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Fusion in Design: East Meets West

e|2lo] tzjolu], 771
1999 S1H|2jo] TIA}el B}A} 3 Az} vl 9]
21213 tio]u, UhAlet ol 71l %

2] At 75



S22 TRiRle] A5 74,

gl 2] ZEfoly

The Leader of Cross-Culture Design, Henry Steiner
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Based in Hong Kong, Steiner&Co. has since 1964 been a leading exponent of

Corporate Brand Identity. Henry Steiner Principal, educated at Hunter College, Yale
University in USA and the Sorbonne in France. His work has had a major impact on
design in the Pacific Rim and has received worldwide recognition for a long period of é

time. Co-author of Cross-Cultural Design: Communication in the Global Marketplace,

he was past president of Alliance Graphique Internationale, is a member of the

American Institute of Graphic Arts, the New York Art Directors’ Club and a Fellow of n Kong
the Chartered Society of Designers and the Hong Kong Designers Association. T e O

Steiner&Co. works with its clients to clarify their objectives. Rather than creating

logos, Steiner&Co. designs identity systems which communicate the personality of ——
an organization and enable it to be recognized favorably and easily differentiated, u
and it enjoys loyalty from its customers. OC

The longevity of client's identities is testament to the rigor and success of its
development process. Major client list includes: Asiaweek, Citic Pacific, Far Eastern —
Economic Review, Hong Kong Awards for Industry, Hong Kong Bank, Hong Kong
Land, Hong Kong Standard, Hutchison Whampoa, IBM, Mandarin Oriental Hotels,
MTR Corporation Shanghai Mart, and Ssangyong Group. O
Text by PARK Mia (Staff Reporter)
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In the following interview Henry Steiner explains his approach.

Monthly ’Design: What is your design philosophy?

Henry Steiner:' My approach to design is based on my studies with Paul Rand
at Yale. He maintained that a given design should contain both an idea and
contrast. It is understood that in addition there are certain "prerequisites” like
clarity and appropriateness. -

People very often speak of fusion in the field of design in Korea.

How would you define the idea of "fusion” in design and is this

a trend evident in Hong Kong?

In Cross-Cultural Design: Communicating in the Global Marketpiace Thames &

Hudson, 1995, | describe the dialectic process of contrasting ideas and styles to

produce cross-cultural impact. However, I'm not sure that "fusion” is the same

thing; it might refer to blending, which results in loss of character. Without the

separation of Yin and Yang, the Tai Chi, for example orf the Korean flag, would

be a grey disk. Another way of expressing my ideas, in Korean, is Tongmun Sodap.
There is a cultural imperialism in the world today; someone wearing a peaked

sports cap, T-shirt, jeans and Nike shoes could be from anywhere. This form of

imperialism is voluntary, hence highly infectious. In Hong Kong it is demonstrated

in our decision to host a new Disneyland and the ubiquity of the Hello Kitty

. franchise. Genuine Asian traditions are becoming an endangered species.

For a long time you have sought to harmonize the eastern and western
elements in your work. What, if any, are the recent changes in your work
and what are the reasons for the changes?

Cross-cultural design is now a generally accepted technique and is in fact becoming
overused in Chinese design. My personal challenge is to make the allusions in
-some of my work subtler, while in other cases simplifying the message to make

it more global. For example

Cross-Cultural: Design98Show, poster, invitation and program (pages 128,129).
The poster announcing this event caused a minor scandal in Hong Kong with the
juxtaposition of the Chinese brush and-the nude. | was requested to tone down
the image for later literature, which would be seen by VIPs, so | substituted Asian
imagery for Goya's Maja; in fact, | feel the latter two Iimages have a greater:
sensual impact than the poster.

Hi-Graphic Magazine, Shanghai (page 130). | was asked to design a cover
relating to a feature article on my work. A piece of paper on which is printed a
reversed Hebrew letter is held down by a rock; together they form the ideograph
for 'stone’, my Chinese name. These obscure the features of an actress from a
1934 Shanghai poster. Perhaps this says something about my feminine, right-
brained style of creative thinking. N

Global: 1dN Magazine cover (page 129). An issue concerned with corporate identity.
Thinking about this subject, | decided that a successful identity should communicate
the company's personality. In order to symbolize this | decided to replace a
person's head with his business card (which also introduces the theme) while
the card he is presenting substitutes for his face.

Captions

Page 128:

1. Cover for Idea, a Japanese design magazine, 1391. Inspired by

the Taoist concept of Fung Shui.

2.3.4. Design98Show, poster, invitation and program, Hong Kong, 1998.
5. [dN Magazine, cover. An issue concerned with corporate identity, IEIEQ_
6. Brand identity for Hong Kong toy company, NewRay, 1999,

7. Corporate identity for Hong Kong Futures Exchange, 1998,

8. Brand identity for PanAsia Paper, a major newsprint manufacturer

with mills in Korea, China andﬂThailand, 1999.

Page 131:
1. Hi-Graphic Magazine, cover, Shanghai, 1999,
2. Self-portrait poster, 1989.

3. Corporate identity for CITIC Pacific, Hong Kong based conglomerate, 1993.

4. Round the Clock, marketing book for Hongkong Land, 1997.
5.8, Hong Kong Awards for Industry, identity system, 1997,

6. Corporate identity for HSBC, 1983.

7. Cross-Cultural Design, book jacket, 1995.

Page 132:

1. The Hong Kong Jockey Club, corporate identity, 1996.

2.3. Identity for ShanghaiMart, exhibition center in Shanghai, 1996:
4, Millenia Singapore, multi-purpose property development, 1994.
5. Masthead for Hong Kong Standard, newspaper, 13996.

6. Corporate identity for Korean conglomerate Ssangyong, 1988.

7. WingTai Asia, Singapore based conglomerate, 1996.

8. Evas Cosmetics, Korea, 1995.

9, Bilingual corporate brochures for Jardine Fleming, Hong Kong, 1995.
10. Golden Circle for Shangri-la Hotels, guest program

branding system, 1997.

11. Corporate identity for Gold Peak, Hong Kong electronics
manufacturer, 1993.

28¢ Conduit Road, Hong Kong
(852) 2548.5548
Facsimile: (852) 2858.2576

hs@steiner.com. bk

The Art of Corporate Definition
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