Flood, artist/photographer 

 Samuel Solomon, art director 

 American Airlines, client 

 

8	 GARBAGE	IN,	GARBAGE	OUT	

 bronze 

 American Airlines Publishing 

 J.R. Arebalo Jr., creative director 

 Beth Callahan, artist/photographer 

 Samual Solomon, art director 

 American Airlines, client

5

6

7

8
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 Editorial  
	 consumer	magazine	
 

1	 LISTEN	

 bronze 

 Spirit Magazine/Pace Communications 

 Kevin de Miranda, creative director 

 Lauren Chesnutt, art director 

 Southwest Airlines, client 

 

 

 Editorial  
	 trade	magazine	
 

2	 RIGAMAROLE—SPRING	2007	

 silver 

 Rigsby Hull 

 Molly Glentzer, copywriter 

 Terry Vine, artist/photographer 

 Thomas Hull, designer 

 Thomas Hull, art director 

 Diamond Offshore, client 

 Steve Woods Printing, printer 

 

3	 RIGAMAROLE—ACTING	UP	

 bronze 

 Rigsby Hull 

 Denise Allen Zwicker, copywriter 

 Terry Vine, artist/photographer 

 Thomas Hull, designer 

 Thomas Hull, art director 

 Diamond Offshore, client 

 Steve Woods Printing, printer 

 

4	 RIGAMAROLE—DELVING	INTO	THE	DEEP	

 bronze 

 Rigsby Hull  

 Barbara Saunders, copywriter 

 Mieko Mahi/Chris Shinn, artist/photographer 

 Thomas Hull/Daniel Pagan, designer 

 Thomas Hull, art director 

 Diamond Offshore, client 

 Steve Woods Printing, printer

1

2

3

4

 Packaging  
	 packaging	series	
 

5	 BEE	THINGS	PACKAGING	

 silver 

 BarfootWorldwide 

 Jeff Barfoot, creative director 

 Jeff Barfoot, copywriter 

 Jeff Barfoot, artist/photographer 

 Jeff Barfoot/Shay Ometz, designer 

 bee things, client 

 Hill Printing, printer 

 Fox River Sundance, paper 

 

 

 Environmental Graphics 
	 signage,	display,	kiosks,	
	 architectural	graphics	
 

6	 D’OH	THANK	HEAVEN—SIMPSON	QUICK-E-MART	

 gold, judge’s choice 

 TracyLocke 

 Ryan Blum, copywriter 

 Regan Holley, creative director 

 Matt Rand, art director 

 7-Eleven, client 

 

 

 Posters 
	 single	poster	
 

7	 DOYALD	YOUNG	POSTER	

 bronze 

 Scott Design  

 Virgil Scott, designer 

 VCD Dallas/Texas A&M University, client 

 Inky Lips Letterpress, printer 

 Lettra Flourescent white, paper

5

6

7
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	 self	promotion	
 

1	 DIRECT	MAIL	POSTCARDS	

 gold 

 GeyerCom 

 GeyerCom, studio/agency 

 Jeff Barfoot/Wayne Geyer, designer 

 Wayne Geyer, copywriter

  

 

 personal	cards,	invitations,	
	 announcements	
 

2	 CTS	THANKSGIVING	CARD	

 bronze 

 More Branding+Communication 

 Chad Mjos, creative director 

 Justin Johnson, designer 

 Crafton Tull Sparks, client 

 Western Printing, printer 

 

3	 SEMGROUP	LPGA	INVITE	

 bronze 

 More Branding+Communication  

 Chad Mjos, creative director 

 Justin Johnson, designer 

 SemGroup, client 

 

4	 TWENTY8TWELVE	EVENT	INVITATION	

 silver, judge’s choice 

 The Matchbox Studio  

 Jeff Breazeale/Liz Burnett, creative director 

 Lily Smith-Kirkley/Tara Jones, artist/photographer 

 Lily Smith-Kirkley, designer 

 Neiman Marcus, client 

 Millet the Printer, printer 

 Neenah Classic Linen, paper

1

2

3

4

	 direct	mail	
 

5	 DIRECT	MAIL	CAMPAIGN	

 bronze, judge’s choice 

 MasonBaronet 

 Paul Jerde, creative director 

 Max Wright, copywriter 

 Rick Rodriguez, artist/photographer 

 Jason Puckett, designer 

 Jason Puckett, art director 

 MasonBaronet, client 

 Millet the Printer, printer  

 

