
david chipps
media de s i gn

PORTFOLIO FINISHED 11/20/02  11/23/02  11:46 PM  Page 1

http://www.davidchipps.com
Unknown
15in, 17in, and 21in refers to monitor screen size.
Click on the horizontal bars in the document to visit www.frame-rate.net.
Click on video pages to review videos on CD.
Videos require the quicktime player.



PORTFOLIO FINISHED 11/20/02  11/24/02  12:28 AM  Page 2
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d i e s e l  o ve rd o s e  c amp a i g n
promot iona l  book le t

In the early 90’s, at a time when over 

glossed black and white photography

was the very essence of high couture,

a company called Diesel came along and

shook the foundation of the fashion

adver tising world with edgy campaigns 

that screamed out in full Technicolor.

The Diesel Overdose Campaign continues

in this direction, borrowing from 80’s

daytime soap operas. The campaign relates

to the current clothing line—made up of

single strapped dresses and revived 

80’s cuts—while appropriating 

its own modern spin.

The finished production tells the story of

a poor girl who has suffered an overdose

of Diesel fashion. The story line in the

campaign booklet is told through the 

eyes of a resident nurse who is a cross

between Mae West and Nurse Ratchet

of One Flew Over the Cuckoo’s Nest.

The finished production is edgy and fun,

representing my own abilities as a designer

and photographer and dramatizing the

outrageous camp behind 

Diesel’s "successful living" (1).
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DIESEL HOSPITAL
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DIESEL OVERDOSE ADMITTED
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VISITING HOURS
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AFTER HOURS
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nos f e r a t u  c amp a i g n
promot iona l  book le t  

When asked in the fall of 2001 to 

explore an old film and create posters in

a modern to postmodern visual language,

I immediately thought of F.W. Marnau’s

German Expressionist film Nosferatu.

However, I was stumped when it came 

to a reason for redesigning the film.

I then realized that a modern retelling of

the movie would provide a good reason

for a new design. I thought the film should

be done by David Cronenberg, whose

dark psycho-analytical approach to such

films as Dead Ringers, Naked Lunch,

and Crash give a unique approach to 

stories difficult to translate to celluloid.

Cronenberg not only visually translates

the work for the viewer, but also does 

so in a style that is both modern and

uniquely his own.

Deciding on Cronenberg, I created a

promotional booklet, postcards, and

opening credits that fused the story of

Nosferatu with Cronenberg’s unique style

and vision. The finished outline puts the

Count in the roll of a respected doctor.

The state of vampirism is no longer 

a monster with teeth, but a person 

plagued with an illness who infects others.

The lead character played by Udo Kier 

uses vampirism as a metaphor for his

condition. He doesn’t have teeth; he 

uses a needle to extract blood from his

trusting patients. He doesn’t have magical

powers; he uses the addictive viral agent

of his own blood(2).
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nos f e r a t u  c amp a i g n
promot iona l  book le t
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nos f e r a t u  c amp a i g n
promot iona l  cd
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nos f e r a t u  c amp a i g n f ang  pos te r
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nos f e r a t u  c amp a i g n b lood  bag  pos te r
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pho t o g r a phy
co l l a ge  and  des i gn

The design projects covered throughout

this section represent my skills in digital

painting and collage. The projects are

photograph collages spliced together 

to create new meaning.

My digital painting and use of color was

heavily influenced by my education in

figure painting. I have found from

experience that one cannot fully

comprehend the color models they

are working with, whether it is 

with printing ink, paint, or the RGB 

light of a monitor, without hands on

experience. The work that follows 

stands as testimony to that belief.
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e n c y c l o p e d i a  o f  t h e  s u p e r n a t u r a l cd  cove r

Encyclopedia of the Supernatural was a

product aimed at the CD ROM audience.

A market filled with interactive games,

Star Trek and X Files packages, and

informative children’s products. I decided

to create a CD cover with imagery and

lay out that would speak to that market.

For the layout, I began by examining 

the six interactive areas of the 

CD—haunting, dreams, the zodiac,

aliens, paranormal mind activity, and

witchcraft. I created a center image from

various mediums that could be used 

as the program’s interactive menu.

