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Job Title: A Better Job. Naturally. (2022)

Client: Virginia Department of
Recreation and Conservation

Medium: Digital/Print/Multi-media/
Work For

Virginia's Leading Motion-graphics
Conservation Agém:\.,_ ‘

Description: While at the King Agency,
| art directed a hiring campaign. |
worked closely with copywriters and
creative directors to create compelling
designs that spoke to people about
the amazing opportunities within the
state park system.

2 i
This isn’t Available X Oﬁﬂli‘:ey! When starting the campaign, we did
just any Job. JObS- der.virginia.gov market research and worked internally

to determine the messaging and

tonality that would speak to people
that would likely apply for the job:

el B those that really want to work in nature.

JobTite -

Joib Title - FOUR
job Titie - ONE ing Rater ¥
: Grate

fabunr adpescing ot
ut Rerced dolore

| was the sole designer on the project,
digitally illustrating the scene and style
that would be used across the entire
campaign. If you're located in Virginia,
check a state park near you; you may
find a flier or sign that's a part of the
campaign.

Work For _
Virginia's Leading o Tl THREE
Conservation Agency
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A better jobh.
Naturally

Enjoy nature and a job that helps to protect it.
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Work at Virginia State Parks. Apply Now!
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Work at Virginia State Parks
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> Purpose

Fulflll INE " Friendly
Gratifying ..

F1 1N Local Love COMMunity

Apply now >

©Qy N

thekingagency Nature inspires us every day from the
rolling mountains of the Appalachian to the sandy
beaches of the Eastern Shore. When you work in
nature, you're inspired every day by doing work that
matters in a place that matters. Do something good for
yourself and others in the state you call home. Work in
a Virginia State Park.

Learn more >

Qv A

thekingagency | love watching the sun set over the
mountains. | love taking the road less traveled. | love
leaving footprints in the sand. | love working for
Virginia State Parks.

Find more things to love when you apply today!

www.virginia dtt_mrks gov/jobs

Learn more >

e (4 N

thekingagency On average, you'll spend about one third
of your life at work with 90,000 hours over the course
of a lifetime. And when you work in nature, you have
the opportunity to care for it. Come home every day
knowing that you made a difference - what a gratifying
feeling that is! Do something good for yourself and
others and make an impact. Apply today to work at a
Virginia State Park!

All Trails

Lead to
Virginia State
Parks.

Learn more >

Qv A

thekingagency Whether you're hiking in the mountains
of Natural Tunnel, or walking along the sandy beaches
of Kiptopeke, all trails lead to a Virginia State Park.
Find a job that feeds your sense of adventure. Follow
the trail to Virginia State Parks to apply today.

Above are social media post. | made a series of images

and motion graphics (either video or animation) that

can all be found on their YouTube as well as their

Facebook and Instagram.

A better job.
Naturally.

Learn more >

Qv A

thekingagency Don't just think outside of the box, work
outside of the box. Come work for Virginia State Parks.
A Better Job. Naturally.

—
qatogom™

astatepats

g ponds
kes
3612

2022 Portfolio 7



C ),

7 ~ OTT stands for “Over The Top".
The phrase "over-the-top" refers
0 to streaming companies’ ability
to bypass TV providers.

It is essentially a way to view content
without a wired cable subscription or
using linear TV.

Job Title: Social Media Content (2022)
Client: The King Agency (internal)

Medium: Digital, mixed-media illustration

Description: While at the King Agency, | was tasked to create weekly social media posts graphics.

The goal was to not only push the boundaries and capabilities of our brand, but to also create

engaging content that could help us grow our online fan-base. | worked with a social-media and

communication manager to plan content and execute a variety of post types. This involved some

traditional illustration-based posts, and also exploring brand direction with digital illustration

techniques. While there, | helped in growing our social media accounts, tripling engagement across

all platforms while | was there.




Examples of OTT include Netflix, Hulu,
Disney+, Fubo, and YouTube TV.

By 2023, it is projected that
nationally, “traditional” TV
viewers 18 years and older will
decrease by 10% while OTT
viewers will increase by 13%

to over 260M viewers.*

OTT is more targetable than
traditional TV advertising.

This is how we as marketers can
be more deliberate about our
messaging and placement and
ultimately be more efficient with
our advertising dollars!

NO.BS
APR. 22

Tm==-imraSm2

Recruiting for businesses
in the modern age

Friday the 13th post

>

//’

&Y

OTT Informative Carousel Post

New
Stories!

FREE

It doesnt take X-Ray
Vision to see that its time
to return to work.
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A

FIRST TEAM

EEEEEEEEE -OWNED

Why buy your car out of a

vending machine when

you can get so much more

with a First Team Select
Pre-Owned vehicle?

A

FIRST TEAM

Honda

Over
120 new
Hondas
are on
the way!

