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Foreword

Kan Tai-keung and Freeman Lau have been household names industry-
wide but not many would notice their firm Kan & Lau Design Consultants.
They are widely regarded as graphic designers but in fact, their portfolio
has reached far beyond this area. Kan is a highly-rated ink painting master
among his peers. His limited edition silver sculpture, “Hand in Hand”, with
French fine silverware manufacturer Christofle is one of his highly acclaimed
works among the public. Lau’s “Chairplay” collection won him numerous
international awards. Their passion in art and everlasting enthusiasm has
been influential among their youthful and energetic team within Kan & Lau
which marks the business success of the company.

Kan and Lau’s innovation and creative designs throughout the last thirty
years have been widely praised as successful cases on market, professional,
and academic aspects. Six major projects, early or recent, have been
heavily featured in the opening of this book. The Bank of China was a
representation of “genuineness, integrity, and beauty” suggested by Kan &
Lau, through which established its corporate identity as a world-renowned
and modernized Chinese bank. Chongging’s city branding was the result of
building a renewed image through working collaboratively between local
citizens and professional designers. Erdos-1436 was proven successful for
its international design team to establish its global high-end positioning.
Aico, however, was another success of redefining the relationship between
children and products by Kan & Lau to reshape the core values within. The
innovative visual identity and creation of cartoon spokesperson successfully
turned Aico’s kidswear into children’s best mate. Kan & Lau’s remarkable
packaging and bottle design for Watson's Water pioneered movements in
trend and local culture by transforming thirst-quenching water into elixir of
innovation. Wing Wah's project was a successful renewal from traditional
Chinese food manufacturer into modern and international souvenir specialist.

Through utilizing new strategic packaging, this value-adding process opened

up new market opportunities for traditional food culture.

During the interview with Kan, he pointed out that he feels disappointed
that the Chinese market is not totally ready to work with master-class
designers yet, even though he has worked on many projects from mainland
China.

Every year, our country invests huge capital in infrastructure and all design-
related fields. However, the lack of vision, mission, and core values in owners
or CEQO’s at Chinese corporations would definitely influence their perception
in the importance of design and also their judgement on a good piece of
design. Lau once said that design is not a cost but rather an investment.
Only if someday, these owners would understand this point of view, Chinese
corporations would undoubtedly be more competitive.

The aftermath of the recent financial crisis is strongly felt at export-oriented
corporations where some businesses are even closed. Kan & Lau carries a
mission of transforming the “made in China” label into “designed in China”
or “created in China” through improving brand image, and collaborating
with global experts to establish brand awareness and aggressively promote
beyond geographical boundaries. To classify Kan & Lau as simply pioneering
graphic designers undermines the fact that they emphasize on how to
channel comparative advantage into brand equity by utilizing their expertise
in design.

We are now facing a challenging opportunity of how to bring Chinese
design and products onto international stage. China has huge potential in
development. Under such economic outlook, it is the golden opportunity
for China to breakthrough its current level. So let us work together for the
future and show the world our internationalized and modernized image of

Chinese brands.

Angela Tong

6 March 2009
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Foreword

Features

Bank of China
Chonggqing City Branding
Erdos-1436

Aico

Watsons Water

Wing Wah Cake Shop

Brand Image

Lamex

Chow Sang Sang

Cashbox Partyworld

Tian An Properties

Hong Kong Science & Technology Parks

New World First Bus

CITS, China International Travel Service Limited
AVEC

CCTV News

Jin Yue Xuan

Store-front Design
Emphasis

3D-GOLD

Wide Sky Collections
CORONA

Kwong Sang Hong

Fu lin Tang

Yundu Bath-tique

Visual Space

National Centre for the Performing Arts

HK Infrastructure Experience

Hong Kong Pavilion, Beijing 50th Anniversary Exhibition
Airport Express

Hong Kong Heritage Museum

“One World One Dream” BOCOG Official Exhibition
Olympics In China Exhibition

Glory China Centre, Beijing

Brand Packaging

Pearl River Draft Beer
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Kirin Pure Real Beer

Lhasa Ice Beer

Jun Zai Lai

Lee Garden Restaurant Packaging
Geow Yong Tea Hong

Garden

Rickshaw Tea Pack Chinese Tea
Lipton Ming Han Ching

Taita Beauty Essence

Kunlun Lubricant Oil

M&M

ENEAR Shower Cream

VV GROUP

Brand Promotion

YOHO TOWN

Hong Kong Good Things — Causeway Bay Carnival
OSIM iSymphonic Massage Chair Exhibition

Canon Enjoy Photo

2210th Anniversary of Guangzhou's Founding

Seven Swords Movie Promotion

China Top Ten Benefiting Laureus Sport for Good Trophy
The Intercontinental Bali, Sanur Beach Resort

Baccarat Residences, Shanghai

Collaborative Products

9707 Exhibition (Works by Kan & Lau)
“Hand in Hand"” Silver Piece by Christofle
Chow Sang Sang “Life”

Canon IXUS “VISION 6”

Appendix
Kan Tai-keung
Freeman Lau

Kan&Lua Design Clientele

Afterword
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Bank of China was an accomplishment of our concept
of “genuineness, integrity, and beauty” as a corporate identity,
which later became a widely-recognized example of China’s modernized corporate identity.
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Bank of China, or Bank of China Limited in full, is one of China’s four
state-owned commercial banks. Its businesses cover commercial banking,
investment banking and insurance. Members of the group include BOC Hong
Kong, BOC International, BOC Insurance and other financial institutions. In
terms of core capital, it ranked 10th among the world’s top 1,000 banks by
The Banker magazine in 2008.

Bank of China is the most internationalized commercial bank in China. Bank
of China built its first branch bank in London in 1929. After then, Bank of
China has built up branches financial centres of the world. At present, it has
built up a network in 28 countries and regions. Currently, it has over 10000
domestic operations and over 600 overseas. From 1994 to 1995, Bank of
China became the bank of issue in Hong Kong and Macao.

Over the past century, Bank of China played an important role in Chinese
financial history. Established in 1912 being approved by Sun Yat-sen, it
served as the central bank, international exchange bank and specialized
foreign trade bank until the founding of the People’s Republic of China in
1949.

As its business grows, Bank of China started working on the design of
corporate identity in 1980s. Bank of China invited Kan & Lau to design a
new logo. The design integrates the Chinese character “#" into an ancient
coin, giving it a simplistic modern look, to express Chinese capitalism,
banking services, and a globalized approach.

The logo was first adopted by BOC (Hong Kong) and was officially approved
in 1986. It was the first bank logo among Chinese banks and became a
classic example of Chinese logos. Logo designs of various Chinese banks are

believed to be influenced by the logo of BOC.
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The calligraphy of the “Bank of China” was titled by the late Chinese writer
Guo Muo-ruo. After modified by Kan & Lau, it became the bank’s signature.
Even with an outstanding logo, an unifying logo system is required for
corporate identity consistency. Kan then created a corporate identity
recognition system to help adjusting the use of the logo. It suggests how the
logo and the signage should repeat itself if the space is too long. Another
groundbreaking suggestion by Kan & Lau was the use of a white background
as no other banks in China would since it is not durable, however, it keeps

the signage fresh and radiant.
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