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Whether it's writers who.illistrat
"letterers who sculpt, some ereath
g master the art of multitasking. M
: B 4 versatile talents who balance 2
| bs every day without exceeding

24 hours at their Lii:-;|)t}s;||—-—eii‘:ti f

out hew you can, too.

on our plate?

maore Lhan a pudding cup

THE LETTERING ARTIST/
SCULPTOR

Columbus, OH=hased Daniclle Evans (www.marmalade
hleue.com, www h-|u,||_:.|\||-.l_r.|p|'|l. com) higured out how
to meld her diverse interests into one tletic iously sat-
isfving niche. With a bac |-.:._':-II.-I!|-.| in ilusteation and
kinuck for the wctile, she hundsculpts type out of thick
E"lll'-‘ ol gtllll.ll.-.' heet, Nour, coffee, mashe o potaloes,
cheese and other random ingredients

And were not just talking dinnertime, play-with
1.||:|r-|.|:-|-;| creations. These are |';'x|':|lii-l-”'- dead-on,
i) I"i”“"-"'l""'" '\.h::-'.'\.ﬁ.l1:-p|"l.’.‘- tor clients like Target,
Macaroni Grill and Belcampo Meat Co., among
others. Plus, Evans does her own photography and
retouching, oo, Why the edible mediom, you ask?
The Tood ITER ||_||'-|r:|,'||1'-:| to be around, and at the most
basic level, | wanted 10 know what would il.l|l|'-l: n

Evans savs. "It all started From there,

TOP TAKEAWAYS

BE A CURIOSITY FREAK. In [uct, that driving curiosity is
one of Evans’ kevs to hvbrid creative sucecess. In col
lege. she ventured vutside her illustration major to 1y
u sculpting class. She loved it and opted 10 craft an
entire children's story out of clay lor her senior the
sis—ijust to see il she could. After graduating, Evans
followed her passion lewr r'||:-|'l;._'|r.||1|'|\. ﬁllll.t'tlilg; it for
years on her own. “1 had gained this knowledge base
that | didn’t even realize | had until | started plaving
with food." she savs. Her advice: "Try new things,
-:\i'||u|¢' new ideas _|I'|-.i. stav curious. Its the only way

vou'll grow and improve

WWW HDWDESIGHN .COM

-’||=I|||'-.1'|'-\. \lln. niE, vou mame i CYCrYone wants a jJy k
of-all-trades creative (read: someane insanely talented

25 jobs in one alternoon

with octopus arms whe can do
and barely break a sweat), We all know those expecta
tions are absurd and can only lead o the master-of-none
malady. On the other hand, nobody wants to be pigeon
holed into any one creative role. Plus, having an inguisi
tive mind and exploring other passions can only feed our

creativity .||:|,| improve RN |.;|1'I11-\. b 181 |'|ll'.‘- i"\.-.-.'||'. '|I' VW'l

branch out and avoid becoming the buffet bar -.|1|'.ir!|-' with u mash of half-streneths

For answers, wi I.||'|r|.'|| I||l' I'III|[-|.||1'I'||I'I.' SYIpEes il I:l.l|' h-.]:rul crealives
crosshreeds who serivusly kick-ass in more than one feld, Through their inspiring
stories, we culled insights into how vou can chase a motley of passions and develop

of ¢ X riise

Playlag With Food

Whses Danieile Evans creates her food
Iypagraphy designs, she offen puts ai
hemght indo the back
inding eiemen]s 33 1 doss

i ehadsing the maderiaiy

U
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Fazhign Forward

Beian Scheyer's 9-to-5 mcludes
redesigny of sites [ha Mistho, com
By might, weshend and vacalion, he
fesigms chothes wilh hus wife. Il

LOOK UP THE LADDER. Evans’ path hasn't been without challenges
1 strugpled so much ae first because | had all these interests and
couldn’t figure out how to combine them into semething useful &
practical,” she suys. Feeling lost, she sought out a creative mentot
who helped her nail a clear direction and encouraged her to pursie
it full blast. “"Find people in the creative community who are doing
what vou want to do. and pick their brains,” Evans suggests

