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The Alliance Graphique Internationale (AGI)

Yu Bingnan

The Alliance Graphique Internationale, abbreviated as AGI, was founded in 1951 in
Paris, France. Its first president was Carlu from France. Among its ranks are the most
outstanding and influential famous designers worldwide. It leads since then the trends
of the modern graphic design.

In 1919, Gropius has founded the Bauhaus in Germany. The modern design style
developed by the Bauhaus influenced deeply many creations in the fields of
architecture, industrial products and visual communication. After the Bauhaus was
closed by the Nazis in 1933, many of its teachers fled Germany and worked in Britain
or the United States. Some of them, e. g. Bayer, along with other emigrates such as
Lionni, Burtin, Binder, Matter, Tscherny in the United States and Schleger, Henrion in
Britain became the first members of AGI. At the same time, a talented body of eight
British designers, who had proved their worth before and during the war, became
eligible members.

In France, the most successful poster designers in the Thirties of the last century were
the three Cs. Two of them, Carlu and Cassandre, together with other excellent designers
afterwards, were members of AGI. Art and artists have been always much respected by
the French people. Like painters and sculptors, designers in France enjoy a reputation
and an acknowledged place in society. It was, therefore, natural that Paris became the
new AGI headquarters.

Generally speaking, around that time many important designs are not supported by the
industry and neglected by the organizations which should have believed in the meaning
of design in the industrial and daily life. AEG in Germany and Olivetti Typewriter in Italy,
however, played a pioneer role in this aspect. Pintori, the first Italian AGI member, was
responsible for all the visual communication of Olivetti. His imaginative and semi-abstract
approach became a worldwide influence on graphic design.

In Switzerland Mduller-Brockmann and Hofmann were instrumental in evolving and
establishing the Swiss approach internationally. “New Graphic Design”, of which Neuburg
was a founder member, became the mouthpiece of the new Swiss International Style.
Herdeg started “Graphis” magazine in 1942. This covered graphic design worldwide, with
a much more general approach. Both of them were received as members of AGI. Buhler
and Brun, the two founder members of AGI, had been well-established designers of
posters, exhibitions and advertising and both were influential teachers at the Basel
School. Carigiet was already well known as one of the masters of posters. He was made
an honorary member in 1957.

Richez is the first Belgic member of AGI. His poster for the Brussels World Exhibition has
brought him international reputation.

American magazine design became highly influential on an international scale. “Time”,
“Life”, “Look” established the creative art director of a magazine as the most important
figure in this new communication medium. Magazine design in the United States attracted
the best native and European talent. The majority of these art directors were AGI
members. Special mention here must be made of Beall who had created a typical USA
graphic style as early as the Thirties of the last century.



At the first AGI exhibition at the Louvre in Paris in 1955, at which the work of seventy-five
designers from eleven countries was shown, although the International Style, existent
since the Bauhaus, had become more important, but the national characteristics of most
were evident in the exhibits, for the historic reasons given. Only one year later, however,
when referring to the 1956 London exhibition, the critic Elvin stated: “Clearly the
International Style had begun to dominate the scene.”

Since the foundation in 1951 AGI holds assembly meeting every year in different places
all over the world (except the meeting 1973 in Jerusalem due to the Middle East crises).
In a friendly atmosphere members discussed seriously but fruitfully issues of graphic
design, held exhibitions of their works, trained talented students and young designers in
this field, and helped with their experiences enterprises, companies and their joint
ventures all over the world.

In 1969 AGI has moved the headquarter from Paris to Zurich in Switzerland. Along with
the members from the above mentioned countries, AGI has at present around 250
members from Germany, Australia, Canada, Czech, Denmark, Finland, Iran, Israel,
Japan, Mexico, Netherlands, Norway, Poland, Spain, Sweden, Korea and China. Bingnan
Yu of the Academy of Arts & Design, Tsinghua University, has become in 1992 the first
Chinese AGI member. In 1998, Tai-Keung Kan from Hong Kong was accepted as
member. In 2000, two designer from China, Shaohua Chen and Xu Wang became
members.

As an Network of famous designers from all over the world, AGI is an authoritative
association worldwide in graphic design, which enjoys high reputation internationally.
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Preface

Xie Jianjun

If you are very enthusiastic about graphic
design, | propose that you read the book
carefully, because it surely bring you many
enlightening.

