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Contact Information
(605) 370-4222
emmajohnson160@gmail.com | @ej_visual.graphics

Memberships
•	 USD AIGA Secretary, 2023–2024
•	 Saint Thomas More Newman Center Advisory 

Council, Aug 2024–Jan 2026

Education
Bachelor of Fine Arts, Graphic Design 
Minor in Art History
University of South Dakota
Vermillion, South Dakota
Dean’s List, Aug 2022–present
Graduation expected May 2026

Experience
Design Intern | Mitchell Catholic Parishes, Remote | Dec 2025–present

•	 Structure layout and compose copy for print and digital publications
•	 Maintain brand consistency across media and projects
•	 Present project development regularly

Freelance Designer | Vermillion, South Dakota | Aug 2024–present
•	 Create t-shirt designs and mural designs for walls
•	 Generate brand identities and posters for events
•	 Develop environmental graphics and outdoor advertising materials 

for fundraiser events

Junior Designer | USD Marketing & Creative Services, 
Vermillion, South Dakota | Aug 2024–Dec 2025

•	 Designed university materials
•	 Printed, trimmed, mounted, and laminated materials
•	 Partnered with clients to understand and achieve vision

Design Consultant | USD Coyote Business Consulting, 
Vermillion, South Dakota | Aug–Nov 2024

•	 Collaborated with a team of business students
•	 Updated website for South Dakota Trade using HubSpot
•	 Constructed standard operating procedures for how to use WISERTrade 

Database and manage data in Excel

Honors & Awards
•	 39th Annual Juried Stilwell Student Award Exhibition, Jan 2025
•	 Stilwell des Refusés, Jan 2025

Software
•	 Adobe Photoshop
•	 Adobe Illustrator
•	 Adobe InDesign
•	 Adobe After Effects
•	 Adobe Premiere Pro
•	 Adobe Acrobat
•	 Adobe XD
•	 Audacity 

•	 Figma
•	 HubSpot
•	 Wix
•	 Microsoft Word
•	 Microsoft PowerPoint
•	 Keynote
•	 Miro

Resume
I grew up in the very small town of Montrose, South Da-
kota. I’ve always had a love of art and creativity, but most 
especially storytelling — whether that was in the form of 
movies, books, or video games. I was always immersing my-
self in different worlds as a kid. I think there is something 
so fascinating and beautiful about being able to experience 
and insert oneself into a different, vast universe.

I am proud to say my grandpa is a farmer, and I was able to 
spend a lot of my childhood outside on the farm. My siblings, 
cousins, and I could always find a way to entertain our-
selves with our surroundings, no matter how mundane 
they were. When we put our imaginations together, there was 
nothing we could not do or no one we could not be.

Family is one of the most important and inspiring things in 
my life. I am lucky enough to have grown up with three in-
credible siblings. As the youngest member of my family, 
I have always looked up to my older siblings. Looking 
back, they have inspired me in numerous ways and have had 
an enormous influence on who I have become. My imag-
ination and creativity thrive when I am around them. They 
have a way of increasing my enthusiasm and bringing out my 
creative side.

Emma Johnson
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Envision War’s Blight

Scope
The scope of this project was to choose an ongo-
ing crisis and display information about it using 
infographics on a large-format poster, in addition 
to three AR posters and an explainer video. At 
the end of the project, each student presented 
their work to professional designers.

Methodology 
This was my first time working on an illustra-
tion-based project, and I was eager to lean into 
the aspect of storytelling. For the global crisis, I 
chose the Russia-Ukraine conflict, and I came up 
with a plot to help me think about what I could 
illustrate and how I could display my research. 
I created a speculative vision of the conflict by 
imagining a haunting future where fallen soldiers 
have reanimated, unleashing chaos across the city 
of Kyiv, Ukraine. Through this fictional lens, 
the project explores the lingering consequences 
of war and uses the metaphor of reanimation to 
symbolize how the destruction of war refuses to 
stay buried.

Results/Learning
Throughout this project, I relearned how well 
I work when I do not compare others’ projects 
to my own. I also gained confidence in how to 
effectively present and communicate my thought 
process and walk others through my project in a 
way that is easy to understand.