The image is a collage comprised of 

different par ts that reference areas of 

the application. Each section is captioned

with information explaining what section 

that area of the menu leads to and 

what that section contains.
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f i nne g an’s  w ake
book  cove r

Designing a cover for James Joyce’s Finnegan’s Wake was

a difficult challenge. After all, the book is a fragmented

work comprised of hundreds of traditional symbols and

folklore from eastern to western philosophy 

embedded in linguistic puns.

My approach was to attempt to look at the big picture

and grab at impor tant visual symbols in the book that

could translate in various religions and mythologies.

I chose the symbol of the snake, for it is one of the most

universal metaphors standing for knowledge, rebir th, and

the after life. The symbolism is fur ther strengthened by

having the serpent in a never ending coil that moves into

shadow and is echoed on the back of the book.

The open eye in the center of the snake’s coils was 

used as a metaphor for the rebir th written about 

in James Joyce’s novel.

With two fair ly simple images placed within one 

another, I was able to get the feel and universality

conveyed in Finnegan’s Wake.
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Brain: The World Inside Your Head is an

exhibit for the Oregon Museum of

Science and Industry. I decided to

present the viewers with just that,

a scene that is not tangible 

and just beyond reach.

The exhibit includes a section that

covers vision and how the eye perceives

light waves as color. In this section are

chromatic glasses that create the illusion

that cer tain colors, such as red, are

closer than other colors. The glasses

assign depth to color according 

to where that color is on the 

visual spectrum of light.

Using this to enhance my design,

I created a layout using an almost 

neutral spot color. I than laid in a visual

abstraction of a city that I broke down

into solid, pure fields of color. When the

glasses are off the neutral field holds the

viewer back and reminds them they are

peering into a colorful abstract world

beyond reach. When the glasses are on,

that world achieves depth and the

viewer feels they are spying through

a peephole into the mind.

br a i n: t he wo r l d  i n s i d e you r he ad
oregon  museum o f  s c i ence  and  i ndus t r y  exh ib i t
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ev i an  
promot iona l  adve r t i s ement

The Evian adver tisement is an ad that the

company wanted to be unique, refreshing,

and say something about the origins of

Evian spring water.

I approached my sketches with a firm

belief that I should stay away from the

standard Alps landscape. After careful

consideration, I thought the ad should

depict the moment of discovering

Evian, the first commercially sold 

bottled spring water.

I wanted a background of polar ice, but 

I didn’t have time to visit the mountains.

The finished background for the

adver tisement was completed with 

ice that was scanned into a computer,

then adjusted through levels and curves.

The ice pick was created from a hammer.

The completed adver tisement looks 

like the discovery of a polar expedition.

The blue ice is tantalizing, refreshing, and

suggests Evian’s Alps origins. The viewer

would never guess the ad is a product 

of my freezer at home(3).
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When I was given the creative assignment

of designing a postcard for Por tland,

Oregon, I approached the work as a

creative investigation. I wanted to capture

that haunting storybook quality that one

gets when they come into Por tland.

While stor yboarding and researching the

project, I stumbled across the 19th century

romantic landscape paintings of Caspar

David Friedrich. Friedrich, known for 

his beautiful paintings of Monk by the Sea,

Abby in the Oak Forest, and Woman at the

Window, often used an overwhelming

landscape to convey the sublime in nature.

Friedrich also frequently used characters in

the painting with their back turned toward

the viewer. In doing this, Friedrich created 

a dichotomy, where the viewer of the

painting and the viewer of the landscape

become one and the same. Used in 

a promotional piece, this relationship

between viewer and subject would be a

great way to hold the viewer’s attention.

The finished piece is contemporary

with a flare of Romanticism plays

off the character of Por tland.

por t l and  pos t c a rd
promot iona l  book le t
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The Lesbian, Gay, Bisexual, and Transgender

Film Festival is a yearly event I work on

with Gabriel Mendoza. The work came

about when Gabriel, who has been doing

publicity for independent films, decided to

use his connections to contribute to the

pre-existing film festival.

