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Name: Istvan Orosz, graphic designer, printmaker, film director (b. Kecskemét, Hungary, 1951).

Address: H-2092 Budakeszi, Reviczky utca 20. Hungary E-mail: utisz@axelero.hu

Fields of interest: Optical illusions, hidden images, anamorphoses.

Awards: Creative Distinction Award of European Design Annual (Dublin, 2000); Gold medal of American
Niustrators Society (New York, 2001), Main prizes of International Art Film Festivals (Szolnok, 2002, 2004).
Publications: Mirrors of the master, In: M. C. Escher Legacy, New York: Springer Verlag, 2002; Artistic
expression of mirror, reflection and perspective, In: Symmetry 2000, London: Portland Press, 2002;
Exhibitions: Silkeborg, Kunst Center, 2000; Bratislava, Slovenska Narodna Galeria, 2002; Den Haag, Escher
in het Paleis, 2004.

Abstract: Posters try to show the things better and more desirable than they actually are
and so people are beguiled. Although majority agrees that this is the task of advertising
because it needs for the business yet appear some ethical problems. This question looks
greater in the case of works, which use optical illusions and paradoxes. Or still does
not? May be these visual tricks just call the attention to the “whopping lie”- quasi helps
to denounce that. I do hope that the viewers of my works would understand my
intention, the intention of a Hungarian designer at the beginning of the 21™ century,
who does not tell the truth just in order to be caught in the act.

THE BIG “H” LETTER
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I have drawn this capital letter “H” some years ago. “H” is the first letter of the name of
my homeland, its internationally known symbol. Examining the image carefully these
words appear: illusion, impossibility, paradox - or some of you can simply say that the
designer having drawn the letter “H” is aiming at cheating, leading the viewer by the
nose.

As it happens the words for “advertisement” and “lie” also begin with the letter “h” in
Hungarian, in my mother language and it is hardly by chance that I mention the notion
of telling a lie when speaking about advertising graphics. There is no use to be
euphemistic: advertisements show certain things more beautiful, more desirable than
they really are - in other words: spectators are lead astray. I admit this is a rather serious
dilemma of a profession, of a field of art - but in the meantime a possible solution also
comes to my mind: what if the designer makes it clear right from the very beginning
that we step into the world of illusion. Can it offer a solution of the problem?

Corner House, 1989.

Optical illusion, visual paradox, impossible objects, special points of view - or with an
elegant French terminus technicus: “trompe I'oeil” which means deceive the eye and
deliberately distort perceptions - these are the phrases people tend to use referring to my
graphic works. I would like to speak about them: about my approach, my intention, my
viewpoint. Also I show some of my new and old pictures: design works, etching,
engravings and animated films. Please forgive me this subjective approach. I do hope
that some conclusion of the verbal text and the reproductions will make link to the
theme of the meeting: to symmetry in general.
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Self portrait with Albert Einstein
anamorphosis, 2002.
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Crossroads, 1998.
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Spiral, 2001.
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