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Leonetto Cappiello
by Jack Rennert

Focus on designer
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During his time, posters were ubiquitously employed as 
the most effective weapon in any promotional arsenal. 
However, only the best posters managed to do what Ca-
ppiello accomplished routinely: they capture attention 
immediately, and associate themselves in our minds 
with an advertised product or service—even though 
that image may have little or nothing to do with the ad-
vertised item.

Take, for instance, the 1903 Chocolat Klaus poster, 
which features a lady in all green riding a bright red hor-
se—and absolutely no visual mention of chocolate, aside 
from the brand’s name. Our attention is arrested, our 
curiosity piqued, our questions left unanswered—which 
forces our brains to resolve the situation by attaching 
the image to the subject of the poster. This product 
identification is a vital tool in advertising: the red horse 
equals Chocolat Klaus instantly, and in fact, generations 
of young customers asked for “the green lady” choco-
late.

Cappiello understood that the world at the start of the 
twentieth century was rapidly changing; the great stri-
des in industry and technology created an explosion 
of consumer demand that had never before existed, 
and the marketplace was becoming fiercely compe-
titive. Thus, the sales message that previously could 
be discreetly whispered now needed to be vigorously 
shouted—especially to those traveling quickly in mo-
ving vehicles. Synthesizing the two previous masters 
of the trade—Chéret and Toulouse-Lautrec—Cappiello 
presented a new result in his own humorous style, tin-
ged with caricature, as a visual punch that arrested the 
viewer’s attention with an unexpected or incongruous 
image. But he always managed to keep the product cen-
tral to his objective.

Most products he was asked to present seemed rather 
drab and mundane, so Cappiello strove to liberate them 
with brazen colors or outlandish forms, and to create a 
synthetic vision with a certain flair and rhythm. He sou-
ght an effect that would be shocking, novel, exhilara-
ting—one that would detach itself from the surrounding 
posters on whatever wall the passerby saw and jump 

Leonetto Cappiello (1872-1942) occupies a unique 
niche in poster lore: he virtually invented the mo-
dern advertising poster, and worked prolifically 
throughout his life. 

into the intended viewer’s line of vision; and from there, 
presumably, lodge itself somewhere in a subconscious 
level of perception. His work began with strictly Art 
Nouveau designs, albeit with a Cappiello twist: stark, sa-
turated, and high-contrast colors made his images stand 

Chocolat Klaus, 1903

It is with this poster that Cappiello firmly established himself 
as the master of the modern poster—if not modern adverti-
sing itself. He begins to slowly distance himself from carica-
ture, not only in preoccupation, but also in its form. With a 
newfound flamboyance of imagination, the artist pursued the 
posterist’s goal with a clarity and purpose that was to set him 
apart from all his colleagues. So powerful was this image that 
it became the trademark of the Chocolat Klaus company—
and remains so to this date. With this poster, Cappiello de-
clared—for all future posterists and commercial artists—a new 
freedom from the restrictions and limitations of the previous 
realist and idealized realist renderings.
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Le Frou Frou, 1899

Cappiello’s earliest poster is executed in his early magazine 
caricature style—which is only appropriate since it does ad-
vertise the humor periodical, Le Frou Frou—yet already his 
bold style shows: a flat-colored background spotlights the 
subject, and the pink pantaloons peeking from under the 
skirt create the perfect frivolous mood for the subject. “Frou-
frou,” after all, means “rustle,” and we are meant to hear the 
whir of the billowing petticoat in this design.

Folies-Bergère / Spectacle Varié, 1900

The mission of this orange-haired dancer was to attract visi-
tors at the 1900 Paris World’s Fair to come to the Folies-Ber-
gère. She—and Cappiello—succeeded admirably. Although all 
contemporary references make it clear that the Frou-Frou 
poster was Cappiello’s first, a black-and-white flyer was is-
sued which proclaimed this to be “The First Poster of Ca-
ppiello.” The text is full of praise, not only for this image but 
also for Cappiello’s career, prophetically declaring that “With 
Cappiello, the poster has become an object of decorative art 
and the first step towards an art which will become, in the 
near future, the public’s taste.”
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La Caisse Simon / Huîtres Exquises, 1901

To advertise an oyster merchant, Cappiello chose a shellfi-
sh sampling seashore scene—an imaginative way to give the 
mundane product a bit more glamour. The company, founded 
in 1881, had its own store in Bordeaux but shipped its wares 
to many locations throughout Europe, hence the space at bo-
ttom to insert the local outlet’s name.

out. His forward-thinking treatment allowed his work to 
transition seamlessly into the Art Deco period. 

Today, Cappiello is in many ways the single most popular 
poster artist—his work is reproduced more often than 
even those by the more famous artists like Mucha and 
Toulouse-Lautrec, likely because he was a true posterist 
who never forgot that his purpose was to sell a product. 