DON'T FEAR THE INTERMET. Ewvuns' big break came when she
answered o universal Twitter call for lettering artists sent out by
Allan Peters, associate creative director at Target. Although she had
only ercated three or four typographic food sculptures at the rime

THE GRAPHIC DESIGNER/
FASHION DESIGNER

By dav, Brian Schever (www.brianschevercom) is creative director at the San Fran-
cisco-hased ad .q..:r.ﬂuj- Mortar, where he develops print and interactive campaigns.
directs commercials and leads a creative stall, By night, he's fushion designer of the
award-winning Jabsiel Hr.d.mu. A womenswear lne w ith a distinet are hitectural stvle
Launched in ..IHHH with his wife Jill Giordano, the duo designs ¢ erything together,
from sketching ideas and selecting fabrics to draping silhouettes

But while Schever has o 20-vear graphic design career working with brands
like Dockers, Google, Yahoo! and Kohler, his fashion training has been mostly DY
*Essentially, | learned the process of fashion design through osmosis,” Scheyer says.
While he was dating Giordano, she enrolled in the fashion design program at the
Academy of An L niversity San Francisco. “1 was part of her education the w hole
way through. We would work on projects together; | would ask questions anid learn
the process.” Scheyer sayvs. “But when | started to apply my graphic design eve 1o

fashion design—that's when it clicked.”

TOP TAKEAWAYS

FIND THE CREATIVE THREADS AND MAKE MAGIC. It's Schever's ability 10 see the parallels in
his endeavors that’s plaved a crucial role in his seamless second career jump Al
the things that make a great graphic designer—like visually understanding the prob-
lem. salving it in the most simplistic way and having a cohesive voice throughout

she took a chance and sent her work Peters' way, "He got back s
mie in five minutes and wanted 1o know when | could fly our " Thit
was a pivotal lesson for Evans, "When vou're trving something nes
and sharing it on the Internet, its scary and intimidating to think
people are going 1o think it's stupid.”

But she learned that vou don't need o perfectly polished websie
or a “perfect” anvthing—just a few quality pieces that best repre
sent vou, “Put vour work out there, get it seen and have conlidence
in vour creative voice,” she says

LIVE FOR THE DETAILS. Ultimately, it's Evans’ targeted focus on the
sinall stulT that's propelled her talents bevond the norm. Whethe
researching seript stvles, learning how to capture that ideal photi
graphic light or thoughtfully considering the elements surrounding
her pieces (like chocolate wpe set on butcher paper, shown @
left), that extra effort has taben her skills and creations o the ne
level. “Pay attention to all the lietle details,” she sayvs, "l makess
huge difference

all the campaign touchpoints—are the same when voure developing a fashion cal-
lection.” He advises, “Take the knowledge and ercative voice you've already heomed
in vour first career. and refocus it fnto vour next venture That's what'll make you

stand put .
Scheyer is oll about process, rather than sutcome. Many times, he'll ind himsell

working through a graphic design challenge and realize later that the same If||||kl1n;:r:
can be applied to his fashion line. “You don't immediately come up wit h the answer,

hie savs. “lr's that journey that gets vou there. So you have 1o allow voursell to dig
in. find those nuances and slowly develop it into something tangible. That's where

QUICKSTART HYBRID CREATIVE SUCCESS

There's no simphe path 10 becoming & multitalanted whiz. But these hybeid creathes were Rappy to offer sama
nuggets of wisdom on pursuing ihe double (creative) life.
this magic is

FUSE CREATIVITY INTO YOUR EVERYDAY. Scheyer treats every endeavor—not just his
careers—as a creative exercise. “When | haven't been food shopping in two weeks
because 've been busy and only have a couple things in my fridge, | could easily
order-in: or | could try to make something interesting,” be says. By constantly sharp-
ening your chops, g.nﬁ re reaclying voursell to take on that next venture.