1,000
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1,000
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1,000
tons

1,000
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1,000
tons

AR Posters (Scan with Artivive)

Reanimated SoldiersSlogan Elements

Envision War’s Blight Cont.
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Clear SpaceClear Space

Stacked Lockup Clear Space
The clear space for the stacked lockup is determined by the 
cap height of the “Z” in “Zaplutîca.” The clear space should 
be measured from the bottom, leftmost, and rightmost 
points of the logotype and very top of the tower. This allows 
for an easy measurement, and because the entire lockup 
is only measured once, this provides plenty of clear space 
around the tower.
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Letterhead

Business Suite

This is the Zaplutîca letterhead. The measurements for where 
to place the letter can be seen as shown. When typing the 
letter, the specs should be 12/14 PT Serif (Regular). 55 Skytterveien Lane

Rockville, Maryland 20852

(301) 555-9129

zaplutica.com

October 5, 2023

Mr. Lorem Ipsum
Design President
Ipsum, Inc.
8369 Ipsum Drive
Scottsdale, Arizona 93684

Dear Mr. Ipsum:

Xerrovit, que quati omnihil et pe quas sim into volorias atur? Os at volupta dollor-
pos aut quat essim re con none am, sed maximus aute nes ma volorat emoloreium 
rerumquas nulparum nobit faccae quiberruntet eium que de pa dem volore dus, sedi 
doloriam re veribero magnihicae excearcipsam quamusdaere, aut eium is aut rat.

Pos apident aut alique eatiam siminci taquiam eaquia quis di auditat am, to quid qui 
ipsum entius quae voluptas ad magnatet molorios magnatio. Um qui cullabo rpo-
re, quis eumet ius dit platur, inum sam, odicill aboribu sapide estrum quia nissequi 
rerumquas el ipictem dignam de magnament dellorem aute coris aliberi blandig eni-
ment porporibus moluptassim invelit plis est, commod magnihil iusae solorectur?

Tate venis simpostotate pelignis ipsam quatessit, sequaeped que quid quam nien-
tur? Derestet acea plita quisto con natur, te et aut omnimo verum rem. Us, simoles 
am eostium liqui ullentis aperita tumquatiae nihil imil eat ea del et quam ipsa es 
molores sam, volor am int, idi que dolesti quam faceaqu assum, te vercia eumenesti 
rem. Ditistis autem. Asperum eumquunt alisit ipsaperiorem aut qui resequiat.

Sincerely, 

Eduardo Valenzuela-Ortiz

1 and 1/4 in

1 and 1/2 in

1 in

3 and 3/16 in
5 and 1/4 in

Early Logo Iterations

Zaplutîca
Scope
The scope of this project was to create a cohesive 
brand identity and visual style for a fictional 
telecommunications company called Zaplutîca. 
This included developing a logo, color palette, 
and other graphic elements such as a pattern 
that reflected the brand’s values, mission, and 
target audience. The project involved designing 
key brand assets, stationery, ephemera, collateral 
materials, and a brand standards guide.

Methodology
The first part of this project consisted of research-
ing the telecommunications market and creating 
a competitive and visual audit. Next, I started 
sketching and ideating logos. From there, I de-
veloped design assets and brand materials. Lastly, 
guidelines were created to prevent improper use 
of the brand elements.

Results/Learning
I learned what the process of developing a brand 
consists of and how much time, energy, and 
thought it takes. My main takeaway was that the 
logo itself is not the brand.

ZAPLUTÎCA

ZAPLUTÎCA

ZAPLUTÎCA

ZAPLUTÎCA
(301) 555-9129
zaplutica.com

ZAPLUTÎCA
(301) 555-9129
zaplutica.com

ZAPLUTÎCA

ZAPLUTÎCA
(301) 555-9129
zaplutica.com
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2025 Dakota Days Button Designs
Scope
The purpose of this project was to design a 
button pin for the University of South Dakota’s 
Dakota Days. This button was for people of all 
ages, from kids to college students and alumni.