Though his output was prodigious, and his famous works 
are constantly more enthusiastically received at auction, 
collectors today seek out his rarer works and his maquet-
tes, which reveal his train of thought and creative process. 
Throughout his work, there is always visual appeal—someti-
mes exaggerated to create a more potent effect—and a ubi-
quitous dedication to communicate directly and succinctly 
with the consumer.
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Fleur des Neiges / Biscuits Pernot, 1905

Fleur des Neiges is one of the products of Biscuits Pernot; 
since it means “snow flowers,” Cappiello creates a verbal as-
sociation by giving us two lovely ladies worthy of the name, 
their scarlet coats like blossoms in the vast whiteness. Their 
placement at the bottom of the vertical design with a snowy 
landscape allows the artist to create a brilliant impression re-
miniscent of classical Japanese prints of similar configuration.

Automobiles Charron Ltd. / 
Puteaux, ca. 1906

Fernand Charron, who won the first Gordon Bennett cup 
in a car of his own design in 1900, eventually took over the 
Automobiles Charron firm and manufactured large, comfor-
table—and expensive—sedans. The closed cab shown in the 
poster was the natural automotive evolution from a carriage 
design—it was very popular with the aristocracy as it exuded 
elegance and luxury. All of this is reinforced in Cappiello’s 
design, showing an elegant lady giving directions to her driver 
before entering the cab. The frame around the image, inclu-
ding the title plate, suggests that the Charron automobile is 
a masterpiece.
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Chaussures J. B. Torrilhon, 1906

Torrilhon started out manufacturing raincoats and waterproof 
rubber footwear, diversified into tire production, and then ex-
panded massively during World War I as a a result of their ri-
fle component output. This poster is surely one of Cappiello’s 
most irresistible displays of excess and amply demonstrates 
what can be accomplished once a vivid imagination applies 
itself to a marketing concept. If the amphibious leaper can 
improve on the quality of his already water-resilient nature 
with a pair of Torrilhon’s, then surely we’re convinced it would 
more than do the trick for our land-bound promenades.

Maurin Quina, 1906

There’s a little devilry in any alcoholic beverage, and Cappie-
llo used infernal imagery in a number of liquor promotions. 
We here have one of the artist’s classics: a most unusual 
green demon having a devilishly good time with the Maurin 
aperitif, made by Maurin-Brenas of Le Puy. What makes the 
devil stand out so forcefully is the almost Day-Glo quality of 
the colors, sparse but ever so effective.

“Today, Cappiello is in 
many ways the single 
most popular poster 
artist...”.



10Vintage Poster

Cinzano Vermouth, 1910

What the red horse did for Chocolat Klaus, the zebra did for 
Cinzano—and for Cappiello. With a highly respected, long-es-
tablished firm from his native country endorsing his unortho-
dox approach to advertising, he was now universally honored 
as a pioneer of the new bold wave of product publicists. Ja-
cques Vienot declared it a revolutionary poster and announ-
ced that 1910 “was not only an important date in the career 
of Cappiello, but an important year in the history of the art of 
the poster.” This image for Cinzano created an instant image/
product association with the public; shrewd enough to re-
cognize that, the progressive firm used his talents again and 
again, and even twenty years down the road, when they mer-
ged with Florio, they called on him and used the association 
to their advantage with a second zebra.

Oxo, 1911

Nothing but a sort of tomato-head wearing Oxo spectacles. 
This must have been an unsurpassed attention grabber for 
the bouillon brand. And never did Cappiello more thoroughly 
integrate lettering and art.
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Le Nil, 1912

Although the slogan reads “I only smoke Nil,” Nil isn’t actually 
a cigarette, but rather a brand of cigarette rolling paper. Nil 
claimed to be as “though as an elephant’s hide,” which is how 
the company’s spokes-pachyderm came to be. So this was an 
easy marriage between product and posterist, seeing as the 
elephant was a favorite Cappiello attention-getter. The Jo-
seph Bardou company introduced Nil to the public in 1887.
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Cachou Lajaunie, 1920

In Cappiello’s later years, caricature, now more polished and 
refined, makes an appearance every now and again. This se-
cond poster for Cachou Lajaunie, a breath freshener to coun-
teract the effects of her cigarette, gets our attention with a 
woman in a startling dress decorated with large sequins in 
shades reminiscent of autumn foliage. “The pharmacist, Léon 
Lajaunie, set up his pharmacy in Toulouse. After developing 
several invigorating elixirs, he turned to cachou, as an aro-
matic for perfuming the breath whose strong flavor covered 
smoker’s breath” (Health Posters, p. 169).

“Throughout his work, 
there is always visual 
appeal...”.
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La Menthe-Pastille, 1929

In contrast to the deeply-colored, nearly mystical image Ca-
ppiello created for La Menthe-Pastille in 1906, the artist, 23 
years later, takes a turn towards the light-hearted with this 
social scene. Deeply drawn into the refreshing drinks of whi-
te and green liqueurs, these two independent young women 
don’t even notice that the café employee is eyeing them sus-
piciously. Cappiello’s usual élan is articulated quite refinedly 
in this image with the windblown white scarf, especially in 
contrast to the legs pointing in the opposite direction, crea-
ting a wing-like effect.

