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When we look back at the past 20 years of computer-inspired graphic design
with odd disgust, Alexander Gelman stands out as one of the very few untar-
nished designers of that generation, While thousands of elite photashop watriors
powered their glitter bombs and blur grenades with the latest computers,
Gelman was concentrating on using a more traditional computation device —-his
mind.

| first encountered the work of Gelman in a design periodical while | was working
in Japan. The images were of a minimal lamp and an abstract bumblebee
pattern. | think that the first thing that struck me as odd was that the caption
said he was a young designer. | had taken this as some mistake in my ability to
read Japanese as the depth and skill of the work pointed to someone much
older.

Years later when | was to first meet him, | had expected someone with long, gray
hair and a beard. | was very surprised to meet quite the opposite -~ a man with
no hair to speak of. This was my first introduction to Gelman's philosophy of
'subtraction.’

As | look at Gelman's body of work, the first thing that comes to mind is the
visual experiments of Gestalt psychology; | constantly feel as though | am being
tested for some perceptual skills or ineptitudes.

Gelman once told me that the brainis.a muscle and he likes to keep his own
brain highly exercised. The way that Gelman's designs often inflict pain on my
brain signal to me that he is making us exercise as well - helping our own brains

to live happier and healthier lives.

John Maeda
Associate Director, MIT Media Lab

Associate Professor of Design and Computation, MIT

PS EFH WK - 8RB

P5 Alexander Gelman









SEEREREERARREE




o, 75 2 5e #EPDRIE U7 7] . www. ertongbook



Rt ASMMNEERE

U RBEFRGE W-UETEHEE B, HEFTENFENRO2ERER
mA CEIHNS AN IEERE. hBEIRA ZHFEOGERIAH
HETES: EASERE. BX5H, EaFAE#H. EEFAREZRS
F sEapAEVERLLRES BEGACSHLT. HEROFE, Hid
fraXESEL—MEEAMND, B RUHHNE ATERAGMNSTEDREF
ERGNE BEBNOIMMIBHAEHLES, PAER AEHFRARE
EHERIHATE., RESECREE, BABREEMN-—NHTENE, R
NEBEhEERMENES. ERAENBEXERET
BRESANSITESR HEEAs E—AxPMEERE. THEBEELTAELT
B, YSHETEHN-—H4HESESE ABAUBORWT . FESEAREUS
— A PEHEN. FEFRERAZHOAT. EEAXAFTHTRTARNR
ZASUEIRTHEBRENTILEN. HFLREINFFTEE. CHESLUEFE
MAXER—REA?  XE ERTS RUBEE, HETHELKINE0LE
HAE5. BREECESRERNVRENBRAUARL £ $—5. BA
HEEREANENEESERE—ASH, ZHEBBERRE. R—RBFEX
HHORBEANR —HEFIAAMNES. BREARA £ HABREWNS
-8 'F 2HMBRITEEAXIE.

=+ ¥8
Ay RitHl#E LAFTEFBEESE

P6-7 B2 5 KAQRUSATOE Eit4l#& LFMfy HAR
£ ma. 2001

P6-7 Gelman and Kaoru Sato at Design Machine working on
“Subtraction’, 2001
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The New Year's holiday greeting from Design Machine appropri-
ates the visual language of the American supermarket, 1998
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Everything from Nething at Design Machine

One of the chief reasons | joined Design Machine was the respect | developed fol
Gelman when he told me that he wanted to “do everything". His approach rto a
life of design is admirably comprehensive: he teaches university students, writes
articles and books, gives public lectures, serves on juries and boards, exhibits his
work in galleries and museums, manages his own company. and creates naw
typefaces as a way of relaxing from it all, His attitude towards the direction of
Design Machine has been similarly exhaustive, pushing our small company to
strike @ novel balance between commercial work, personal wark, and pure design
research and experimentation.|'m fortunate: bacause Gelman wants to do
everything. I get ta explore everything, now, too. It's great to feel so unlimited.
The wonderful irohy is that Subtraction, Gelman's personal philosophy of design,
invalves doing nothing. "Toa much design!" he will declare upon seeing ong of
my new pieces, taking direct aim at every unnecessary decoration, and avery
superfluous or redundant element, until there is nothing left but the pure ideg
itself and the most lightweight structure to support it,"What (s the least
information necessary to communicate an idea in the richest possible way?" This
is.the question to which Subtraction is addressed. And knowing when and whera
to stop is no small matter, Carefully providing next to nething himself, Gelman
astutely recognizes that the viewer's mind will fill in svery gap. The result is a
rare and masterfully restrained practice, and a tremendously engaging bedy of
work, That Gelman thus restrains the tide of everything by summoning the force

of nothing is a testament to the paradox of his unique design wisdom.

Golan Levin
Director of Interactive Media,

Design Machine, New York
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P11 New Year's heliday greeting from Design Machine, 1999
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P12-13 Deasign Machine process chart for branding projects, 1999
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Design Machine

The process

[corporate brand identity projects]

w York
1999

Analysis of
external brand
relationships

Introduction Strateqgy

and background development

Analysis of
internal brand
relationships

First, we consider p ibilities for e At the same time we investigate

the project and absorb information how sub-brands relate to each other company wi
aboul the client's company and within the company-their structure and establish an at
the industry itself of differentiation and subordination

We evaluate the client’s position 0 B: on compited information e We develop a lange
in the market: its perceived strengths and analysis,w ntify precise attitude and serves
and weaknesses vis-3-vis ¢ stitiors; prablems t al the direction all visual commun

ctual and potential market for further s!



Visual language

development

sition
e industry

iat reflects the
lexible base for

Identity
development

Implementation

Advertising
integration

We use this language to develop a visual
identity system that commu tes the
company's mess ustomers, clients,
vendors and internal stalf

At the same time, we use the language
to develop advertising directions that are
visually and conceptually integrated with
the company’s new identity

We design and produce all the elements
of the new dentity system and launch
the first integrated advertising campaign

We help to maintain, update and
coordinate the established brand
identity and its elements
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