RESERVE
YOUR RIDE

Over 120 new
Hondas are on
the way!

RESERVE YOUR RIDE

Over 120 new Hondas
are on the way!

RESERVE YOUR RIDE

2\

FIRST TEAM




Job Title: First Team Automotive Designs (2022)
Client: First Team Automotive Group
Medium: Digital/Print/Multi-media/Motion

Description: While at the King Agency, | worked closely with account executive and marketing strategist to
create web graphics, digital advertisements, motion graphics, print collateral, and even car wraps.

This type of work required understanding branding guidelines of not only the automotive group, but also the
manufacturers. Part of my job was to push these standards forward and to strengthen the brand on the web
and in broadcast, digital, and print formats.

Drive Blome We have many Don’t wait- —

in a NEW Honda
Pilot, Passport IN STOCK to DRIVE AWAY

or Ridgeline! choose from! TODAY!

A ENJOY
i Th YOURR DE
| |

AN

FIRSTTEAMTOYOTA CoM GUEST JT:I7 CES

COURTESY SHUTTLE
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Capital City

—HEATING & AIR—

ed Jg.Co
) Chris Barrett
==
c Cl)C 1.804.608.8007
it it
ggw?& AlR— y Chris@Cc:pitc1ICityHec:t.com

Job Title: CCH Rebrand
Client: Capital City Heating & Air
Medium: Digital and Print

Description: While at the King Agency, | re
branded Capital City Heating and Air. Their
prior branding was not very strong, so |
started by creating a new branding guide
that included a new color system, type
system, and logo.

| wanted to create something that was
modern and flowing, bringing their graphic
style into the 21st century. Their previous
logo also used a serif font and an outline of
the state of Virginia, which | thought was not
very compelling to their company goal.



Job Title: 2021 Impact Report

Client: Children's Museum of Richmond
Medium: Print

Description: | had the amazing
opportunity to create the 2021 Impact
report for the Children's Museum of

Richmond. This was a 12 page print piece Chikdn"‘r-\'». e B I G P LAY.

that showcases the growth and difficulty

that the museum experiences it in a year. B IGG E R IM PA T.

These booklets are available online (in 2020-2021 Impact Report

full) and are sent to shareholders and \M

donors of the museum.

| wanted to create something colorful Py —————

ISP RIS, G CHange. an e encing MTRLL

i o i e« i
Cummerasaly b Ouweer vl e CARUN s

and fun that took full advantage of the

colors and shapes that are found inside RE-IMAGINE
the museum. The picture library | had e N
to work from was very small because of e e

COVID impacting business and staffing

issues. To bypass this, | monotoned the

images to make them more balanced.

ADAPTING

: fads e O U E C =3
of the Museum? | E } \ I |
030, L was
msumﬂlw How can we reach stadents in new ways?
'.'.‘"r"""»',"dn'f;.'..'“p...."“‘”"?:’?:r”" "’.'."“:.‘;"w".“ i a0 much more! As the ward leared i

wm-nlm 50 n-uwe.o.r cremive education team hgured out how.
wd«mr-u-umns riually 1o classrooms and were aisc abk 10 use
aur blag anl social redia 16 provce si-home adiviies for chileen
A tarmabas. N 18 parson g o e year Inchuceds Creaicn

B implarmuent nkine lickesing, which provided families
i tha sl o1t of Enowing that capaciy win limibed ared that re.
BTN euchange wis rseed  the from desk upon anwal

e ver EROQTATITING Manciays- TTUTSOayS. 1 their S1udent SuCcess
7% Mmughout the schacl year and inta the sumemer.

[
e 2 83
. . Wirtual
Field-Trips

61393 11624 “w—,

i ad:btion o cratinty, o high ferel of reaillance win ahe mquimd - framihe

ubathemics newses ta tereily ciean o day, every dey: avery leam memee
b i 00 00 Wil MES (MCESIaTY 10 b 00N [0 he pudlic; and Dang up e

e chaienge of ihe PiroL” Thers weve o fof of ideos, thoughls, pocesses et
oecurred during e yeor some wonked, some didnL ond some wee modfied o
Wi s S gt ko, s o

EDUCATION

upwdn( our educaticnal mission of learning threugh play.
wnching pars of the fical ymae v he hiring of our rerw Fami
r.\pmxmga Ali Sudivan. All hars & bilrgual capachty, speskirg