The posters are from this year and use

sassy stock photography to catch the

viewer’s attention. My poster design 

was used on the cover of a thir ty-page

brochure and on the VIP passes. Since

Gabriel star ted working and booking the

festival, Seattle Weekly has listed it as 

being better than the same film 

festival in San Francisco.

l g b t  f i lm  f e s t i v a l  
promot iona l  wor k

l g b t  f i lm  f e s t i v a l g i r l  pos te r
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l g b t  f i lm  f e s t i v a l boy  pos te r
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vec tor  de s i g n
t ypog r aphy  &  d i g i t a l  i l l u s t r a t ion  

The design projects covered in this

section show my skills in typography

and digital illustration. While there are a

few assignments that incorporate bitmap

images, the projects overall are vector

based, utilizing type, digital illustration,

and page layout as key elements

in their compositions.

The digital illustrations were heavily

influenced by my education in figure

drawing. My year of figure drawing

trained me in drawing fast accurate

sketch work in order to quickly research

and develop effective design solutions.

My use of typography stems from years 

of study in typographic history. The end

result is a clean design that effectively

communicates the work and concept.
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Typographique is a type symposium for

which I created a poster, mailer, and CD

package. The client wanted a two-color

press job for the poster to cut back on

costs. They preferred that one of 

the typefaces being given away for

promotional purposes be the main

emphasis on all three pieces.

My final design uses the pleasing

thick/thin line weight of Optima 

in a way that depar ts from its 

previous general use. The type is shown

in varying point sizes, where kerning and

baseline change from letter to letter.

On the poster the letters create a

sentence where each letter of the

alphabet is present, giving the viewer a

full idea of the forms that make up the

Optima alphabet. The letterforms create

a crowd, while the letters O, P, T, I, M, A,

are spatially removed, appearing to 

walk on a catwalk above. The letters 

are placed on the page to mimic the 

par ticipants of a fashion show.

The cover of the CD is a simplified

version of the poster taken from a

different perspective. Inside, the letter

T has been combined with the letter O

on both the CD and CD inser t, through

use of a die cut. The end result is a

Typographique T, which changes to an

Optima O, when the CD or mailer is

removed from its packaging.

The mailer is an even simpler version 

of both poster and CD cover, with 

just the word Optima playfully

printed in the cover.

The three pieces work well together, yet

each offers its own unique approach.

Together, the pieces promise a fun,

elegant event that will promote

enthusiasm for typography.

t y po g r a p h i q u e  
promot iona l  cd  package
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t y po g r a p h i q u e  
pos te r  and  ma i l e r
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The magazine ar ticle on Roland Bar thes and

metalanguage is my own quick synopsis of

Mythologies last and longest chapter. In the

chapter Bar thes attempts to take language

apar t and identify how language works with

signifier, objects signified through written

and spoken word, and subject, the 

individual presented with the signifier.

Because the text was rather heavy, I decided

to use a bunch of playful images that I could

then refer to in the text as examples. I used

posters and adver tisements from around

the time Mythologies was written and

contrasted these images with modern

adver tisements. By doing this I present

the ways in which Roland Bar thes’

analysis of language could be useful 

to graphic designers and adver tisers.

ro l a nd  b a r t he s  a nd met a l an g u a g e  
magaz ine  sp read
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The U-Man State of Hypocr isy is a poem 

I wrote that plays on Dr. Seus’s children’s

literature. The poem uses Dr. Seus’s

language and character construction 

to examine the complicated two-

faced nature of politics.

To play on the Dr. Seus construction of 

my poem I chose Caslon, Century and

Garamond typefaces. The poem is

assembled as if cut from a variety of

children’s books. Yet, when the viewer

backs away, order takes the place of

chance and the image becomes

that of a five-dollar bill.

Using money as an embedded symbol

within the chaotic letterforms allows the

poem to fur ther convey the idea of

corruption and greed in politics.

t he  u - m an s t a t e  o f  h y poc r i s y  
exper iment  i n  da  da  t ypog r aphy

PORTFOLIO FINISHED 11/20/02  11/23/02  11:47 PM  Page 29



The Embodiment campaign was a

billboard ad for a fragrance line that I 

was working on for Calvin Klein. The

adver tisement was to be unique, yet

fit in with the rest of Calvin Klein’s 

fashion branding.