La Baule les Pins, 1926 

To advertise the seaside resort of La Baule les Pins, Cappie-
llo shows us a cluster of frolicking bathing beauties. The de-
sign contains a rather unusual element for Cappiello—a light 
paper background, against which the vividly colored bathers 
sprint to life. No doubt, the only appropriate shading for a 
beach, but unusual for Cappiello nonetheless.
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Kub, 1931 

This Kub poster hits the bull’s eye in more ways than one. 
Even for an artist who makes a specialty of astonishing the 
public, this was a bold gamble, but it paid off in spades as it 
became one of the most spectacular and arresting posters of 
its day. A veritable milestone in graphic design. It’s interesting 
to compare this with an earlier Cappiello poster for the same 
product. It demonstrates that fifteen years later, Cappiello’s 
talents hadn’t diminished, but in fact, became even more so-
phisticated and effective.

For the serious Cappiello collector, the artist’s grand-
son, Pierre Cappiello, maintains an online database of 
the artist’s posters and maquettes, which is available 
here: www.catalogue.cappiello.fr

My book, The Posters of Leonetto Cappiello, a catalo-
gue raisonné of the artist, is available from Posters Plea-
se, New York.
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Le Frou Frou, 1899

Cappiello’s earliest poster is executed in his early magazine 
caricature style—which is only appropriate since it does ad-
vertise the humor periodical, Le Frou Frou—yet already his 
bold style shows: a flat-colored background spotlights the 
subject, and the pink pantaloons peeking from under the 
skirt create the perfect frivolous mood for the subject. “Frou-
frou,” after all, means “rustle,” and we are meant to hear the 
whir of the billowing petticoat in this design.

Folies-Bergère / Spectacle Varié, 1900

The mission of this orange-haired dancer was to attract visi-
tors at the 1900 Paris World’s Fair to come to the Folies-Ber-
gère. She—and Cappiello—succeeded admirably. Although all 
contemporary references make it clear that the Frou-Frou 
poster was Cappiello’s first, a black-and-white flyer was is-
sued which proclaimed this to be “The First Poster of Ca-
ppiello.” The text is full of praise, not only for this image but 
also for Cappiello’s career, prophetically declaring that “With 
Cappiello, the poster has become an object of decorative art 
and the first step towards an art which will become, in the 
near future, the public’s taste.”

La Caisse Simon / Huîtres Exquises, 1901

To advertise an oyster merchant, Cappiello chose a shellfi-
sh sampling seashore scene—an imaginative way to give the 
mundane product a bit more glamour. The company, founded 
in 1881, had its own store in Bordeaux but shipped its wares 
to many locations throughout Europe, hence the space at bo-
ttom to insert the local outlet’s name.
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Chocolat Klaus, 1903

It is with this poster that Cappiello firmly established himself 
as the master of the modern poster—if not modern adverti-
sing itself. He begins to slowly distance himself from carica-
ture, not only in preoccupation, but also in its form. With a 
newfound flamboyance of imagination, the artist pursued the 
posterist’s goal with a clarity and purpose that was to set him 
apart from all his colleagues. So powerful was this image that 
it became the trademark of the Chocolat Klaus company—
and remains so to this date. With this poster, Cappiello de-
clared—for all future posterists and commercial artists—a new 
freedom from the restrictions and limitations of the previous 
realist and idealized realist renderings.

Fleur des Neiges / Biscuits Pernot, 1905

Fleur des Neiges is one of the products of Biscuits Pernot; 
since it means “snow flowers,” Cappiello creates a verbal as-
sociation by giving us two lovely ladies worthy of the name, 
their scarlet coats like blossoms in the vast whiteness. Their 
placement at the bottom of the vertical design with a snowy 
landscape allows the artist to create a brilliant impression re-
miniscent of classical Japanese prints of similar configuration.

Automobiles Charron Ltd. / 
Puteaux, ca. 1906

Fernand Charron, who won the first Gordon Bennett cup 
in a car of his own design in 1900, eventually took over the 
Automobiles Charron firm and manufactured large, comfor-
table—and expensive—sedans. The closed cab shown in the 
poster was the natural automotive evolution from a carriage 
design—it was very popular with the aristocracy as it exuded 
elegance and luxury. All of this is reinforced in Cappiello’s 
design, showing an elegant lady giving directions to her driver 
before entering the cab. The frame around the image, inclu-
ding the title plate, suggests that the Charron automobile is 
a masterpiece.
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Chaussures J. B. Torrilhon, 1906

Torrilhon started out manufacturing raincoats and waterproof 
rubber footwear, diversified into tire production, and then ex-
panded massively during World War I as a a result of their ri-
fle component output. This poster is surely one of Cappiello’s 
most irresistible displays of excess and amply demonstrates 
what can be accomplished once a vivid imagination applies 
itself to a marketing concept. If the amphibious leaper can 
improve on the quality of his already water-resilient nature 
with a pair of Torrilhon’s, then surely we’re convinced it would 
more than do the trick for our land-bound promenades.