CELEBRATE

A 40°* Birthday Celebration for
kids and Families in May! CELEBRATING

This was the s time th we were
nnwwnmndmubm

1 IoCaTioens, eslive activtns

mmhlms-ﬂtl«n

part of the day!in the midst of an

often-changing year, the team and -
volumieer committes also planned oF
T ot s ean i saein  YEARSoRPLAY
Sepernber M1

mrneausu.nmmmaawnmmmmmmmm Through & cil, the Musmun currd cul A mission: aed, i o grove i, s w03 hocaned ik sarvic,
s 0 Sparish o De more ke, Barinarg, Gng Deg o WO OT O OUF COMITUNTY. TS LW RABBAN 1 8 e WIEAI - % wOS & Brod jeam mage
B ot i e R i T o e
D he Murseurs beng closed, mmnmxmun»«ml:: e s
n uw- bmmwu!r
Chastrhudd Coody and he Ol of Bcivrond 44 wed “nm T e o s ol T, RN Co
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TUESDAY, SEPTEMBER 19, 2017 FREE ADMISSION
@7P.M. IN JARMAN AUDITORIUM  no tickets required

6:30 PRE-SHOW PERFORMANCE

FOR MORE INFORMATION CALL 434-395-2529

design by >%°:
Funded by the Longwood English and Modern Languages Department and Hampden-Sydney College. To request “esg gll l_ﬂb
accommodations for a disability, please contact Robin Smith at 434-395-2529. Lankford Student Union approved for posting. ~_) spring 2017




Job Title: Taming of the Shrew Poster (2017)
Client: American Shakespeare Center/Longwood University English Department
Medium: Handcraft/Digital lllustration for Print

Description: | created this poster as a part of a Design Lab creative team. All team members met
with the client and created concepts and took those concepts to completion. Team members
showed the client sketches and a variety of drafts before presenting the final design.

My concept is based around a concept in the play. Within the play, a woman is often taking
control, refusing to listen to the men around her. My concept is a metaphor for the woman playing
or manipulating the man. She is holding him as if he is a toy or small animal. To create this, | used
paper cutting techniques. | created the composition and added smaller type in post production.
Earlier concepts were too soft and did not grasp the brashness of the piece. With the high contrast
and strong visual, the viewer should be able to predict the explosiveness of this performance.

Jeremiah Gilmer.
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Job Title: Departure: Senior Show Poster (2018)
Client: Longwood Center of the Visual Arts
Medium: Digital lllustration for Print

Description: | created this poster as a part of a Design Lab creative team. All team members met
with the client and created concepts and took those concepts to completion. Team members
showed the client sketches and a variety of drafts before presenting the final design.

The client wanted a poster that showed a lot of movement. | pulled inspiration from antique
automobile and bike design. | used plains of textured, flat colors. The wing motif is a common
one with motorcycle designs in the 1940's. The type is a modern sans serif that reflects the art
deco type: low x-heights and narrow letter forms. The secondary type is the Longwood University
secondary type, Gotham.



—— -

—

gt

lo

DEPZRTURE

2018 SENIOR ART E£XHIBITION

Longwood University Department of Theatre, Art, & Graphic Design

OPENING APRIL 8TH, 2018 5 TO 8 PM

Exhibition on view in Bedford from April 9th, 2018 to May 17th, 2018

BEDFORD GALLERY GALLERY HOURS: LONGWOOD design by 3%
129 NORTH MAIN STREET MON - SAT T1am - 5pm CENTER for the “esggnl_ub
FARMVILLE, VA 23901 SUN 1pM - 5pM VISUAL ARTS ~F Spring 2018
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Job Title: Alumni Art Exhibition Call to Entry Poster (2018)
Client: Alex Grabiec, Longwood Center of the Visual Arts
Medium: Digital lllustration for Print and Web

Description: | created this poster while an intern designer for the Longwood Center for the visual
arts. | received little direction for the poster. | created concepts and did multiple drafts until the
client was happy with the poster.

My poster displays a modern illustration of the Longwood Patron Saint, Joan of Arc. | chose this
figure to represent the alumni because of its relation to Longwood as a leadership figure and of
how common the figure is on Longwood's campus. | used Longwood colors and type faces. It
took me some time to balance the amount of information that needed to go on the poster with
the graphic. | wanted the poster to be graphic lead, so creating a balance took some trial and
experimentation.



LONGWOOD ALUMNI ART EXHIBITION 2019

CALL FOR ENTRY

March 1¢t to April 15t — Application dates
Late April — Notification of accepted works
May 25* — Deadline for work to arrive

May 31t — Reception at LCVA

June 1%t to August 4t — Exhibition dates

The Longwood Center for the Visual Arts and the Theatre, Art,
and Graphic & Animation Design Department are proud to host a
juried exhibition of alumni work that showcases the creativity of
Longwood University graduates. The exhibition will be on view
June 1to Aug 4, with an opening reception the evening of May 31.

¢ All media will be
considered.

e Accepted works must
be ready to hang/
install and be presented
professionally.

» Artists/designers may
submit up to three works for consideration.

For any questions or more information about contest entry,
please contact Alex Grabiec (LCVA Curator of Exhibitions)
at (434)395-2638 or grabiecam@longwood.edu.

