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When Wang Xu asked me to contribute to this book on graphic design in Europe,
my thoughts wandered to a distant point in the history of China. Long before
graphic design even existed, the Chinese had already invented paper and the
printing press. A few thousand years after this historic milestone, Europe saw the
birth of modern graphic design. It first manitested itself in the early 1920’s, when the
Russian avant-garde and the German Bauhaus movement gave the initial impetus to
graphic design as practised today. Soon after, many countries, including China,

adopted and applied this kind of design, each adapting it to its own culture.

At present, Europe is undergoing drastic and far-reaching changes. Before long, the
European Union will consist of more than 25 independent nations. European
politicians are working hard to develop long-lasting rules to forge Europe together.
There will be open borders and trading structures, as well as a common

constitution, tax system, infrastructure, and of course a single currency, the Euro.

It would, however, not be beneficial for Europe if the politicians got their way in
everything. What if the many rich and widely varying cultures in Europe were also
standardized? Fortunately this is impossible. Just think about the high degree of

diversity in European graphic design, as opposed to the much more uniform style of




our colleagues in America and Japan. There are typically German, Spanish,
Scandinavian, English, French and Dutch schools of graphic design, to name a few.
In Scandinavia and the Netherlands, the designs created for government bodies are

particularly distinctive.

This variety in European graphic design bears likeness to the various Chinese
cuisines, such as Beijing, Shanghai, Sichuan and Canton. In other words, with
regard to local culture China is as diverse as Europe. Would it not be wonderful to
achieve collaboration between both visual cultures, with the inventors of paper,

printing and modern graphic design joining forces? That is what | believe in.

Gert Dumbar, Rotterdam, December 2003
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Base is a company that thrives on contradictions,
both in its work and in its everyday life. Consider
for a moment the agency’s clean, modern
aesthetic. One might expect a Base studio to ook
like the set of the movie Gattica, with an army of
designers dressed in black, working at spotless,
metal desks. A visit to the Brussels office reveals
quite a ditferent picture. The turn of the century era
ouilding that the agency occupies, ironically a
former printing shop, busties with activity.
Magazine spreads cover the worn wood planked
floors where creative director, Dimitri Jeurissen,
finds inspiration for a future ad campaign. Papers,
books, and projects past and present line desk
after desk. A wall ascending towards the main
room’s 10m cathedral ceiling bears an eclectic
collage of inspirational images, slogans, past
projects, outtakes, and printing tests, all
assembled by the young, diverse, international
staff. There is even a copy of a 17th century Frans
Hals portrait of an aged, bearded figure on the wall
with a homemade plaque that jokingly reads,
"Archibald de la Base. Pere fondateur" (= Archibald
of Base. Founding Father)

Although one gets the feeling that people of Base
like to amuse themselves and those around them,
there is an intense energy in the air. Work is being
done. Massive amounts of work, One look at the
latest 302-page Base tome highlighting projects
from 2000 - 2003 reinforces the fact that this 30-
person company, divided between New York,
Brussels and Barcelona, is prolific. Most high-end,
boutique agencies tend to focus on one area.
Base, however relishes the apparent contradiction
of working between the diverse worlds of tashion,
beauty, contemporary art, politics, design, book
publishing, and corporate business.

Take for example Base's work for the New. York
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problem? Or your plumber to give you five ditferent
solutions to your clogged drain? The responsibility
is on the agency to determine a solution to a
client’s problem." And determine a solution they
did. In a story that is now part of design folkiore,
following the Base projected presentation of 120
frames to a crowded room of MOMA's top
executives, the director, Glenn Lowry, exclaimed,
*Thank you very much. Nice work. The new identity
looks like it's always been there." The final concept
for the identity for MOMA QNS was accepted
almost exactly how Base had envisioned it.

It's not to say that things are easy for Base. But
one does get the feeling that things with the group
atways go according to plan. When Jeurissen,
along with friends Thierry Bruntaut and Juliette
Cavenaile started Base in Brussels in 1993, it was
only after two of the three had dropped out of the
prestigious La Cambre university. "Dimitri and
Thierry left school, but the three of us were always
very complimentary,” says Cavenaile, "Dimitri
focused on art direction, Thierry on graphic design,
and | on production." Together, they set out,
beginning with their first serious project, a book on
Joseph Kosuth for the museum of contemporary
art in Antwerp.