Maurin Quina, 1906

The mission of this orange-haired dancer was to attract visi-
tors at the 1900 Paris World’s Fair to come to the Folies-Ber-
gère. She—and Cappiello—succeeded admirably. Although all 
contemporary references make it clear that the Frou-Frou 
poster was Cappiello’s first, a black-and-white flyer was is-
sued which proclaimed this to be “The First Poster of Ca-
ppiello.” The text is full of praise, not only for this image but 
also for Cappiello’s career, prophetically declaring that “With 
Cappiello, the poster has become an object of decorative art 
and the first step towards an art which will become, in the 
near future, the public’s taste.”

Cinzano Vermouth, 1910

What the red horse did for Chocolat Klaus, the zebra did for 
Cinzano—and for Cappiello. With a highly respected, long-es-
tablished firm from his native country endorsing his unortho-
dox approach to advertising, he was now universally honored 
as a pioneer of the new bold wave of product publicists. Ja-
cques Vienot declared it a revolutionary poster and announ-
ced that 1910 “was not only an important date in the career 
of Cappiello, but an important year in the history of the art of 
the poster.” This image for Cinzano created an instant image/
product association with the public; shrewd enough to re-
cognize that, the progressive firm used his talents again and 
again, and even twenty years down the road, when they mer-
ged with Florio, they called on him and used the association 
to their advantage with a second zebra.
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Cachou Lajaunie, 1920

In Cappiello’s later years, caricature, now more polished and 
refined, makes an appearance every now and again. This se-
cond poster for Cachou Lajaunie, a breath freshener to coun-
teract the effects of her cigarette, gets our attention with a 
woman in a startling dress decorated with large sequins in 
shades reminiscent of autumn foliage. “The pharmacist, Léon 
Lajaunie, set up his pharmacy in Toulouse. After developing 
several invigorating elixirs, he turned to cachou, as an aro-
matic for perfuming the breath whose strong flavor covered 
smoker’s breath” (Health Posters, p. 169).

Oxo, 1911

Nothing but a sort of tomato-head wearing Oxo spectacles. 
This must have been an unsurpassed attention grabber for 
the bouillon brand. And never did Cappiello more thoroughly 
integrate lettering and art.

Le Nil, 1912

Although the slogan reads “I only smoke Nil,” Nil isn’t actually 
a cigarette, but rather a brand of cigarette rolling paper. Nil 
claimed to be as “though as an elephant’s hide,” which is how 
the company’s spokes-pachyderm came to be. So this was an 
easy marriage between product and posterist, seeing as the 
elephant was a favorite Cappiello attention-getter. The Jo-
seph Bardou company introduced Nil to the public in 1887.
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La Menthe-Pastille, 1929

In contrast to the deeply-colored, nearly mystical image Ca-
ppiello created for La Menthe-Pastille in 1906, the artist, 23 
years later, takes a turn towards the light-hearted with this 
social scene. Deeply drawn into the refreshing drinks of whi-
te and green liqueurs, these two independent young women 
don’t even notice that the café employee is eyeing them sus-
piciously. Cappiello’s usual élan is articulated quite refinedly 
in this image with the windblown white scarf, especially in 
contrast to the legs pointing in the opposite direction, crea-
ting a wing-like effect.

La Baule les Pins, 1926 

To advertise the seaside resort of La Baule les Pins, Cappie-
llo shows us a cluster of frolicking bathing beauties. The de-
sign contains a rather unusual element for Cappiello—a light 
paper background, against which the vividly colored bathers 
sprint to life. No doubt, the only appropriate shading for a 
beach, but unusual for Cappiello nonetheless.

Kub, 1931 

This Kub poster hits the bull’s eye in more ways than one. 
Even for an artist who makes a specialty of astonishing the 
public, this was a bold gamble, but it paid off in spades as it 
became one of the most spectacular and arresting posters of 
its day. A veritable milestone in graphic design. It’s interesting 
to compare this with an earlier Cappiello poster for the same 
product. It demonstrates that fifteen years later, Cappiello’s 
talents hadn’t diminished, but in fact, became even more so-
phisticated and effective.
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Art Deco

by Angelina M. Lippert
Chief Curator
Poster House Museum in New York

Focus on style
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Appearing just before World War I, Art Deco be-
came the dominant artistic style of Europe and 
America up through the beginning of World War 
II. Devoted to the strong lines and geometric 
structures of the Machine Age, it was an aggres-
sive departure from the sinuous, organic forms of 
its predecessor, Art Nouveau. 