Jeremiah Gilmer........2022 Portfolio 19
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VIRGINIA FOLK MUSIC ASSOCIATION

VIRGINIA FOLK
g MUSIC ASSOCIATION



Job Title: Virginia Folk Music Association Branding (2018)
Client: VFMA Board
Medium: Digital lllustration/Digital type

Description: | created this logo and branding material for Judge Parker, president of the VFMA,
and the rest of the VFMA Board. The VFMA is a non-profit based out of Richmond, VA. | did all of
the design remotely. While working with them, | created posters for their events, web graphics, a
branding guide, and a website.

The logo concept combines a pick shape that is used to play instruments and a ‘f-hole’ shape that
is common on violins and mandolins. | created a variety of logo options so they can have options
on all platforms. | used Kuler Color picker to create a color system. | gave them a PDF with detailed
instructions on how to use motifs, colors, and types. | also made forms for their competitions. The
website was used for one year, although the graphics | made are still being used with their online
social media presence.

Jeremiah Gilmer........2022 Portfolio 21
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Drug Facts

Active ingredients Purpose
Salicylic acid 2%..............c.... Acne Medication

USe for the treatment of acne

Warnings

For external use only

When using this product

= Skin irritation and dryness is more likely
to oceur if you use another topical acne
medication at the same time. If irritation
occurs, only use one topical acne medication
atatime.

Keep out of reach of children.
If swallowed, get medical help or contact a
Poison Control Center right away.

Directions

= yse up to twice daily. Wet face, apply to
hands, add water and work into a lather.
Massage face gently. Rinse well.

= avoid contact with eyes. If contact occurs,
flush thoroughly with water.

Inactive ingredients

water, sodium C14-C16 olefin sulfonate,
cocamidopropy! betaine, sodium C12-C15
pareth-15 sulfonate, Aloe barbadensis leaf
extract, Anthemis nobilis flower extract, Mat-
ricaria (chamomilla recutita) flower extract,
linoleamidopropyl PG-dimonium chloride
phosphate, disodium EDTA, propylene
glycol, sodium chloride, fragrance

This product is not manufactured or distributed by Neutrogena Corporation, distributor of Oil-Free Acne Wash.
Distributed by ALL CLEAR, LLC. 560 River Rd. Greensboro, NC. 100% Satisfaction Guaranteed! (888) 309 - 9030.

GOOD TO GO!

THE ALL CLEAR is made as a safe
alternative to harmful chemicals
that can harm skin. THE ALL
CLEAR is organic and safe for
your skin. As well as an efficient
cleanser, it softens the skin and
acts as a lotion to coat the skin and
help protect it against future break
outs. To prevent acne, skin needs
to stay hydrated and oil-free. Use
THE ALL CLEAR twice a day to
stop most acne in its tracks.

MEDIUM

(4
DEEP-PORE " @

CLEANSER Visit us online at theallclear.com
For questions, feel free to call

OIL FREE ORGANIC toll free at (888) 309-9030.
00000
ACNE WASH VD

16 1. Ounces

uvii

Job Title: The All Clear Packaging Design (2018)
Client: Self

Medium: Digital lllustration/Digital Type for
Packaging

Description: | created this packaging design as
part of a portfolio building class. This was the
second time | designed some packaging products
by hand. We could choose any type of product.

For the product, | wanted to create an acne wash.
| chose the name “The All Clear”, and made design
decisions based around clear and concise design.
The bottles and paper are clear, and the type is

a bold sans serif which is easy to read. The check
mark motif matches the all clear name.
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Job Title: Mask Boxes and Collateral
Client: Blackbriar Regulatory Services
Medium: Digital-Print packaging

Description: | worked at Blackbriar Regulatory Services for four months. While | was there, | had the opportunity to work closely
with their medical and manufacturing departments to create a variety of mask boxes for their wholesale products. This job was
about attention to detail, understanding the market, and creating a product that the FDA could approve for retail and medicall
spaces. | worked within the brand standards to create over 20 different designs and patterns for mask production.
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WAYS TO HELP:

Eat less seafood each year. Try

« replacing half of your seafood
meals with vegetarian options

= Recycle when possible.
. Use recycled products.

Invest in a water filter and
use re-usable bottles.

Help take care of
our beaches. Pick
up litter.

Educate yourself about
oceans and marine life.
Practice catch and release

Vacation and travel the
“ : ocean responsibly. Do not
harm wil

20%

OF ALL CORAL
REEFS ARE

ONE

and will mostly likely never return.
However, we have the ability
to halt climage change and stop
oceanscape destruction in its path.

For more information on how you can help save
our oceanscape, it https://oceana.org.