After several sketches, I decided on

replacing the d in embodiment with a

human figure contor ted into a capital D.

The figure plays off the definition of the

word and the word body. To balance out

the word I capitalized the E and the T.

Not only do the letters balance out the

word, they become the container for 

the word. A person that embodies an

emotion would become a symbol for that

emotion; they would contain its meaning.

In my depiction of the word embodiment,

the E and T spatially act out what the

word is able to do when 

applied in a sentence.

The end result is an ad that is timelessly

elegant, yet delivers a quick, direct and

memorable impact for the consumer by

simply underscoring the definition of the

word and, therefore, the 

product being sold(4).

e m b o d i m e n t
f r a g r ance  ad
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Adobe Shape Line + Color is a manual

cover I worked on for the companies

popular young adult version of Illustrator.

I stayed with the company’s visual style,

while conveying the possibilities

of the application.

I created several prototypes, the first

being a set of building blocks that mimic

the look of a city. On a separate version 

I created a title rendition of the Mona

Lisa that is cropped in an unfamiliar 

way. After listening to various viewer

responses, I decided to merge the two

works, implying that the application is

the educational foundation of a future

Da Vinci. By combining the works, the

cover speaks to both the children that

want the product and the adults who

will most likely be purchasing 

the application.

The cover conforms to the visual

language of other adobe products,

yet still has a uniqueness that informs

the viewer of the possibilities offered by

the manual for the vector application(5).

s h ap e, l i ne , +  color
book  cove r
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t u a l a t i n  v a l l e y  water  qu a li t y  e ndow men t  f und
l o go  app l i ed  to  s t a t iona r y  and  van  /  p romot iona l  o r i g am i  f i s h

The Tualatin Valley River Project is a

group located in Beaver ton, Oregon,

who are concerned with the quality of

the watersheds of the Beaver ton area.

The nonprofit organization wanted 

a simple modern logo capable of

communicating their organization’s

involvement in cleaning the rivers 

of pesticides and run-off chemicals 

from the surrounding suburbs.

The organization wanted a logo 

that would be highly visible and easily

understood by the families and small

businesses that occupy the area.

Clear communication was impor tant

because statistics show that 

mainly households are 

polluting the watersheds.

The final logo that was agreed upon

was a symbol that incorporated a fish

above a row of simplified homes.

The simple shapes of the homes 

simultaneously create the perception 

of houses and waves below the fish.

The symbol communicates the 

interconnectedness of people 

and their environment.

The completed logo creates greater

public awareness by being easy to read

at a variety of scales. This flexibility

keeps clean water on the minds of 

the citizens of Beaver ton, through

business stationar y, signage, and 

company van applications.
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v ideo, an ima t ion , and  t ype

v i d e o
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The Diesel commercial was created with

the Diesel overdose campaign in mind.

I wanted to create work that would

elaborate on the booklet and play 

with viewer expectation.

The commercial is a public ser vice health

announcement that begins with Celeste,

the nurse character from the original

brochure, warning viewers against the

side effects of having too many Diesel

clothes in their closets. She asks the

viewers if they are experiencing specific

symptoms, such as being off balance or 

r inging in the ears. As the commercia l

progresses, it shifts to a hallucination

sequence, ignited when the nurse asks

viewers if they “are exper iencing slight

perceptual hallucinations.” The nurse’s

face becomes distor ted and begins to

change shape as she tells viewers how 

to get help. The commercial escalates to 

a point where the nurse’s face stretches,

engulfing the viewer’s screen. The halluci-

nation is followed by a sudden jolt back

into reality. The nurse’s face pulls away

and slaps back onto her head. She turns

to the viewer with a devilish smirk and

proclaims, “Diesel, it may be bad for 

your health, but you want it anyway.”

The commercial continues Diesel’s trend

of mixing various media clichés with 

over-the-top campaign productions(6).

die s e l  ove rdos e  c ampa i g n
pub l i c  se r v i ce  hea l t h  announcement
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After completing the story line, posters,

and promotional brochure for Nosferatu,

I wanted to complete a promotional

sequence that would give me the chance

to experiment with animated type and

video, realizing that opening credits

would offer me the best oppor tunity

to utilize both type and 

video in my presentation.