Base has since set up offices in Barcelona (1998)
and New York (1999). Both ventures happened
organically, criginating from personal relationships
between the three founding members and the two
new partners. The offices of course work on tocal
projects. However, the group quickly realized that it
was most effective to ignore geographical
boundaries and work globally on larger projects for
various multinationals.

This strategy has benefited the group
immeasurably. In the fall ot 2002, PUMA named
Base as its brand agency for The Black Station.

FLEZHABANERE, F0, A5HERNBELBITNRABERIAFNE N XFRE
HERANES, BAXLERTHF S EREXRLRIAFEN, ERIMZHEHTMN
THES, NEAMIHT MoMA QNS (RRZREYIE - BHE ) XTEBF. RENS
BE (MIFK, LAXE ) BRI BFHEMAAERY -8, ITNEEACRA 7T ILHMHS
X, BREAERMAREABYIRERE BMFranklin GothicF MRS E S £ —#,
BTk, BHTHEEEERECACVHE, TEREAXMNACKRIRIBAMER - R
EABRYESERNEY, AGELERL, BHIEERHTAFE(AAR )T
HHSUE-RIRHEXF. BTXERR, ERRMESINRHEXEDN - BHAESIE
AN ZANERE, EHIEZNEYERE T IRMGEAARENILN,

2002 MR, BEHTHERINEMNKARXETRERANREAEDEESR., BER
W HNNARBERRARMNNEFRA—MERE, A4 BPALERMZLE R
HENRRERERACBNF K. BR—TNRRE L OBRERE, HhsARAC
ﬂﬁﬁﬁﬂﬂﬁﬁ*ﬁlﬂ’\]‘}éﬁfiﬁ? RN KECELORREAHTRNS RRBREAT
KEEEEGH? ATNRARRATARERROBY AR "TNHIRET — I BRA
o UTE—THEMARTRETNEE, ERTHESHHR  BEFIRERBYENS
REBERTT 120MERNAE, 2BEN - BRAFRE. "FHBE LEHNIE, K
REBERRR-EARMEEN” BEZFIATHMOMA ONSIRK L FHE&L TSR
BRARRE—H,

EATERENBED THEEZRREBERES. EANBIE—REOR, RE28HTHEEMN
THE—mRERTMIRFI TN, 1993 F UETRHAREF - FLERBHEE - FXH
REGBREROUDED THEEN, AMNZAZTERIMMERM La Cambre KB,
"EKRANEFEFTER, BRNZA—@XREEHY], " FXRRE, WHEF ST
FERESHEHIH, EFMNEFE R, RUNEHE" BN AF OB NN, EF




BOME— N EERALSARBDLNARZRBYEE —ABXEH K HRANBHE,
EMTHETAPUERECESH (1998 F ) FAL (1999 F ) FFiR T /8. XLV FT
BBSARGHHTH, EEEM THETNZMADASAUFERANBAXR, &5
NERSESTAMMNTE, AL THEERRBERIBEREN TSR ZEMESR
B, HEMEBEEASESKAEERNIERITIE,
RFERRANT SR T EEHBOFL. 2002EMK, EEASHEERBTHEEAHTAT
“EIET MSMEERR. (EAEDATNSHTAS, ‘B3 A EW nuala. Mahanuala #0
96 Hi\ufS%%\ﬁ‘J};irﬁ:, REESER - B KBRRIEFL - ik FRIPSEREA~
REH, BOASXHER THEZTHANRBMES: BRIt nuala IRSHRBER,
& nuala B9F B &4 Mahanuala B R AN IR S @EEE R
nualaZ2MBEZEREEHR - HRPE THAMFEBE LD NS AIECIIRIM KA X
MERELHANBRERIICEZEBRT —HELNEHE. AMRKREHEANTEREER
MEYRER, AAU—FRHEEEASPENBE, SnualaXREEERRRIFTA.
E i THEZ R R — M B BAARE, BT AR, B &EMHE
MR S TE SR RIF o
Mahanuala #9i& i+ TENRKE L, X—RIBRERENEZEHRITH, ENMET nuala
23, "RMEFRUAFA Mahanuala AIHREIAREEN—5F," EXxHBREE, "B
S5HENXEFRBHR S EAERTSRIER " H11RITMMahanualatr S & &R,
Snuala BERBRENER, ERREOEEXNEKITERN, MAXRETLURENS
MTEERMNEN, UNBESHHEERANUM~R T, TEEEHRR T XIHBRENES
NEFRAL TN EHARBRARRRER N RAE LR BUHTE—ZRAE A ERMNE
EMEREs—Z BRENTE,