Job Title: Save the Oceanscape Infographic (2018)
Client: Self
Medium: Handcraft/Digital lllustration

Description: | created this infographic in a portfolio building class. | really enjoy building
infographics. During our first semester, we studied organizing information, detailed research, and
concept maps. This assignment was a great way to exercise those skills.

| started this project with detailed research. | found around 20 facts that | wanted to show, and
then | figured out how they are all connected. | figured out visuals for each fact and how | wanted
all of these to connect. | picked warm colors and an industrial type face. The infographic is made
to be printed large scale.

Jeremiah Gilmer........2022 Portfolio 27



Job Title: FishRight Fishing Educational Campaign (2017-2018)
Client: Longwood Graphic Design Department/Self
Medium: Handcraft/Digital lllustration and More

Description: This project was a year-long learning experience. Starting with a dossier where we
could choose a topic, our goal was to create a campaign that would help people. We also needed
to chose a topic that we were invested in. | grew up fishing on Lake Gaston, and | saw first hand
how a lot of people neglect the environment. My campaign was designed to inform and persuade
people to be more conscious of their decisions while fishing or using public waterways.

| created the campaign from the ground up. | started with about three months of research. |
organized information and began starting to brand the campaign. | made logo drafts and color
systems. After choosing type systems, | began ideating concepts and choosing what type of
collateral worked with my campaign the best.

The following pages will show the Caution and Capture poster series, made to inform the general
public that their decisions can negatively impact the environment and other peoples’ experiences.

| created fliers and all types of collateral, event posters, license card and a certificate.

The main piece of the campaign is a 80+ page booklet. The booklet has maps, fish identification,
etc. The campaign pulls a lot of inspiration from antique boyscout handbooks. | enjoyed the flat
illustration styles and bold type.



HOOKS CAN TAKE UP TO
LEFTOVER LURES anp LINE
40 YEARS KILL THOUSANDS

HERE IS WHAT YOU CAN DO TO HELP:

HERE IS WHAT YOU CAN DO TO HELP:

If you have fo break off line, folow it fo thy

Use wire, barb-less hooks rather than stainl el hoo
Chang

HERE IS WHAT YOU CAN DO TO HELP:

> while fishing.

reaking the fine.

Change your fishing line regularly.

Check your prop regularly, and iy fo stay in deeper water. If you find a lure.

Remember, waterways are a shared resource; keep them clean and pristine for everyone. Remember, an and pristine for everyone.
FishRight

FishRight
vafsighieds

vafsighieds

ks.

FishRight

rce; keep them clean
o eds

HOOKS cAN TAKE
up 10 40 YEARS LINE IN PROPELERS

T0 BREAK DOWN IN FRESH WATER
CAN COST UP TO

HERE IS WHAT YOU CAN DO TO HELP:
Ifyouh v it to th

breaking the i

> and compost.
If you find a lure or line, collect it so that if doesn't harm wildife.

B : FishRight

Remember, waterways are a shared resource; keep them clean and pristiné for ey e
FishRight
Vohvightedy volstrgntedy
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FISH OF VIRGINIA EA R N
BASS
MINNOW | “h‘ * HOW
i < % CRAPPIE m‘ TO F I S H
- ot TROUT with FishRight, Youth Fishing Educational Campaign
R SHAD * . STRIPED BASS : fx‘i
"

>

CATFISH

g
—_—

PERCH
S

,-a—a.

*Fishing Seminars

*Print Resources

*Online Tutorials

*Free Membership items

PIKE o« , FishRight is a fishing education

campaign created to teach children
PADDLEFISH ?5" ?gw fo fish in o environmentally-
' riendly and safe way. Our goal is to
' ' Q be a knowledge resource for the next
LY generation of young fishermen! We
hope to teach all people how to fish
BOWFIN in a sustainable matter.

, 3
FLOUNDER
= - LEARN TO FISH
SPADEFISH <D In a fast-paced world, fishing
{ m can be a great way to
= GAR disconnect and get outside.

DRUM FishRight's educational material
covers casting, knot tying,
fishing rigs, how to fish cover,
bait types, and so much more!
Our goal is to give you all of the
information you need to catch
some huge fish.

[ 4

D 4
POLLOCK

STINGRAY
BECOME A MEMBER

PICKERAL If you are under the age of 16 and would like to
become a member, you can find a form online
and mail it or email it to:

DOLPHINFISH

360 Beechwood Dr. Bracey, Virginia 23919

Membership is free! For more information about
volunteering, sponsoring, or our educational
resources, you can visit us online.