St Jean De Luz, Rob Mallet Stevens 1928
50 x 70 cm

St Jean De Luz, Rob Mallet Stevens 1928
50 x 70 cm

While Art Deco’s influence touched everything from 
architecture to fashion, its appearance in posters is es-
pecially striking. Suddenly, products and destinations 
were being advertised through the rhythmic repetition 
of bold shapes, brilliant colors, and a kinetic sense of 
accelerated movement and power. If Art Nouveau can 
be described as feminine, then Art Deco is pure ma-
chismo. 

The name itself derived from the famous Decorative 
Arts Exposition of Paris in 1925. A type of World’s Fair, 
its seven-month run helped establish the “style moder-
ne” as a truly international movement, bringing together 
the best ideas of the European avant-garde alongside 
more traditionally commercial manufacturers. The ori-
ginal goal was to give a platform for the decorative arts, 
which had often been treated like the redheaded step-
child within the fine art family of painting and sculpture. 
In reality, the decorative arts influence our lives on a 
more regular and intimate basis than the fine arts, so 
elevating them to a place of artistic respect seems not 
only logical but necessary. Over 16 million people visi-
ted the fair (that’s 5 million more than the current popu-
lation of Belgium), allowing the event’s influence to have 
a truly global impact. 

The hallmarks of Art Deco posters can best be des-
cribed as sophisticated, streamlined, and sleek. Images 
like A.M. Cassandre’s Normandie (1935) or Robert Ma-
llet-Stevens’s St Jean de Luz (1928) are almost overwhel-
ming in their presentation of scale – we feel dominated 
by the impressive architectural presence of both the 
ship and the building, respectively. Posters promoting 
more fashionable items, like any of Jacint Bofarull’s 
designs for Dunhill (1932) or Franco Barberis’s Candee 
(1929) speak to wealth and glamour expressed through a 
lens of removed, cool elegance. The same holds true for 
all of Paul Colin’s numerous posters for performances 
and parties, wherein he is selling more of an attitude 
than an event.
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“... we feel dominated 
by the impressive 
architectural presence 
of both the ship and the 
building, respectively.”

St Jean De Luz, Rob Mallet Stevens 1928
50 x 70 cm

A.M. Cassandre, Nord Express, 1927, France / 
106 x 80cm / Source: L’Affichiste, Canada
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Joseph Binder, New York World’s Fair, USA, 1939 
/ 77x51cm / Source: AntikBar, UK

Publivox Geneve, Hettinger Linoleum Teppiche, 
1925, Switzerland / 127.5 x 88cm / Source: 
Artifiche, Switzerland

Benigni, Brides Les Bains, France, 1929 / 
99x63.5cm / Source: Chicago Center for The 
Print, USA

Josep Renau, Las Arenas, Spain, 1932 / 99x69cm /
Source: Chisholm Larsson Gallery, USA
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Monogram T, Andermatt – Gotthard – Schweiz, 
Switzerland, 1927 / 102x68 cm / Source: 
PLACART, Switzerland.

Arthur, Peugeot, France, 1930s / 128.2x90.2cm /
Source: The Ross Art Group, USA

Emilio Vila, Poudre Savon Creme Simon, France, 
1920s / 160x119.5cm / Source:  The Vintage 
Poster, USA

Otto Baumberger, Splendid, 1915, Switzerland / 
129x90cm  / Source: Galerie Documents, France
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Even such banal consumer goods as light bulbs and newspa-
pers are given a sense of extreme importance and dynamism 
through Art Deco design. For example, Pierre Andry-Farcy’s 
Le Petit Dauphinois (ca. 1925) makes the daily paper appear 
akin to a revolutionary dictator, aggressively gripping informa-
tion as it filters through the wire, while Nicolay Diulgheroff’s 
Watt Radio (1933) is nothing short of a visual fire alarm, screa-
ming into the passerby’s eyes. 

St Jean De Luz, Rob Mallet Stevens 1928
50 x 70 cm

St Jean De Luz, Rob Mallet Stevens 1928
50 x 70 cm
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Gert Sellheim, Corroboree, Australia, 1935 / 
100.4 x 62.4cm /Source: Josef Lebovic Gallery, 
Australia

Johannes Handschin, Grand Prix Montreux, 
Switzerland, 1934 / 128x 77.5cm / Source: Classic 
Posters, Switzerland  

Austin Cooper, Paris for the Weekend, 1934, UK / 
102 x 64cm / Source: Mark J. Weinbaum, USA

Roger Broders, Monte Carlo, France, 1930 / 
100 x 62cm / Source: Poster Team, Norway
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Today, the Art Deco period is looked at as one of the finest 
moments in design history. The lasting appeal is potentially 
because the International Style and other forms of Moder-
nism which followed Deco and incorporate many of its cool 
lines and elegant shapes, are still popular in today’s decora-
tive art scene. While updated and influenced by Mid-Cen-
tury furniture, our homes fit more readily with Deco’s crisp 
luxury than the overly ornamental frills of Art Nouveau. This 
aesthetic thread which ties us to the past makes posters by 
the likes of Cassandre, Colin, Loupot, Nizzoli, McKnight Kau-
ffer, and countless other design masters still appear fresh, 
dynamic, and exciting over 80 years later. 