EHEERNEN, B THEZTEANARBEZRIESIHRITH (BEople), —&X T

‘Station houses such lines as nuala and M

The high-end division of the company, The Black

96 Hours, and all co-op lines includ
collaborations with Jil Sander, A
Starck. Base was given two imme

and to create the logo and brar
secondary, activewear line, |
Nuala was developed by supermo

Turlington in collaboration with PUMA to address
her interest in yoga. The line, soft anc

had developed a loyal following
original serif logo, contained in two interlocking
rectangles, created a sharp, angular feeling that

(e



of nuala. Base

ounder, more

company. From there, the various merchandis

ns and ad campaign evolved naturally

yanuala proved a bit more arduous. The line

ower priced than nuala, was created for athle
"The brand identity had to express that

part of the same PUMA family

viahanuala v
explains Jeurissen, "but at the same time
confuse the

differentiate

t enough as not

umer." The flowing | , with an emotional

nuala, is based on Indian sanskrit
will also evolve into

going fo

tterns and textures for use in various
and product applications.The ad
dicates movement and demonstrates
of the
cing of the two seemingly bipolar

thing. The overall result is

far eastern philosophy and American

Base is setting up a temporary
gazine about Belgian
t art directs and designs. The space

r only two weeks, selling magazines

Eople, the r

rtwork (the proceeds from which will
an AIDS
arge wall with printing tests from the

ed charity). They have

vertop of which up-and-coming artist,

erman

an-Luc 5 painted day-glo,

itine graffiti. "Yea, people asked why we as

> doing a store," relates Jeurissen

an agency

5 look as if to

vith a puzzled, almost incredulot

say, "Why not!?" Perhaps Base's increasing

y

tivities, both in tr
within its
paradigm shift, setting a new standard for other

dios to tollow. Only history will hold the answer

ontradict design for its

own world, are in fact a

entele




MR HUHREER-MERES, ITFEEIARENEH, LEAFNEINERSR
(ATRAB BB SLEREXMBERR ) NELE— KA LMH 7 R EMED
BIETH, ARBAANZARIL - 8% - ESELEAAXIERROET RERORS,
CEM, AMBBNER R ASHTREREENTE,” EuRHERBNNTERUE
FRHRIRE. BARBUTRAR: "HHTATR? " hiFBih TEEAXEMY “FE"
BH—REETHNARFHIENET S, bEETFRANECHERPI—EL LR 48
A, ARMIEERIT —MRNEE, AERLS2HER,

BTz

BHTHET 1993 FHLANMT, BRHBE25BRR, PHNEFTERER. AURCED
BIEELH, BITHEZEITREGERNARE, XENSHTESEIOMENE. 24
HEHHEFERITNAENRENEAUHE B ITEZNEFERRR AN Y.
XURAHNMOTE, AR AN EEN BB N EER SRR EME RS REER R,
REIFERRS., RERBEBIEMAMBERE—E, EENL0NUERER R,
BB CNERRERE. BRMRITHR,

wn



16

BASE

Created in Belgium in 1993, Base is made up of 25
people divided between studios in Brussels, New
York and Barcelora. The studio specializes in
global image development, a catch - all term used
to describe its unique fusion of creative directicn,
art direction, marketing and graphic design. With a
clientele that spars the diverse corporate, cultural
and institutional sectors, Base's projects can range
from the brand image for a prominent museum or
fashion house to that of even a political party or
carwash. Despite this broad body of work, the
projects are inked by certain commonalities,
onhcipaHy that they all start with a certain
conceptual core which results in a direct,
necessary design solution.