MARLIN TAUTOG

FishRight . 5
vafishright.edu VO.ﬂSh”ghT.edU




KIDS FISHING KIDS FISHING KIDS FISHING
INSTRUCTIONAL INSTRUCTIONAL INSTRUCTIONAL
COURSE . | GOURSE COURSE

HOSTED BY FISHRIGHT HOSTED BY FISHRIGHT HOSTED BY FISHRIGHT

|
|

FREE « OPEN TO PUBLIC » APRI]VEI] INSTRUCTORS

FREE « OPEN TO PUBLIC « APPROVED INSTRUCTORS

April 5,2019 | 3em . @
ak & v,\/‘,‘ t

March 1, 2019 | 2em
Holly G i
Lake C

€ Marina
on, Bracey, VA e i e e FishRight
o

March 1,2019 | 3m @
Holly Marina
ake cey, VA FishRight

Student Name: “ v

Membership Start Date:

This card demonstrates the completion of a REA DY TO F’SH

FishRight infroductory safety course or quiz. FishRight's Membership Card
The young members of FishRight are the next
generation of fishermen, so fish responsibly.

Uni Knot Citation Sizes

Largemouth Bass 8 lbs. 22"
=¢ﬁ . N Smalimouth Bass 5 Ibs. 20"
0 Crappie 2 lbs. 15"

@ Sunfish 11b. 1

White Bass 2 lbs. 8 oz. 18"
Striped Bass 20 lbs. 37"
Hybrid Striped Bass** 8 lbs. 24"
=¢% 0 White Perch b, 4 oz. 13"
g 9 Channel Catfish 12 lbs. 30"
Blue Catfish 30 lbs. 38"
Flathead Catfish 25 Ibs. 40"
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FISHERMAN'S
HANDBOOK

A VIRGINIA FISHING EDUCATION AND PRESERVATION FIELD GUIDE

FishRight is an fishing education campaign
creatfed to feach children how to fish in a
environmentally-friendly and safe way. Our
goal is to be a knowledge resource for the
next generation of young fishermen! We
hope to teach all people how to fish in a
sustainable matter.

This book contains fishing knowledge and
print resources for the state of Virginia.

FishRight

FishRight Educational Camaign, 2019.

SOUTHEAST-TIDEWATER REGION

Here is a list of the best lakes for fishing ranked by the
Virginia Department of Game & Inland Fisheries.

SOUTH-CENTRAL REGION

Here is a list of the best lakes for fishing in the South-
Central region. This region is home of the largest lake in

the state, Kerr Lake.

Region 1 Region 2

1. Lake Chesdin 1. Burton Lake

2. Western Branch 2. Briery Creek

3. Prince Lake 3. Lake Conner

4. Gardy's Millpond 4. Fairystone

5. Lake Meade 5. Horsepen

6. Lakeview 6. Sandy River Reservoir
7.Sandy Bottom Pond 7. Smith Mountain Lake
8. Lake Cohoon 8. Carvins Cove

9. Wilcox Lake 9. Leesville Lake

1 1

0. Diascund Reservoir 0. Kerr Lake

Fisherman's Handbook: Virginia Fishing Field Guide

LAKE ANNA

AREA: 20.31 mi?
9,600 acres

MAX DEPTH: 80 feet
County, VA Lake Anna Stat
County, VA
ty, VA

Orange

MOST POPULAR FISH:

Striped bass, largemouth bass,
walleye, bluegill, yellow perch,
white perch, catfish, crappie

ABOUT:

The Lake Anna Reservoir was formed by the creation of
the North Anna Dam in 1972. The lake is used as a cooling
source for the North Anna Nuclear Generating Stations.
This creates a "cool” side and a “hot" side. The water near
the reactors are noticeably warmer, which causes fish

to feed more consistently. This also allows for recreation
activities and better fishing all year round. The “hot" side is
private, while the cool side is public.

TIPS:

Wood, brush piles, and other cover are a consistent way to
find bass and other species. Jigs and swim-baits are often
go-to artificial baits for bass and crappie.

For more information and boat landing locations, visit us

online at www.dgif.vir .gov/waterbody/lake-anna.

8 Fisherman’s Handbook: Virginia Fishing Field Guide




BOATING PERMITS

All PWC operators age 14 and older and all operators
(regardless of age) of motorboats with a 10 horsepower or
greater engine need to take a boating safety course.

Before operating a watercraft, you should take a NASBLA
approved boating safety course. More information about
where the courses are offered can be found online at

virginia.gov/boatin ucation/require!

REQUIRED BOAT EQUIPMENT

Before you hop on the boat, you will need the following gear:

28 Fisherman's Handbook: Virginia Fishing Field Guide

Make sure that all boat lights are functioning properly. A flare
gun can also be very useful in emergencies, although they
need fo be checked and maintained for safety. You can
purchase a visual distress signal kit that has single-use flares
and electronic flares. Although it is not required, a first ¢ dtis
always a great thing to have when on the boat. Supplies like
band aids, gauze, and needle-nose pliers are great things to
have in the case of an emergency.

Remember to carry all licenses, whether it be drivers license,
fishing license, boaters permit, or other, on you while fishing. The
permits are there to show your qualifications and knowledge,
and helps protects wildlife and other fishermen.