Methodology 
The University of South Dakota recently updated 
their coyote logo, so I used this to my advantage. I 
started iterating until I could not iterate anymore. 
Then came the difficult part: making a decision.

Results/Learning
This was another project where I got to practice 
and continue to learn which designs needed to 
be abandoned.

USD vs. MURRAY ST.OC
TO

BE
R 

4,
 20

25

South Dakota/Murray St.
10.4.25

Da

kot
a Days

10/4/25  |  USD/MURRAY S
T.

ORIS 
Scope
The scope of this project was to create a subsidi-
ary for Zaplutîca. I was given a cloud storage com-
pany called On-Ramp Internet Services. After 
developing the brand identity, I needed to create a 
product marketing sheet for the company.

Methodology 
The research process consisted of researching 
the market and creating a competitive and visual 
audit. Next, I began sketching logo ideas. Luckily, 
I was able to shorten my company name to ORIS. 
Once a logo idea was solidified, I began tweaking 
the logo and making numerous iterations. After 
my mark, type, and colors were finalized, I created 
and branded the product marketing sheet.

Results/Learning
I learned how important ideating and iterating 
are when creating logos. This project was a great 
opportunity to work on making decisions 
about which design directions to pursue and 
which to abandon.

ORIS ORIS

ORIS ORIS
WHAT IS THE AMPLIFIER?
The Amplifier boosts your Wi-Fi connec-
tion for better coverage, providing you 
with better and faster connection. It reduc-
es signal dead zones (areas where Wi-Fi 
connection is non-existent) and weak spots 
while creating a single, stronger network 
that covers the entire home.  

120 Maple St.
Boston, MA 02121

Boost Your Wi-Fi Connection with the Oris Amplifier

oris.com
(555) 386-3946

A subsidiary of
ZAPLUTÎCA

ZAPLUTÎCA

Z

ZAPLUTÎCA

ZAPLUTÎCA

ZAPLUTÎCA

ORIS

ORIS

ORIS

The Connection of a Lifetime

Expands Wi-Fi 
coverage

Lasts 15 years

Reduces Wi-Fi 
weak spots

Improves Wi-Fi 
performance

Budget-friendly

Easy set up

Enhances Wi-Fi speeds

MAKE THE COMMITMENT
Walking around the house while paying 
attention to the Wi-Fi signal indicator is 
the best way to determine if there are any 
weak spots or dead zones in your home. 
To ensure your purchase is trouble-free, 
the Amplifier is compatible with a variety 
of routers for your convenience. 

55 Skytterveien Lane
Rockville, MD 20852

ORIS Dogma
OT Bold

ORISDogma OT 
ScriptBold

ORIS
Dogma OT Outline

ORIS Chevin Pro Extra-
Bold Italic

ORIS Como Heavy

ORIS Omnium 
Wide LIght

ORIS New Order Medium

ORIS
Changeling Neo 
Stencil

ORIS
CHangeling Neo 
Regular

ORIS
Neuropol Nova Regular

ORIS
Microgramma Extd D Medium

Early Logo Iterations
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Mental Health Matters (MHM)
Scope
The scope of this project was to create a website 
and app about a topic related to Gen Z and show 
how to navigate them with prototyping. The 
topic I chose was mental health. Once completed, 
each student presented their project to profes-
sional designers.

Methodology 
The process for this project started with research-
ing the topic, deciding what the app and website 
would offer, and creating an affinity map by 
brainstorming all the different pages the app and 
website would require. Then I began developing a 
logo and design assets. After putting together the 
website and app in Figma, I prototyped them to 
show how they would be used.

Results/Learning
I found this project to be informative. It made 
me think about and wrestle with type and picture 
treatment. Not only did the design need to be 
appealing, but it needed to be functional as well. 
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Rekovr
Scope
The scope of the project was to create sustain-
able package designs for three different kinds of 
drinks, nuts, and fruits. Each product needed 
dielines and surface graphics. Next, each product 
needed to be constructed and photographed. 
Finally, at the end of the project, each student 
presented their work to professional designers.