“Today, the Art Deco 
period is looked at 
as one of the finest 
moments in design 
history”.

Rene Vincent, Au Bon Marche, France, 1922 / 
29x40.5cm / Source: I Desire Vintage Posters, 
USA
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General Dynamics 
Posters
by Erick Nitsche

Focus on collection
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In 1953 the company’s future was decided by President 
Eisenhower’s historic “Atoms for Peace” speech at the 
United Nations General Assembly in New York in which 
he suggested the creation of an international atomic 
energy agency which, instead of using atomic energy ex-
clusively for war, would also use it for peaceful means. 
General Dynamics asked its director of communica-
tions, Erik Nitsche, to produce a series of posters for 
the public to promote the numerous research branches 
related to peaceful nuclear technologies. 

General Dynamics was founded in 1952 through 
the merger of Electric Boat and Canadair Ltd, 
and was at the forefront of scientific research 
including nuclear energy, electricity, electronics, 
aerodynamics and space dynamics. 

Erik Nitsche (1908-1998) studied in Lausanne, Switzer-
land and moved to the United States at the age of 26, 
where he had a successful career as graphic designer 
and art director at General Dynamics. 

The first International Conference on the Peaceful 
Uses of Atomic Energy took place at the seat of the 
United Nations in Geneva from 8-25 August 1955. The 
result of this conference was the creation in 1956 of the 
International Atomic Energy Agency (IAEA), which was 
ratified by almost all states during the second confe-
rence in 1958. 

The first poster of the series featured the flag pyramid 
symbolizing all the nations united under the atom. Three 
series of posters were printed between 1955 and 1960.

“... instead of using atomic 
energy exclusively for 
war, would also use it for 
peaceful means...”
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1955 - 1956 Atoms for Peace
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The first series with the Atoms for Peace title consists 
of a first set of six posters printed in 1955 in six langua-
ges to promote the pacific use of atomic energy on the 
occasion of the International Conference on the Pea-
ceful Uses of Atomic Energy, and a second set of five 
posters in different languages printed in 1956. 

The most celebrated of the General Dynamics posters 
is the “Hydrodynamics” poster that depicts a nautilus 
shell with a terrestrial globe at its centre and the USS 
Nautilus (the first nuclear propelled submarine that was 
launched in 1954) emerging from its spiral.

The “Astrodynamics” poster features Atoms for Peace in Rus-
sian and illustrates ballistic research and rockets being pro-
pelled into orbit. 

With its title in German, the silhouetted planes shown in the 
“Aerodynamics” poster are B-36s put into service in 1954. Ten-
tative measures were made during the Cold War to fly these 
modified nuclear propelled planes, which were capable of sta-
ying airborne for a week.
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This “Electrodynamics” poster depicts nuclear electricity ligh-
ting up the world. At the centre of the light bulb is the symbol 
of the atom. 

The mosaic of concentric circles in “Solar Dynamics” repre-
sents the scientific study of the sun and the associated re-
search for energy production using solar panelled mirrors.
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The “Radiation Dynamics” poster depicts the latest research 
into the mutation and radiation of vegetables (a premonition 
of the genetic manipulations of today), with Atoms for Peace 
written in Arabic. 

The more abstract “Nuclear Fusion” poster in French has mul-
tiple layers of colour to suggest the compression of matter. 
This compression effect is reinforced by two opposing arrows 
that heat the plutonium bar red hot. 

“... to promote the pacific 
use of atomic energy 
on the occasion of the 
International Conference 
on the Peaceful Uses of 
Atomic Energy...”
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1957 - 1958 Exploring the Universe 
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Exploring the Universe was the theme of the second 
series of posters designed between 1957 and 1958 to 
illustrate the research activities of the company for the 
second International Conference on the Peaceful Uses 
of Atomic Energy in Geneva in 1958. On this occasion, 
the atomic reactor TRIGA was presented to the public. 

“Exploring the Universe First Steps into Space” repre-
sents the wing of a plane in a wind tunnel with its gra-
phic flux of air.

The text in “Exploring the Universe Weather Control” refers 
to the research undertaken to understand, control and modify 
the weather through chemical means, symbolized here by the 
beaker. 

In “Exploring the Universe Worlds Without End” a small roc-
ket is propelled into the enormity of galaxies and black holes. 
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1958 - 1960 The GD Divisions 
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A third series from 1958 to 1960 aimed to promote the 
different transportation, energy and industrial products 
divisions. 

TRIGA is an acronym for Training Research Isotopes Ge-
neral Atomics and is also the name of a small nuclear 
reactor. 

Erik Nitsche superimposed portions of concentric circles that 
represent radio signals or radar emissions over the contours 
of a map. With incredible vision, it seems he might have desig-
ned the wifi logo years before its birth. 

