








T attooing has become so widespread, fashionable,and 
even commonplace in the last decade that it’s easy to 
forget how disreputable it used to be.Body adornment 

was vulgar. It was for sailors, criminals, gang members, and 
lowlifes. In its most extreme forms, where people chose to cover 
their entire torsos -and limbs with intricate designs, there was 
something of the freak show about it. For women, even more 
than for men, tattoos reeked of loose morals and a bad attitude. 
Prejudice maybe, but that’s how it was.

The book Modern Primitives, published by Re-Search in Los 
Angeles in 1989, revelled in the tattoo’s outlaw status. Along 
with piercing (which has also taken off) and scarification 
(still problematic for most of us), tattoos were seen as ways of 
exploring intense forms of experience through the body. Some 
disturbing images made the book controversial, but it played 
its part in the inexorable process by which tattoos moved from 
culture’s edge to its heart. If that assimilation is now complete, 
celebrities can take much of  the credit. 

A host of Hollywood stars-Drew Barrymore, Christina Ricci, 
Ben Affleck-sport tattoos. Angelina Jolie has no fewer than 12, 
including the Latin words “quod me nutrit me destruit” (that 
which nourishes me destroys me) below her navel next to a 
heavy black cross. The phrase comes from a 1585 portrait of the 
Elizabethan playwright Christopher Marlowe, where it appears 
on the canvas as a motto.To judge by the number of Weblogs 
devoted to it, many people are utterly fascinated by Jolie’s gothic 
inscription. In esthetic terms, it’s quite different from the ornate 
but tacky ilustrative style of the traditional tattoo. Jolie seems 
here to be treating her body as the most intimate surface for 
writing, a public carrier for a personal manifesto of exceptional 
potency. A comparable though even more extreme fictional 
instance of this kind of body writing is the man with no long-
term memory played by Guy Pearce in the thriller Memento. 
 His flesh became a notepad on which he tattooed words he 
wouldn’t otherwise remember-an image pathetic to behold but 
also heroic in a way.

By Rick Poynor
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To Uganda  With Love 

By Shannon Lowe
Photography By Compassion Bloggers

  Last February, Compassion invited 15 bloggers to Uganda. 
They fought bats and mosquitoes, spotted lions, played with Compassion-assisted    
   children, and wrote in their blogs about every incredible moment. 
       Here are blog excerpts from Shannon Lowe, 
    a stay-at-home mom who went on the trip and meet Dissan,   
       her sponsored child.
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His name  
is Mukanga Dissan

he is ours.
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is like a trojan horse. Wholesome and inocent on the 
outside, but inside lurkes an incredible toughness, and 
powerful directness. Nobody can copy her, because she is 
this uniquely extrodinary contradiction.
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War Poster Campaign 
Pro War stance
Photography: Michal-Kathryn Morgan



War Poster Campaign 
Neutral/Anti War stance
Photography: Michal-Kathryn Morgan



Fact: Milk helps maintain 
muscle mass

Fact: With a smaller tank, 
You can now afford to 
buy milk

Open your mind,Live Smart, Get Smart

.
.

Smart Car Marketing Campaign 
Advertising spread series
Target Market: Baby Boom Generation



Fact: Water is essential 
to most bodily functions

Fact: With 45 m.p.g. ultimately 
that means less bathroom stops

Open your mind,Live Smart, Get Smart

..

Smart Car Marketing Campaign 
Advertising spread series
Target Market: Baby Boom Generation



Fact: An apple a day can 
keep the doctor away

Fact: With state of the art 
safety features, You really only 
need the doctor if you don’t 
eat your apple.

Open your mind,Live Smart, Get Smart

.

Smart Car Marketing Campaign 
Advertising spread series
Target Market: Baby Boom Generation
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45miles

112.5miles

87.5miles
.

Smart Car Marketing Campaign 
Gas Card Promotional piece
Target Market: Baby Boom Generation
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1-800-GET-HOPE 

FACT:  out of   are  by their 

FACT: 74 % of all murder-suicides involved an intimate partner. 
96 % were females killed by their intimate partners.

FACT: 75% of murder-suicides occurred in the home.

Domestic Violence Campaign 
Poster/Billboard series
Target Market: Men who abuse
Photography: Michal-Kathryn Morgan
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Domestic Violence Campaign 
Guerilla Marketing piece
Target Market: Men who abuse
Photography: Michal-Kathryn Morgan



Michal-Kathryn Morgan

P.O. Box 586

Honeoye, NY 14471

585.269.4440

michal-kathryn@mk-morgan.com
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