29

FRESHWATER SPECIES
LARGEMOUTH BASS
Micropterus salmoides

Basically dark greenish above fading to a whitish belly, but
vary depending on the water it lives in. Shows a series of
dark blotches that form a dark horizontal band along its
midline to its tail. Named because of its big mouth. Upper
jaw extends well beyond the eye. Dorsal fin deeply notched.
Average weight is 2 fo 4 Ibs., with up to 10 Ibs. occuring in
some waters.

SMALLMOUTH BASS
Micropterus dolomieu

o

Coppery-brown above, with greenish- brown sides with

darker vertical bars. Three dark bars radiate from the eye on
the cheek and gill cover. Dorsal fin is not as deeply notched
as the largemouth. Upper jaw extends back only in line with
the middle of the eye. A 4 or 5 Ib. fish is considered a trophy.

34 Fisherman's Handbook: Virginia Fishing Field Guide

SPOTTED BASS
Micropterus punctulatus

el

Much like the largemouth and the smallmouth, it is called
the “in-between” species. It is distinguished from the
smallmouth by the dark, blotchy lateral band from head to
tail. The back of spotted bass' upper jaw lines up with the
middle rear of the eye, while largemouth jaws extends past
the eye. It derives its name from the black spots on its belly
scales. Most are about a 1 1b. fo 2lb.

WHITE BASS
Morone chrysops

)
Light greenish back, light yellowish-green to silver sides to
assilvery-white below, 6 to 8 horizontal faint stripes; stripes
below later line are broken:; the first stripe below the lateral
line is not complete to tail. Deep-bodied with distinctively
arched back, considerably smaller than its striped bass

cousin. Single spine on gill cover; variable patch of teeth on
tongue. Commonly reaches 1/2 to 2 Ibs.

35

REELS

There are three main types of reels that fishermen use. The
bait caster is better for long distance casting and pitching.
The spinning rod is great for live bait fishing and most artificial
baits where you need delicate action. The fly reel is used in
fly fishing.

Reel Handle

Brake

Line Guide

l I Reel Seat
Real

Spinning Fly Ree %
W

Line comes in a variety of types and strength. Use line that is
the same test as the biggest size possible for the species you
are fishing for.

Reels come in a wide variety of styles, quality, and weights.

It's good to match the type of reel and rod for the type of
fishing you are doing.

60 Fisherman's Handbook: Virginia Fishing Field Guide

LIVE BAIT

Many fishermen choose to use live bait to catch fish. The
goal here is to use bait that is natural for the fish fo see and
feed on. The list includes bait-fish, minnow, and insect. Below
are some of the more popular live bait options.

PRt
Shad 4
<

Insects

Worms

Some fishermen use other alternative baits that replicate the
smell of things that fish eat. Using live options often involve
putting the bait under a float and waiting for the fish to bite.
However, there are other methods such as drop-shot weight
and weightless options.

61
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KNOTS

There are many knots that work well, but the uni knot is one
of the best. Here is how to tie it:

(1] V4

C ©)

Pass the line through the eye of the hook. Pull it back
towards the eye of the rod and make a loop.

Take the tag and wrap it around the double line created
earlier 4-6 fimes.

(3]

e

Pull the line tight and slide the knot towards the eye of the
hook.

o

G

Wet the knot and pull it as tight as possible. Cut off the
excess line.

68 Fisherman’s Handbook: Virginia Fishing Field Guide

WORKING BAITS

When using arfificial baits, it is essential to “work™ the baits.
This means you will move the bait in a certain way to imitate
something that fish would eat. This sometimes involves jerking
lightly, reeling it fast, reeling inconsistently, letting the bait
flow in current, and more.

Working baits is all about getting the lure in the right location
and making it seem appealing to fish.

Bait depth is important. Even if the color and bait type are

optimal, the bait has to be in a location where the fish will be
able to interact with it.

69

® FishRight ...

Small Mouth Bass
20in.

Large Mouth Bass
2in.

20 22
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Job Title: FishRight Fishing Educational Campaign (2017-2018)
Client: Longwood Graphic Design Department/Self
Medium: Handcraft/Digital lllustration and More

Description: This project was a year-long learning experience. Starting with a dossier
where we could choose a topic, our goal was to create a campaign that would help
people. We also needed to chose a topic that we were invested in. | grew up fishing
on Lake Gaston, and | saw first hand how a lot of people neglect the environment. My
campaign was designed to inform and persuade people to be more conscious of their
decisions while fishing or using public waterways.

| focused a lot on the campaign’s user experience. | created a concise user
demographic of kids ages 6-14. | wanted to create an information source for children. |
also wanted to have seminars and other types of activities for kids to participate in.

| designed forms and envelopes and other crucial parts of the campaign. Keeping
things functional is often overlooked, so | made sure that everything was cost efficient
and could run smoothly.