 

	 menu/collateral	package	
 

6	 DALLAS	COWBOYS	MENU	AND	COLLATERAL	

 silver 

 Rovillo + Reitmayer 

 Samatha Reitmayer, creative director 

 Samatha Reitmayer, art director 

 Samatha Reitmayer, designer 

 Dallas Cowboys, client 

 

 

 Creative Clubs 
	 single	poster	
 

7	 PENTAGRAM	POSTER	

 gold 

 BarfootWorldwide 

 Jeff Barfoot, creative director 

 Abbott Miller (Pentagram), copywriter 

 Dick Patrick, artist/photographer 

 Jeff Barfoot, designer 

 DSVC, client 

 Ussery Printing, printer 

 Neenah Eames, paper

5

6

7
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 Photography & I�ustration 
	 newspaper,	magazine,		
	 or	outdoor	
 

1	 $5	OFF	

 bronze 

 Andy Bennett Photographer/Tracy Locke 

 Regan Holley, creative director 

 Ruan Beals, art director 

 Andy Bennett, artist/photographer 

 Chad Smith, copywriter 

 Floyds Barbershop, client 

 

 

 Editorial 
	 consumer	magazine,	trade	
	 magazine	or	newspaper	
 

2	 BOVINE	PORTRAITS	

 gold, judge’s choice 

 Randal Ford Photography 

 DJ Stout, creative director 

 DJ Stout, designer 

 Randal Ford,  artist/photographer 

 Dairy Today Magazine, client 

 

3	 THE	CLASSIC	

 bronze 

 Spirit Magazine/Pace Communications 

 Kevin de Miranda, creative director 

 Brody Price/Emily Buxkemper, designer 

 Lauren Chesnutt, art director 

 Allison V. Smith, artist/photographer 

 Southwest Airlines, client 

 

 

 Books 
	 cover,	jacket	or	interior	
 

4	 PAT	GREEN’S	DANCE	HALLS	&	DREAMERS	

 bronze 

 Guy Rogers III 

 Guy Rogers III, artist/photographer

� 50� Da�as Show

1

2

3

4

	 self	promotion	
 

5	 IMAGES	INSPIRED	BY	NORMAN	ROCKWELL	

 bronze 

 Randal Ford Photography 

 Randal Ford, artist/photographer 

 Lauren Smith Ford, art director 

 Randal Ford Photography/Tribeza, client 

 

 

 Unpublished 
	 photo	series	
 

6	 SUDANESE	REFUGEES	

 bronze 

 Jeremy Sharp Photographer 

 Jeremy Sharp,  artist/photographer 

 

 

 Miscellaneous Photography 
	 consumer	packaging	series	
 

7	 EXCEL	ENERGY	DRINK	

 gold 

 Russell Rutherford Group 

 Dale Selnus, creative director 

 Dale Selnus, art director 

 James Russell, artist/photographer 

 

 

 Advertising 
	 single	ad	
 

8	 RETIRE	THE	WIRE	

 bronze 

 Launch 

 David Wilgus/Diane Seimetz, creative director 

 Richard Wezensky, art director 

 Alex Slotkin, copywriter 

 Wi-Gear, client

� 50� Da�as Show

5

6

7

8
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Something Like Golf
The DC Stipp 10th Annual Golf Tournament was a great success. 
The tournament was held May 2nd at Grand Oaks Golf Club in Grand 
Prairie after being held for several years at Twin Wells. The switch 
to the tree-lined course brought out a full field for the first time in 
several years. The participants were greeted with great weather and 
a full day of something that included golf clubs, golf clothes, and 
lots of golf language but not much real golf. This was highlighted 
by free drinks at what seemed like every other hole. 
 Many thanks to Olmsted Kirk, Sanderson Hawkins, David Carter 
and Rovillo Reitmayer for providing the tasty mojitos and on-course 
margaritas. I’m pretty sure we all managed to forget a few strokes 
due to your hospitality at the Oasis holes. Apparently the guys at the 
Graphics Group are spending a great deal of time putting in the 
halls at the shop as they won the tournament easily, so congrat-
ulations to them.
 The real winners, though, are the students who will be getting 
a good portion of the more than $8,000 raised at the tournament. 
We have a great group of sustaining members and club members 
who make this event a fun day and a great success every year. 
The golf committee would like to thank the Stipp family for 
coming out and participating every year and allowing us 
to have DC as the icon for the tournament. This year was 
a great success, and we look to build on it and have an 
even better tournament in 2009. We’d like to extend 
a special thanks that Ray Radcliff was kind enough 
to sponsor the post-tournament Margaritas for 
the 3rd year in a row. Cheers and thanks, Ray!
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