PilliSlIE WITH A PASSION. Flow does Schever actually balance two A0-hour-a-week
johs? With a crazy amount of hard wark, energy and passion he hinds every oppor-
tunity—when he's not at his full-time creative direcior dav |ui|. of course—to work

MIX AND MINBLE. “Step outside your currant environment snd umuundmmﬂ-\nﬂh creatives in other indus:
tries. IV's through all their insights that youll start to think differently.”
~ Hiran Schoyer, graphic desgrenTashon designe

STHOY UP. “The worst piece of advice | was given, and the only advice | followed for many years, was that the
only wary to learm how o write—is to write, But if you're daing any kind of creative job. you need fo read up &8
misch as possible, You can learn sn awful ot about technigue.” :
- Anicty Rileny, carfoonsdar rmwrier

. on the grdano label, That means evenings, w eekends and even vacations. “Fashion
design is a tough business,” Schever says. "It takes a lot of work and dedication, buit
at the same time it docsn't feel like work because I'm with my wife, the person l

PLAY TO YOUR STRENBTHS. "It seems mast peopis are eilher supar-conceplual INinkers But sren’t stiong eecu:
tors or are highly technical with fat ideas. Figure oul whal strengths you're binging 1o your endeavor, and work
toward improving the weaknesses.®
= Danisiy Evares, fmanng arfmisepnn

enjov the most.”

He also finds keeping lists and prioritizing insanely crucial, as well as taking
power naps and snagging a little time for himsell “Warking on samething you're pas-
sionate about takes energy. It helps to go for a walk, zone out with your faverite song
on loop and give vour brain a rest,” Scheyer says. ” Absi |r|:..|'|| you cin, practice your
craft as much as possible. ... And find that perfect blend of collee and aleahol during

the day

FIND A ROCKIN' MENTOR. “1 had a great writing teache in college and a great creative director ot my first job.
What was 0 awesome about them? They challengsd me and ancouraged me.”
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THE CARTOONIST/
SCREENWRITER

Just about anyone can start a web comic—draw it, post it online and, bam! You're a
cartoonist, Making o living at this fading art is a whole nother thing. Yer, U K —based
Andv Riley (wwwomisterandyrilevcom) has achieved the near impossible. Along
with creating Olserver Magazine's weekly "Roasted” strip for nearly eight vears, he's
the hilarious and twisted mind behind the bese-selling Busiy Swicides series about
sell-destructive fluffy rabbits, as well as books DY Dentistry, Great Lies 1o Tall
Small Kids, Selfish Pigs and more

As il that's not cool enough, his other career is penning animated licks like G-
mee anid Juliet and writing for 4 host of sitcoms such as HBO'S “Veep,” Bur ask this
British wit how he leads double lives, and he'll be the first to tell vour “1 have two
careers, but | don't see them as separate. 1ts all comedy writing: one with pictures
and one without. It's just abour following your interests and what turns vou on

TOP TAKEAWAYS

START SMALL AHD PRACTICE YOUR BUM OFF. \When Riley was 4 vears old, he started mak-
ing cartoons, At age |3, he officially decided he wanted to be a cartoonist ind spent
the following vears working toward his goal. "1 didnt have 4 mentor or teacher, but
I'd draw all the time, as much | could,” Riley savs. "I'd actively study the cantoonists
[ liked and copy their style just to see if 1 could do it. 1'd create cartoon strips and
try to sell them around the school. T did posters lor local events, birthday invitations,
really anvthing just so 1 could draw and get better”

LEARN FROM YOU. Oine of the kevs to Riley's success is nailing humor in its raw
simplicity. It was actually his comedy writing that helped him become a better
cartoomnist, “The Buary Snicides books are against my previous drawing stvle, which
was gelting more illustrative with loads of crosshatching.” he says. “The comedy
writing made me aware of how much you have to boil down to communicate the
Funny idea. | learned you have w strip away evervthing that's not doing its joh”

DON'T WORRY ABOUT BEING COMMERCIAL. While the dream, of course, is to muake o
living doing what we love, Riley says to nix the focus on making vour work main-
stream. In fact, when he graduated from college, he strupgled as a cartoonist,

“I was neither a newspaper cartoonist nor a comic artist at that time. So falling
between those two mediums, | was sore of uncommercial,” he savs. Rather than
changing his sivle o hit the market or creating work he wasn't excited about, Riley
put his professional cartooning on hold for a little while and focused on honing his
distinet creative voice, The market, of course, eventually caught up to him

BE PATHOLOBICALLY PRODUCTIVE. So how does this madeap creative balance two
carcers? Hiley spends four to five days a week writing and squeezes the cartooning
in whenever he can, be it evenings, weekends or throughout his day. “You have be
pathalogically productive with this ridiculous itch 1o make things, cven when yvou
don't want 1o, And prety much give up o social life.” he sayvs, "But when its all <tuff
voul want, vou're highly motivated 1o do it."