In “Convair 880 the World’s Fastest Jetliner,” the earth’s glo-
be is lifted by the nations and their many colours that are 
crossed by the General Dynamics 880 plane. 
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1961 Exhibition at the Rockefeller Plaza 
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A final series of six posters was published for the large 
General Dynamics retrospective exhibition at the Roc-
kefeller Plaza in 1961. 

These are a unique series of posters that represent a 
time when the democratic nature of Modernist abstract 
art was diametrically opposed to the rigid Social Rea-
lism of the Soviet Union. Inside that political landscape, 
Nitsche’s Swiss design bonded perfectly with America’s 
economic power. 

Robert Garvin & JD Clerc
Galerie 1 2 3 
Geneva
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The Ross Art Group, Inc.

532 Madison Ave. 4th Floor
New York 
NY USA
1-212-223-1525

www.postergroup.com
mickey@postergroup.com

Illustraction Gallery

New York 
NY USA
646 801 2788

www.illustractiongallery.com
hello@illustractiongallery.com

Poster Plus

1867 N. Bissell St. 
Chicago IL USA
+1-312-437-1805

www.posterplus.com
dgartier@posterplus.com

Weidman Gallery and 
Custom Framing, Inc.

8254 Melrose Ave.
Los Angeles CA USA
(323) 655-0087

www.weidmangallery.com
weidman@weidmangallery.com

Murray Galleries

6701 Park Heights Avenue. alt ad-
dress: 11196 Green Lake Dr Boyn-
ton Beach Fla. 33437 Bldg 17–unit 
203 suite #2F Baltimore MD USA
1-201-694-6491

www.murraygalleries.com
amzcon@aol.com

Picture This Gallery

P O Box 4802
Ascot England
+44 7925 178151

www.picturethiscollection.com
chris@picturethiscollection.com

Last Moving Picture Co.

10535 Chillicothe Road Routes 6, 
and 306 
Kirtland OH USA
+1 440 256 3660

www.hollywoodposterauction.com
lastmo@aol.com

AntikBar

404 King’s Road Chelsea
London England
+44 20 7352 9309

www.antikbar.co.uk
antik_bar@yahoo.co.uk

Josef Lebovic Gallery

103a Anzac Parade (corner of 
Duke Street) Kensington Postal 
address- P O Box 93 Kensington 
Sydney NSW Australia
61 2 9663 4848

joseflebovicgallery.com
josef@joseflebovicgallery.com

Estampe Moderne & 
Sportive

7 Rue Milton -16 Rue Choronn 
Paris France
+33 (0)1 42 80 01 03

www.estampemoderne.eu
info@estampemoderne.eu

Burkhard Sulzen

Stromstr. 23
Berlin Germany
+49 30 3903 6376

www.plakatkontor.de
b.suelzen@gmx.de

Mark J. Weinbaum

2211 Broadway, Suite 4E
New York NY USA
+1 212 769 9348
Cell: +1 347 739 4310

www.mjwfineposters.com
mjweinbaum@gmail.com

IVPDA Directory
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Original Poster Barcelona

Teodor Roviralta 63 (by appointment 
only) Barcelona Cataluyna Spain
(34) 626 59 59 09 29

www.original-poster-barcelona.
com/en/
contact@original-poster-barcelo-
na.com

Marie-Laurence Bernard 
- Ma Maison de Papier

Galerie de la rue de Ruysbroeck, 6 
Brussels Belgium
+32 2 512 2249

www.mamaisondepapier.be
mibernard@mamaisondepapier.be

Kiki Werth

Central London
London England
+44 (0) 207 229 7026

www.kikiwerth.com
kiki@kikiwerth.com

Chisholm Gallery

323 1/2 W. 16th St.
New York NY USA
+1 212 243 8834

www.vintagepostersnyc.com
gail@vintagepostersnyc.com

Vintage European 
Posters (Hawaii)

744 Front Street Suite 2
Lahaina HI USA
+1 808 662 8688

www.europeanposters.com
alan@europeanposters.com

Pauli-Gallery

Danas Plads 9.
1915 Frederiksberg C
Copenhagen, Frederiksberg C. 
Denmark
0045-26-22-33-44

www.pauli-gallerycom
info@pauli-gallery.com

PLACART

Werdmuehiestrasse 5
Zurich Switzerland
+41 44 221 97 78

placart.ch
info@placart.ch

David Pollack Vintage

1222 North King St. (by appoint-
ment only)
Wilmington DE USA
+1 860 798 1063

www.dpvintageposters.com
david@dpvintageposters.com

Poster Mania 2000

3 Hamifal Street
Tel Aviv Israel
+972 54 4370825

www.postermania2000.com
perry.posters@gmail.com

Contemporary Posters

115 Central Park West
New York NY USA
+1 212 724 7722

www.contemporaryposters.com
art@contemporaryposters.com

Artifiche Ltd. - Vintage 
Poster Art

Gallery: Zeltweg 10 Office: Felde-
ggstrasse 19
Zurich Switzerland
+41 44 387 40 44 / +41 79 433 59 69

joseflebovicgallery.com
josef@joseflebovicgallery.com

Philip Williams

122 Chambers St.
New York NY USA
+1-212-513-0313

www.postermuseum.com
postermuseum@gmail.com

La Belle Epoque Vintage 
Posters, Inc.