Jeremiah Gilmer.
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Job Title: Welbsite Assets for Car Manufacturers (Ferrari) (2021)
Client: Team Velocity
Medium: Digital for Web

Description: As a part of the creative design team at Team Velocity, | created web banners for a wide
variety of manufacturers. This specific job required me to create a variety of generic default banners for
Ferrari, one of our client Best Welbsite manufacturers. These banners would be seen on Ferrari dealership
sites across North America.

The focus here was on phrasing and tone, upholding the branding standards of the manufacturer, and
creating elegant design that would reflect the quality of the brand.

ALREADY A CUSTOMER?

SIGN-IN (;\

ALREADY A CUSTOMER?

SIGN IN @




BUY ONLINE

sHopP FRoM HomE ()

BUY ONLINE
SHOP FROM HOME @

SCHEDULE SERVICE

BUY ONLINE sornow (2)

N

p
SHOP FROM HOME ( ) )

‘ BUY ONLINE SHOP FROM HOME (j}

‘TRADE-IN VALUE

75
DISCOVER MORE Q)

TRADE-IN VALUE

DISCOVER NOW (ﬂ
\Z/
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Job Title: Commonwealth Community Trust Rebrand and Website Building (2022)
Client: Commonwealth Community Trust (Pro bono)

Medium: Digital for Web

Description: | created a new logo, branding guide, and website design for the Richmond-based
company called Commonwealth Community Trust. The goal was to create something light and
comforting. The cardinal nesting was the image | chose for the non-profit that provides trust education.

Commonwealth Community Trust

. . Logo
Branding Guide cor
2022 Type

pen COMMONWEALTH
COMMUNITY TRUST

2 3
COMMONWEALTH
COMMUNITY TRUST
4
COMMONWEALTH
COMMUNITY
TRUST

Calor
Type 6 7

& CCT

'y Logo - The Cardinal icon and the

COMMONWEALTH COMMONWEALTH
COMMUNITY COMMUNITY
Logo TRUST Logo Logo TRUST
Calor Color

Type

Design Design
COMMONWEALTH &:E
COMMUNITY TRUST
COMMONWEALTH
COMMUNITY

COMMONWEALTH

COMMUNITY TRUST

Design

Avenir Next Rounded Pro Family - Primary Font

Logo ez sroscas 4000000 Logo
Color Color Tomato ok Color A quickbrown foxjumped verthe azydog,-pt Kl - Capions
iing WD Type A quick brown fox jumped over the lazy dog. - 11pt regular - Body Copy
Design Design I Jsnas Design
COMMONWEALTH o . A quick brown fox jumped over the lazy dog. - 14pt Demi
o oy

COMMUNITY TRUST
Leave smple space around the logo 4949608 4E0E0DF
e - Avenir Family - Secondary Font

Titles and Subtitles - 22pt Heavy

sar3s2C
ALTH ark Slate. A quick brown fox jumped over the lazy dog. - 9pt Light
°°’;‘m?§flﬁ‘5w COMMONWEALTH  COMMONWEALTH Dt
< 5

COMMUNITY TRUST coMMuN\TvT}fT

logo  Donotchange Donot




(804) 740-6930 Create Account Client Login DONATE

COMMONWEALTH ( Who We Are )( Third-Party Trust )( First-Party Trust )(MedicareSet—Aside) ( Military SBP Trust )( Legal Resources )

COMMUNITY TRUST

Resources Charitable Fund Award Testimonials Attorney Resources Contact Us

Serving the Community Since 1990

Pooled Special Needs
Trust Administration

Non-profit Organization Operating
Nationwide

How can a Pooled Special Needs Trust help you?

A Pooled Special Needs Trust (PSNT) is administered by a nonprofit organization. CCT is committed to providing:

* Opportunity for individuals with special * Low funding requirement and
needs to have an improved quality of life administrative fees

¢ Expert knowledge of rules governing = Trustworthy and experienced staff
Medicaid and Supplemental Security
Income (SSI) * Sensitivity to people living with special

needs and their families

Learn More

Third-Party Pooled First-Party Pooled Medicare Set-Aside Pooled Military Survivors Benefit Pooled

Special Needs Trust Special Needs Trust Special Needs Trust Special Needs Trust
Established by a parent, Established with the beneficiary's Established with a portion of Established with annuity
relative, or friend, and can be own funds, usually as a result of a the settlement from a workers'

payments from the Survivor

L 1 IO o Y] c L L I c
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For more of my works, like my web and motion pieces, feel free to visit my portfolio site at
jeremiahgilmer.com, or visit my instagram @jeremiah_gilmer_design.

For more information, a resume, or to contact me about a job opportunity, feel free to contact me
at jergilmer@gmail.com.
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Jeremiah Gilmer
1.434.755.5545
jergilmer@gmail.com