I decided to film dye falling into and

diffusing through water. I cut the video

into various segments and animated it

to Gus Gus’s song, Is Jesus Your Pal?

The video animation was completed

with Premiere and it interacts with the

song’s lyr ics. As the singer proclaims

enjoy the view of this water while my

life boat is sinking,” the dye reacts by

swir l ing backwards and disappear ing

down to the bottom of the screen.

The finished animation and song were

then taken into After Effects, where

the credits were animated to flow,

disappear, and reappear with 

the motion of the dye.

As the credits finish and the dye is

allowed to fully diffuse , filling the screen

with red, the camera pulls away to reveal

the blood bag that will transfer into 

the opening film sequence. The end 

result is a successful shor t work 

of Modern design in motion(7).

nos f e r a t u open ing  c red i t s

“
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Suspended is a seven-minute shor t thriller

that incorporates my aesthetic love 

of Bergman and German Expressionist 

films. The story revolves around a loop in 

time where the main character, played by

myself, is trapped. Slow pacing, set against

a landscape of minimal atmospheric

sound and ominous mounting clues,

leads to the film’s eerie climax.

The shor t was a technical challenge for

me, with only a day for shooting; much

of the video was constructed with a

Cindy Sherman approach to filmmaking,

with me as both cameraman and actor.

With only one camera at my disposal I

would shoot a sequence several times,

then relocate to get the next frame.

The resulting video is held together with

careful edits, fades, and the occasional

After E f fe c t s animation. The complete

work is an eerie journey through a 

cold limbo that is bound to send the

occasional chill. The video created the

foundation for my later excursions

into video animation found

on the Nosferatu credits

and Diesel commercial.

s u s p e n ded
shor t  th r i l l e r
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Detour was one of my first excursions

into video. The work was created as an

investigation into the car accident that

nearly killed me and put me in the

hospital for a week and a half

when I was sixteen.

The work was developed at a time when

I was exploring Romantic and Symbolist

poetry and, therefore, the shor t contains

several metaphors. My mother stars in

the one-minute shor t and plays the role

of both mother and fate. She star ts 

the film off by dropping 

a glass representing life.

The glass falls into a series of images

consisting of an open, winding road

mixed with photos of my car accident

and silhouettes of tomb-stones. The 

video fades back to the glass, which

breaks momentarily and then resurrects

itself in my mother’s hand. The video

presents a dramatic moment in time 

that has opened up to reveal life and

death possibilities, where viewers are set

on a detour through the sublime only to 

be jolted back to a conscious reality.

The shor t uses sound and imagery to

convey how I feel analyzing the possible

outcomes of the accident.

de t o u r concep tua l  f i lm
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1 The Diesel brochure was not made for 

commercial use and was created to demon-

strate the ability of the ar tist. The ar tist’s work 

does not represent Diesel or the Diesel logo.

The ar tist does not own or claim ownership

of the Diesel logo.

2 The Nosferatu promotional CD brochure and

posters were not made for commercial use and 

were created to demonstrate the ability of the 

ar tist. The ar tist’s work does not represent any

company or individual listed in the credits.

3 The Evian adver tisement was not made for 

commercial use and was created to demon-

strate the ability of the ar tist. The ar tist does

not own or claim ownership of the Evian logo.

4 The Calvin Klein adver tisement was not made 

for commercial use and was created to demon-

strate the ability of the ar tist. The ar tist 

does not own or claim ownership

of the Calvin Klein logo.

5 The Adobe Shape, Line, + Color book cover was

not made for commercial use and was created

to demonstrate the ability of the ar tist.

The ar tist does not own or claim 

ownership of the Adobe logo.

6 The Diesel commercial was not made for

commercial use and was created to

demonstrate the ability of the ar tist.

The ar tist’s work does not represent Diesel

or the Diesel logo. The ar tist’s does not own

or claim ownership of the Diesel logo.

7 The Nosferatu credits were not made for 

commercial use and were created to 

demonstrate the ability of the ar tist.

The ar tist’s work does not represent any 

company or individual listed in the credits.

legal
disclaimers

© 2002 david chipps (media design). all r ights reser ved. printed in the USA
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