GIVE YOURSELF THE FREEDOM TO HAVE BAD IDEAS. Sure, that eritical voice in vour head
will necasionally pop up and knock down ideas: More than just ignoring the inner
naysaver, Riley suggests, "Give yoursell the freedom to have crap ideas. That's what
it's all about. Then vou switch hats and find the good ones: But vou have 1o give
yoursell that freedom birst,”
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THE ADVERTISING COPYWRITER/
ILLUSTRATOR

Kathryn  MeFarlane  (www.kathrynmefarlane.com)
doesn’t just have one of those covetable advenising
jobs where she gets 1o wordsmith clever campaigns
and commercials for brands such as Lexus, Hiagen-
Dazs and Jack in the Box. She's alse an in-demand
artist creating playful and colorful illustrations for
clients including Beer Belly (a craft beer bar in Korea
Town), The Ritz Carton, Poketo and more. Not o
mention she has a thriving Societyb.com shop and
periodically shows her work at galleries throughouwt
the West Coast

“The copywriting fills a 40-hour workweek and
then some, but the workload isn't always consistent,
so | take on illustration jobs during the lighter times,”
McFarlane says. Yet, this writerfartist never intended
an balancing two careers: "The illustration and paint-
ng started as a creative release from the burcaucracy
of agency life, but it grew into something else.”

TOP TAKEAWAYS

TAP YOUR NETWORK. In fact, it was McFarlane's connec-
tions in the ad world that helped her kickstart the pro-
fessional illustration path. "My first commission was
illustrating a barthday invitation for one of my creative
directors,” she says. "It made me realize there was an
apportunity in the drawing.” From there, fiends and
colleagues at other agencies began hiring McFarlane
for illustration work. “Creative people usually know
other creative people. Use your network, “she advises,

@ clean

WASH TODAY
FOR A CLEANER
TOMORROW

BASEMENT LEVEL

WWW HOWDESIGN. . COM

TO MARKET, TO MARKET. Although MeFarlane's creative
endeavors occasionally come together when a word
inspires an llustration or vice versa, she's found that
maintaining separate websites targeted to her patential
clients is the best way to market herself. *1 keep one
site for illustration, the other for copywriting, and |
link the two,” she says. “If people are curious, they
can explore. But I've found it's best not to overwhelm
people with all your work.”

BE BRAVE. Like it or not, being a creative pro means
getting your work shot down. What's helped McFar-
lane succeed is staying secure in her skills and ability,
even when she's told her work tsn't right? “Believing
you can solve something is half the battle,” she says.

BE THE GEMERATOR BUMNY. There's no better recipe for
success than just sitting down and doing it. “Thinking
too much about writing a line or making a drawing can
be your worst enemy. The more vou generate, the more
vou learn about the process,” McFarlane says. i

San Francisco—based Stephanie Orma is a hybrid
creative: She can write, illustrate, design ... and hula
hoop using one foot while drinking a glass of vine.
She writes for HOW, Print, Dwell, Entrepreneur,
CNN, Communication Ans, Condé Nast Traveler,
Travel + Leisure, San Francisco Magazine and more
@stephanieorma; www.ormadesign.com

DAMIELLE EVAMS COLUMBUS, OH www marmaladebleue.com
KATHRYN MCFARLAME LOS ANGELES www kattrynmcfariane com
ANDY RILEY LONDON www.misterandyriley.com

BRIAN SCHEYER SAN FRAMCISCO www brisnicheyer com

Stress-Fraw Side Gig

Hushatien and painlng became
Rathryn McFartane’s escape from her
S-ta-5, but It later took on & lifs of
i3 twn
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