Contacting with Ken, you' Il be most
impressed by his amiability. He is so
modest and urbane that you could hardly
call to mind that he had ever been the
chairman of AGI as well as a world well-
known master. Ken proposes a theory of
Broader Visual Language. He believed that
traditional design which regard logo as the
core just can not meet the needs of
contemporary enterprises to mold their
image anymore. In his opinion,a logo is just
like a fingermark of one person, althought
it has strong sense of identification, it can
not meet the needs of market just as it did
in 1960s because of it' small area and
restriction in using.

Starting his company in the 70's. They have
worked for many international famous
brands over 28 countries. From Cl to
packaging, from website to environment,
the theory of Broader Visual Language
runs through all his work. Nowadays, this
kind of concept has been influencing and
changing the development of design. Being
directed by this idea, Ken and his partners
have made a great deal of outstanding
design. In the meanwhile, they have gained
also broader honour in the area of
comercial as general as of design field.

Anyone who has seen his design may has
the same feeling that Ken and his partners
must had carried the tables to the beach of
Australia and work there, drinking beer in
the sun, with barefoot standing in the sea.
If not, how could they created so many
relaxed and romantic ideas full of sunshine

‘and colors! His works are filled with

creation, from 2D to 3D, 4D, even to 5D.
From broad to broader. Yes, this just is his
design. The most praiseworthy is, those
beautiful design are very practical, this is
also what Ken is seeking. He is of the
opinion that the Broader Visual Language
is also in the range of graphic design,
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it should be well put into
practice as well as help
business obtain
conspicuous achivement
and lasting development.

Many thanks to Ken and
his partners to have this
book published in such a
complete form in China.
Alonging with economic
take-off in China, the whole
society is in badly need of
combination with excellent
design , just like a piece of
sponge is very absorbent.
There is no doubt that
Ken's design concept will
play a great role in
exchange of Sino-Australia’
Culture and Fine Art.
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Cato Partners was founded in 1970. The original
partnership of Ken Cato and Terry Hibberd

had a single goal that was simply to do work that
would be the best they could produce and
hopefully influence design in Australia

A sincere thank you. There are so
many people to be acknowledged
and thanked. Although my name
is on the door it is those who have
worked with me throughout the
years who deserve much of the
credit for the company’s success.
So much of it has come from
working with people who share
common goals, the pursuit of
excellence, love of design and the
profound realisation that good
design improves the quality of our
lives. Their talent, energy and
dedication are the vital ingredients
in both the growth of the company
and the continuing search for
higher standards. The work
contained in this book is not the
work of one person, it is the
accumulated achievement of the
people known as Cato Partners
and it is them | thank from the
bottom of my heart for their talent
and support for making the
company what it is today

Ken Cato

As history tells that influence wasn’t confined
to Australia. The thinking, strategy and design
attributes have now been applied to work in

28 countries. In the early days the reach was
difficult but with the advent of e-mail the
distance between countries and clients has
become much closer. The ability to work across
cultures and across multi-disciplinary areas of
design has always been at the forefront of the
company’s activities

Despite the numerous awards and accolades the
company has accumulated, its core
understanding of being in business was simply
to be of ‘use’. ‘Use’ simply stands for
understanding strategy and execution of ideas
that were meaningful and relevant to the
problems, opportunities and vision of the
company’s clients. While the focus on the work
has always been of the present there has

always been a view which looked to a next

generation being established. Graham Purnell,
Cameron Sanders and Gonzalo Berro are at
the core of the company’s future. Each share the
same philosophy and have contributed to the
growth of ‘idea driven design solutions’. There is
a wealth of experience, knowledge

and structure that form the foundation of the
company’s future. This retrospective collection of
projects includes work for large and small
corporations, cultural institutions, Governments
and every area of business and commerce
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Amongst corporations, institutions, government bodies, businesses and
their products, the search for a powerful identity has become one of the
single most important factors in achieving a strong marketplace presence
and financial success. World markets are cluttered with organisations,
products, entertainment and electronic services providing all sorts of
information that, via visual means, demands our attention. Our tolerance for
pursuing anything that is not considered vitally important is almost non-
existent. We are able to simultaneously absorb many visual messages, so
we are no longer content to read through sales catalogues or press
advertisements until we reach the last page or the bottom of the ad to
discover who is trying to talk to us. Our leisure time is just as valuable. We
surf the television channels or the Internet and move on quickly if the
programme or website is not sufficiently interesting

