
The Bauhaus

Brand

1919-2019

Philipp Oswalt

Scheidegger & Spiess

The Victory
of Iconic Form

over Use



Preface 6

The Bauhaus 9 Introduction

Brand
11 1919-1925

From the Founding to

the Virtual Brand

31 1925-1933

Crisis and Relaunch

50 1933-1989

Posthumous Stream¬

lining and Cold War

69 1990-2019

Touristification

87 Product Labelings

96 Trademark

Registrations

107 Trademark Transfers



Figurative
Marks

120 The Word Mark.

A Dynamic Logo

144 The Name on the

Building. A Promo¬

tional Facade

160 The Schlemmer Head and

the Bauhaus Stairway.

An Image of the New

Human Being

178 Square, Triangle,
Circle. The Ur-Formula

of Design

204 The Wagenfeld Lamp.

A Functional Object as

Visual Icon

230 The Bauhaus Style.
The Intention Denied

Bauhaus Places 268

292

Epilogue 325

The Bauhaus City
Dessau. An Inter¬

national Brand in the

German Provinces

The White City
Tel Aviv. A German-

Israeli Fiction

Is the Bauhaus

Relevant? An Argument
for Bidding Farewell

to the Undead Bauhaus