Methodology
Similar to the other projects, this one started with 
researching, sketching, and digitizing. Once I had 
a concept down, I researched different dielines 
and created the surface graphics. After printing 
the surface graphics and constructing/purchasing 
the containers, I set them up to take pictures.

Results/Learning
My biggest takeaway from this project was how 
designs need to be supported by research. There 
must be a reason why you choose to design in 
a specific way, not just because of how it looks. 
This was also my first time presenting my work to 
people other than classmates, so I got to practice 
my public speaking skills.
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PISTACHIOS

Who We Are
In the chaos of life, it can be hard not to 
neglect yourself. It shouldn't be a nuisance 
to give your body the vitamins and minerals 
it needs. Rekovr helps you do that and stay 
energized throughout your day—in spite of 
how your schedule looks. No more feeling 
bloated, drained of energy, or neglecting 
your nutrient needs. Rekovr helps you reach 
your full potential each day so you can give 
your best performance. Determined to 
conquer your day? Choose Rekovr.

PACKAGED UNDER AUTHORITY OF THE 
REKOVR COMPANY, LOS ANGELES, CA 90013 
BY A MEMBER OF THE REKOVR PACKAGING 
ASSOCIATION, LOS ANGELES, CA 90013.

 71 mm 

PECANS

Who We Are
In the chaos of life, it can be hard not to 
neglect yourself. It shouldn't be a nuisance 
to give your body the vitamins and minerals 
it needs. Rekovr helps you do that and stay 
energized throughout your day—in spite of 
how your schedule looks. No more feeling 
bloated, drained of energy, or neglecting 
your nutrient needs. Rekovr helps you reach 
your full potential each day so you can give 
your best performance. Determined to 
conquer your day? Choose Rekovr.

PACKAGED UNDER AUTHORITY OF THE 
REKOVR COMPANY, LOS ANGELES, CA 90013 
BY A MEMBER OF THE REKOVR PACKAGING 
ASSOCIATION, LOS ANGELES, CA 90013.

SUNFLOWER
SEEDS

Who We Are
In the chaos of life, it can be hard not to 
neglect yourself. It shouldn't be a nuisance 
to give your body the vitamins and minerals 
it needs. Rekovr helps you do that and stay 
energized throughout your day—in spite of 
how your schedule looks. No more feeling 
bloated, drained of energy, or neglecting 
your nutrient needs. Rekovr helps you reach 
your full potential each day so you can give 
your best performance. Determined to 
conquer your day? Choose Rekovr.

PACKAGED UNDER AUTHORITY OF THE 
REKOVR COMPANY, LOS ANGELES, CA 90013 
BY A MEMBER OF THE REKOVR PACKAGING 
ASSOCIATION, LOS ANGELES, CA 90013.
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A NUTRITIONAL ENERGY DRINK
BOTTLED UNDER AUTHORITY OF THE REKOVR 
COMPANY, LOS ANGELES, CA 90013 BY A 
MEMBER OF THE REKOVR BOTTLER’S 
ASSOCIATION, LOS ANGELES, CA 90013.

A NUTRITIONAL ENERGY DRINK
BOTTLED UNDER AUTHORITY OF THE REKOVR 
COMPANY, LOS ANGELES, CA 90013 BY A 
MEMBER OF THE REKOVR BOTTLER’S 
ASSOCIATION, LOS ANGELES, CA 90013.

WHOLESOME
GREENS

ORANGE

Rekovr Cont.
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PACKAGED UNDER AUTHORITY OF THE REKOVR COMPANY, LOS ANGELES, CA 90013 BY A MEMBER OF THE REKOVR PACKAGING ASSOCIATION, LOS ANGELES, CA 90013.

MIXED BERRY
DRY FRUIT
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PACKAGED UNDER AUTHORITY OF THE REKOVR COMPANY, LOS ANGELES, CA 90013 BY A MEMBER OF THE REKOVR PACKAGING ASSOCIATION, LOS ANGELES, CA 90013.