Not surprisingly, most of the messages we receive and retain are visual.
It's also visual communication that allows us to cross international
language barriers, giving us access to the global marketplace. Beyond
traditional media, international corporations have numerous visual
components that reflect the attitudes and personalities of the company
and its products. Stationery, corporate literature, annual reports, product
design, packaging, merchandising, advertising, transportation, corporate
headquarters, manufacturing plants, retail outlets, corporate wardrobe,
uniforms and websites all have a role to play. Many of these are never
regarded as communication tools, yet millions of dollars are invested in

Still, most traditional
identity programmes
that designers have
developed for
organisations in the
past only satisfy a
small part of the
equation. While the
trademark has been
the cornerstone of
these systems, it has
historically only
reinforced the most
well-recognised reason
for its own existence,
acting as a thumb print
or instant identifier for
the corporation,
organisation or
product. The
trademark has never
provided a system that
enables recognition
prior to or beyond the
well-worn ‘sign-off’.
This is no longer

them every year

enough. What we at
Cato Partners call a
‘Broader Visual
Language’ must be
established for each
organisation or brand,
if it is to fully harness
its visual resources.
Broader Visual
Language is a
graphics system that
allows a corporation,
business, brand or
organisation to
communicate
successfully at all
times and therefore
gain maximum
marketplace
presence. The most
obvious and
appropriate consultant
to help achieve the
optimum result is the
designer. In many
quarters, designers

have been seen
generally as part-time
communicators, full-
time organisers of
information, and often
as visual decorators. In
the future, it's only
those designers whose
work is driven by
ideas, the need to truly
communicate with
understanding, and a
vision for Broader
Visual Language that
will survive the
business arena. And it
will be only those who
practise design

by thinking




Cato Partners Identity Management & Design

Cato Partners Identity Management & Design

Cato Partners v

Cato Partners Identity Management & Design

v

siauried 0D @

Cato Partners  Identity Management & Design

Cent O

e Te '
Dik Artwork Kerkoe

Nunber of Colosrs Special [
No trapping has begn included with this artwork: 3pply a5
requiced belore proceeding to film This diek is 1o b used
togetber with the coloer mark-up provided. Direct any.
queries o Cato Partners prior 1o cutput of separations




While developing the original visual identity components for Cato Partners, we realised
that the company had many needs. One of these needs was how to identify A4 sheets of
letterhead, and report pages. Due to the number of local and international offices, we
potentially had numerous stationery items that required stock control. By simply
establishing a distinct cutting form, and die-cutting different quality and types of blank
paper, we were able to distribute the correct paper in appropriate quantities. We had not
considered that this would become the cornerstone of our identity: not a logotype or a
symbol, but the complete form of the item itself

The graphic images, which are only new to the company, are totally different from the simple
typographic layouts that portrayed our identity in a time when design was perceived as mere
decoration. At Cato Partners, we have always believed in putting forward a serious business identity
for our company in order that our thinking and skills be taken seriously. Our chosen typography and
colour has always been restrained and never been too trendy or over-designed. So, while retaining the

basic premise, we have literally gone out to practise what we preach: the developmentof a Broader
Visual Language
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The words ‘Identity Management & Design’, are difficult to build a visual language
around. But ‘Partners’ provided us with a theme that is absolutely relevant to the way
we work. The language we sought had to be broad, flexible and appropriate to who we
were and who we had been. Above all, it had to be unique and highly memorable.

It also had to have the ability to be expanded and developed as the company evolved.
As a starting point, we endeavoured to identify relationships and partnerships that
existed on the basis of co-dependence

Internally, we encouraged all members of our design teams, to contribute their thoughts. Finally we
arrived at a list of symbiotic relationships we considered to be the most potent, and graphically the
most easily translated. Our list of favourites included the bee and the flower. There were also more
inanimate relationships, such as the nut and bolt, a true analogy for our financial and procedural
documents. We explored numerous ways of expressing these relationships before settling on a
number of basic graphic elements that would form the basis of the system. We introduced another
component, uneven brackets, as a way of defining the desired relationship and containing groups of
information. Through a contrast of scale and various illustration techniques, we set out to use this
Broader Visual Language to actively demonstrate the partnerships we have, and to provide

a solid structure for those of the future
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