115A Greenwich Avenue
New York NY USA
+1 212 362 1770

www.vintageposters.us
posters@la-belle-epoque.com

INTEMPOREL

22, rue Saint-Martin
Paris France
+33 1 42 72 55 41

www.intemporel.com
choko@intemporel.com

Spencer Weisz Galleries, 
Ltd.

1038 N. LaSalle Dr Unit W store 
front entrance on Maple St
Chicago IL USA
+1 312 527 9420

www.antiqueposters.com
info@antiqueposters.com
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Danish Design & Posters

Soeborg Hovedgade 20 
Dyssegaard
Copenhagen Denmark
+45 2970 2061

www.ddposters.com
jh@ddposters.com

Galerie Documents

52 Rue de Seine
Paris France
+33 (0) 1 43 54 50 68

galeriedocuments.wordpress.com
galeriedocuments@orange.fr

VintageAutoPosters.com

27050 Upper Forty Drive
Carmel Valley CA United States
8316591551

www.vintageautoposters.com
tony@singer356.com

Chisholm Larsson 
Gallery

145 Eighth Avenue
New York NY USA
+1 212 741 1703

www.chisholm-poster.com
info@chisholm-poster.com

Graglia Beaune

21. rue Maufoux
Beaune France
+33 3 80 22 23 50

www.galerie-graglia.com
michel.graglia@wanadoo.fr

Gallerie Rouge

2830 East Third Avenue
Denver CO USA
+1 720 318 7556

www.gallerierouge.com
theposterlady@gmail.com

PosterTeam

Hans Hagerups gt. 6 (by 
appointment only)
Trondheim Norway
+47 97001909

www.posterteam.com
mail@posterteam.com

The Galerie Fitzroy

Level 1, 274 Brunswick St (enter via 
Victoria St.) Fitzroy, Melbourne 
Victoria Australia
+61 3 9486 8686

www.thegalerie.com.au
hello@thegalerie.com.au

Chicago Center for The 
Print/Richard Kasvin

1451 West Fullerton Avenue
Chicago IL USA
+1 773 477 1585

www.prints-posters.com
rkasvin@prints-posters.com

I Desire Vintage Posters

438 King St. West
Suite 1607
Toronto ON Canada
+1 416 977 7932

www.idesirevintageposters.com
vintageclark@gmail.com

Posters Please, Inc.

26 West 17th Street Ground Floor
New York NY USA
+1 212 787 4000

www.postersplease.com
info@postersplease.com

L’Affichiste

471 St. Francois Xavier
Montreal QC Canada
+514 831 5121

www.laffichiste.com
info@laffichiste.com

Galerie Paul Maurel

Marche Vernaison - Flea Market 
Allee 1 - Stand 41
Saint Ouen France
+33 6 14 16 59 21

www.poster-paul.com
contact@poster-paul.com

MovieArt Original Film 
Posters

P.O. Box 4419
Austin TX USA
+1 512 479 6680

www.movieart.com
kirby@movieart.com

Sarah Stocking Fine 
Antique Posters

101 Church St, Studio 28
Los Gatos CA USA
+1 415 984 0700

www.sarahstocking.com
info@sarahstocking.com
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The Vintage Poster

1492 S. Coast Hwy #4 
In the Art Center 
Laguna Beach CA USA
+1 949 376 7422

www.thevintageposter.com
info@thevintageposter.com

Rene Horber Art

Eggcker 16
Berikon Switzerland
+41 56 633 7455

www.vintage-art.ch
rene.horber@bluewin.ch

Nancy Steinbock Vintage 
Posters

12 Garrison Street
Chestnut Hill MA USA
+1 800 438 1577

www.nancysteinbockposters.com
nsteinbock@comcast.net

Galerie 123

Rue des Eaux-Vives 4
Geneva Switzerland
+41 22 786 16 11

www.galerie123.com
info@galerie123.com

Classic Posters

Chemin Planaz 22
Blonay Switzerland
+41 21 943 4444

www.classic-posters.com
info@classic-posters.com

The Art of Poster Gallery

Dabrowskiego 5/6 (by 
appointment only)
Warsaw Poland
+48 694 193588 (Poland) 

www.theartofposter.com
info@theartofposter.com

Vintage European 
Posters

2201 Fourth Street
Berkeley CA USA
510 843 2201

www.vepca.com
e@vepca.com

Phyllis Elliot

360 Furman St
Brooklyn NY USA
+1 917 613 6422

www.phylliselliottgallery.com
phyllis@phylliselliottgallery.com

Barclay Samson Ltd

Le Vieux Presbytre
Plougoumelen France
+33 (0) 2 97 58 81 04
+33 (0) 6 25 57 23 89

www.barclaysamson.com
richard@barclaysamson.com
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