TROPICAL
DRY FRUIT
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PACKAGED UNDER AUTHORITY OF THE REKOVR COMPANY, LOS ANGELES, CA 90013 BY A MEMBER OF THE REKOVR PACKAGING ASSOCIATION, LOS ANGELES, CA 90013.

STRAWBERRY
DRY FRUIT
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USD Art Department Promotional Booklet

Scope
The scope of this project was to create a promo-
tional booklet with a group for the USD Fine 
Arts Center on campus. The goal was to be able 
to hand this booklet out to touring high school 
students so they could learn about the different 
art specializations USD offers.

Methodology
We approached this project by dividing the pages 
among our group of three. Before designing, we 
sat together researching and discussing what we 
wanted our magazine to look like and how we 
were going to ensure the design remained cohe-
sive. After finalizing the design, I ordered a hand-
ful of our booklets from USD’s copy center.

Contribution
My contribution to the magazine consisted of 
designing the spreads for ceramics, sculpture, 
and the table of contents. After solidifying our 
designs for the inside spreads, I created the covers.

Results/Learning
This project allowed me to practice my commu-
nication skills and manage a group. Keeping a 
cohesive look with two other designers was not 
easy. Another thing I learned was how to impose 
pages for booklet building.

iUNIVERSITY OF SOUTH DAKOTA

Opportunities await you 
with an art degree from
the University of South Dakota!

03B.F.A. or M.F.A. in Ceramics
In the USD Ceramics program, students learn technical methods of clay construction, 
such as coil, slab, and wheel, which they apply in traditional and non-traditional formats. 
In addition, they learn clay composition, glaze chemistry, and kiln construction. Students 
can fire their work in electric, gas, wood, or salt kilns, as well as alternative firing tech-
niques such as pit, sagar, and raku. Advanced students have their own studio spaces and 
lead teams in the firing of all the university kilns.

FACILITIES
❖ Clay and glaze mixers

❖ Extruder, slab roller, and wheels

❖ Free bulk materials (clay, slip, and glazes)

❖ Mold-making facilities

❖ Fully equipped casting facilities

❖ Gas and electric kilns

❖ Installation/gallery space

❖ South Dakota’s only wood-fire program

❖ Cold working equipment, including a lap-
ping machine, a water-feed drill press with 
diamond coring bits, a large diamond brick 
wet saw, and a diamond tile wet saw

CAREER OPPORTUNITIES
❖ Ceramic sculpture

❖ Domestic and commercial 
kitchenware designer

❖ Installation artist

❖ Wall and floor tiles

❖ Model/mold maker

❖ Ceramic industry residencies

C
E
R A

M
I
C
S

13B.F.A. or M.F.A. in Sculpture
The USD Sculpture program emphasizes contemporary art making through a compre-
hensive experience with several materials, processes, and sculptural concepts. Courses 
explore cast metals, metal fabrication, woodworking, mixed media, carving, mold-mak-
ing, and installation projects with traditional and contemporary materials and processes. 
The primary goal of the sculpture program is to facilitate the growth and development 
of individual aesthetics, concepts, technical abilities, and a critical understanding of the 
discipline of sculpture as applied to the production of contemporary art.

FACILITIES
❖ 7,048 square foot sculpture studio

❖ Fully equipped woodworking area that includes
✧  A Sawstop safety table saw, band saws, panel   

 saws, and abrasive chop saws
✧  Variable speed drill press
✧  Horizontal edge sander, combination sander,  

 10-inch joiner, and 15-inch spiral-head plan

❖ Fully equipped metal fabrication area that includes:
✧  220v MIG and TIG welders
✧  115v MIG welder
✧  Plasma cutter
✧  Gas forge
✧  Medium-duty oxyacetylene carts
✧  Pedestal grinders and abrasive belt grinders
✧  Hossfeld bender
✧  Hand and handheld power/pneumatic tools

❖ Mold-making area Private graduate studios

❖ Installation indoor and outdoor exhibition spaces

CAREER OPPORTUNITIES
❖ Exhibition designer/preparer

❖ Curator

❖ Furniture designer

❖ Interior designer

❖ Metal artist/modelmaker

❖ Woodworker

❖ Sculptor/set designer

414 E Clark St.
Vermillion, SD 57069
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Bloodline

Scope
Bloodline was about combining my love for video 
games, worldbuilding, and design by developing 
a plot and turning it into a brand. The world 
is heavily influenced by vampire folklore and 
Gothic architecture, which have always fascinated 
me. The story takes place in 1473 Wallachia and 
follows Gideon Valoros as he navigates the Tran-
sylvanian wilderness to find his captured wife. 
To explain all the nitty-gritty details, I created an 
in-depth visual dictionary.

Methodology
When I started developing the story, I focused 
on creating a central conflict and asked myself 
why the problem exists, how it started, and how 
it might be resolved. That process helped shape 
both the narrative and the world itself. I created 
a visual dictionary because I was inspired by how 
my Star Wars visual dictionaries broke down the 
world, characters, and designs in a way that made 
the universe feel more real. Finally, for the crea-
ture designs, I looked back at monster drawings 
my siblings and I came up with as kids. I created 
all the illustrations with pencil and ink on paper, 
and I was able to digitize them in Photoshop.

Results/Learning
Throughout this project, I was able to work 
on developing copy and ensuring consistency 
throughout the publication. Bloodline has also 
helped me brush up on my drawing skills.

Lupar
Created by Dragoş the Devourer, 
luparăs are monstrous wolves trans-
formed through dark sorcery. Their 
name comes from the Romanian 
words “lup,” meaning wolf, and “fiară,” 
meaning beast. Though they retain a 
similar physical form to that of wolves, 
their size, strength, and ferocity are 
greatly amplified, making them deadly 
predators of both man and beast.

Luparăs possess an extraordinary 
sense of smell, capable of detecting 
the unique scent of an individual’s 
blood tied to their lineage. From miles 
away, they can distinguish between 
different bloodlines. This ability makes 
them perfect hunters for anyone carry-
ing a particular lineage, allowing them 
to track prey relentlessly and with 
unerring accuracy.

Supple body capable of sudden 
bursts of terrifying speed

Possesses a supernatural sense of smell

Sharp claws and fangs designed 
for tearing and hunting

Dense coat keeps them warm 
in harsh, freezing climates

V n tori Weapons
The weapons of the Vânători are crafted with both purpose 
and symbolism, reflecting their devotion and discipline 
in battle. Each weapon serves a distinct role, from the 
crushing force of a spiked flail to the sweeping reach of 
a double-edged scythe. Paired sickles allow for swift and 
precise strikes, while the sword offers balance and reliability 
in close combat. At a distance, the bow provides silent and 
effective precision, striking unseen from afar.

Many of these weapons bear elements of the order’s sacred 
crest within their design. Angelic wings are often worked 
into guards, blades, or handles, serving as a constant 
reminder of the divine purpose behind each strike. These 
details are not merely decorative, but symbolic, reinforcing 
the belief that every weapon is an instrument of faith as 
much as it is a tool of war.

Crossguard shaped 
after the angelic 
wings of the crest

Wide arc allows for extended 
reach and control

Curved edges can hook 
and control opponents

Three weighted heads increase 
force with each swing

Designed for silent, 
long-range precision

The Devourer's Keep
Perched within the highest peaks of 
the Transylvanian Alps, the castle of 
Dragoş the Devourer is a dark, gothic 
fortress shrouded in mist. Jagged rocky 
slopes surround it on all sides, hiding 
its exact location from the outside 
world. The structure is built from 
brick and metal, giving it an unnatural 
strength, and it seems to defy gravity 
as it clings to the cliffs.

Asymmetrical and  
jagged silhouette

Gravity-defying design where 
sections appear to float

Gothic architectural influences

Surrounding mountains 
shrouded in fog and clouds 
hiding the castle’s location

Tall and asymmetrical, it rises with 
sharp, pointed spires and jagged walls 
that jut in every direction. No one who 
has attempted to reach the keep has 
ever returned, and its twisted architec-
ture hints at the danger and ancient 
power contained within.
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