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Creating New Logos: Significance and Responsibilities

Motoo Nakanishi

No longer limited to big-name companies, brands and products, logo design has recently come to be
seen as a perfectly natural step for small local retailers and even minor promotional campaigns. In as
far as it demonstrates the spread of design consciousness and the growing market base, this is a splendid
development.

This quantitative expansion will hopefully evolve into a qualitative improvement, leading to an aesthetic
consciousness raising in Japan's physical environment and in the settings of Japanese life, and resulting in
an enhanced level of cultural life. Looking to the future, we see a continuing demographic background of
low birth rates and an aging population: cultural nation-building as the foundation of our national identity
offers an important path to survival with a sense of purpose.

Be that as it may, interest in areas such as corporate and visual identity has begun to grow again lately,
and I am now asked more frequently to contribute related articles. Looking back, this is perhaps evidence
that, after a lapse of some twenty years following the collapse of Japan’s economic bubble, the importance
of these areas has begun to be recognized once again. Recently in particular, with the appearance of logos
for official bodies and promotional campaigns, the logo has gained an ever wider field of application to
become more than just a corporate symbol. This phenomenon is inseparable from the state of information
overload that has resulted from the increasingly information-based nature of our society. It arises from the
fact that many people have begun to understand the importance of the instantaneous communication of
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essential information through the power of symbols without the need for an interpretation of meaning. With
today's demand for speed in decision-making, this trend is likely to gather more strength. Seen in this light,
it is not difficult to imagine that the business potential of the logo design sector may still have ample room
for expansion. It is also certain that the social responsibility of the designers involved will inerease. That is
because their activities can be said to underpin the aesthetic infrastructure of society and everyday life.
Some time ago, when business results flagged at Trio Electronics, Inc., one of Japas'three big
manufactw-s of audio equipment, we at PAOS had the good fortune to be commissioned to develop

a corporate identity as part of corporate regeneration. We presented proposals that included changes

to corpmands as part of which we created a new logo for the Kenwood brand. At the time, the
compan not even have funds available for publicity to launch the new logo, and so began using it

with no pu hc announcement, in the car audio division only. This gradually bore fruit, and, like a kind of
fashion wave that sweeps through society, more and more people, especially the young began to display
the Kenwood logo in the rear window of their cars. At the time, around 62% of the companysales were
in overseas markets, and so this fashion took off worldwide. Following not far behind this phenomenon,
company sales began to grow: the company saw an almost unbelievable serial increase in sales and profits,
and five years later it ended up changing its name from Trio Electronics, Inc., to Kenwood Corporation.
This is evidence of the power of design, which means that we all want to use aesthetically pleasing objects
and want to be surrounded by design that pleases us, or, to put it in demotic terms, want to be in touch
with ‘cool’ things. Good design that is truly powerful will take off on its own regardless.

This project thus provided a direct experience of the fact that high-quality logo design has tremendous
ability to motivate behavior by working on our deep-level psychology. It has already been twenty-eight
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years since this episode, but it still represents a good example of the value in terms of software assets that
a corporate logo can provide.

1. Logo as Marketing Tool

It was in the 1950s that company executives first began to recognize the importance of the brand logo as a
corporate management technique for their own use. Although relevant examples in Europe and Japan had
not been completely absent until then, it was only from around 1956, when for instance the IBM logo came
into use, that the use of logos began to spread based on an awareness of their role as a tool in the general
practice of modern business management.

At the time, the IBM chief executive Thomas Watson Jr. made the decision that, although the company’s official
name was to remain International Business Machines Corporation, it would use the three letters IBM as
its corporate brand. This was a historic decision of great foresight which anticipated society’s entry into
an age of information overload and recognized the resulting importance of the brand (see the old and new
IBM logos above).

Subsequently, there appeared in the United States a number of design consultancies such as Lippincott

& Margulies which specialized in what they called corporate identity (though what they were actually
involved in was visual identity), and this led to the great corporate identity boom of the 1960s.

Why did this phenomenon occur?

(1) Modern business management and the logo

The background to the emergence in the US and later elsewhere of these ideas and techniques that
emphasize corporate identity was a point in history when, as part of the flux of world events, the gradual
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transition from the age of industrialization to the age of information appeared as a social phenomenon,
and large companies began to attach importance to exploiting the communicative power of symbols. In
other words, corporate and business brands were now recognized to be not merely some kind of family
crest serving the vanity of the company, but something which itself functioned as a tool of marketing and
management.

As an example, the 3M brand came into active use from 1960. The official company name of 3M up till then
had been the long and somewhat tongue-twisting Minnesota Mining and Manufacturing Company. This
led to stakeholders using a variety of appellations such as ‘Minnesota Mining’, ‘MM and M’, ‘The Mining
Company’, ‘3M’, and so on. In response, the company decided to establish a consistent corporate brand
based on the name 3M and developed a corporate identity system under a new logo design. Subsequently,
3M switched to its current more neutral logo and rolled out a corporate identity incorporating a regulatory
system (see the old and new 3M logos above).

As is apparent from these early examples, there now began to appear in the US cases of companies
adopting what could be termed logos of an incipient information-age type in coordination with corporate
management. Seen from a different perspective, one could say that the US, where marketing reached
maturity earlier than anywhere else in the world, was also one step ahead in experiencing the flowering of
image marketing and management and of corporate brand strategy.

(2) The importance of visual appeal (sensory appeal)

For the purposes of everyday life, we absorb all kinds of information through our five senses, but the sense
of sight is said to account for 80% of that information. This demonstrates the importance of beginning by
ensuring that a corporate image appeals to the visual sense. More than ever given the accelerating move
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toward information overload in the current social and market climate, vehicles for presenting corporate
information need to possess an identifiable individuality of form, and must also have the communicative
force to transmit information instantaneously. In contemporary society, where taking time over decisions
allegedly means getting left behind, it is essential for companies to equip themselves with the ability to
both inspire and be inspired.

Information transmission includes both ‘appeal to meaningwhich transmits an understanding of content,
and ‘appeal to senses’ which transmits a sensory message. The function required of the logo quite
naturally prioritizes appeal to feeling and the senses. Moreover, as the hoped for result is the imprinting
of a positive image, it is not enough for it to simply stand out, it needs rather to inspire a sympathetic
emotional identification in the beholder. Even if it does manage to acquire stand-out status, if it ends up
sowing a negative image, it will be completely counterproductive.

‘Giving more attention to not creating a negative image than creating a positive one’ could be described as
the key to image marketing. Therefore, when targeting the consumers of Japan - a society at an advancing
stage of maturity - the aim should be to create logos that are ‘pleasantly striking’

2. A Mechanism to Help the Logo Function as a Marketing Tool

The prime role ascribed to the logo today is to act as the solution to the question of whether it can function
as a marketing tool. To respond to this role, it needs to meet a number of design conditions. Let me make a
brief list of these.

(1) Form-related conditions

- Conveys a constant impression whether enlarged or reduced
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- Retains its quality both in single or multicolor

- Is adaptable to two-dimensional, three-dimensional and moving image applications
These are the basic conditions concerning logo design.

(2) Building a system — whole/parts relationship and regulatory design manual benefits

- Companies encompass a large range of items from business cards and lapel badges at the small end
to buildings at the other. The logo unifies these under one image, opening an effective path to corporate
individuation. A relevant system is important in establishing the logo as a marketing tool.

- The logo is commonly used by the many groups affiliat th the company to build a unified image.
Seen in this light, it is important to create a system whi a minimum standard in order to ensure
that, whoever is using the logo, it always maintains a ce inimum level of quality. However, where
we need to exercise caution is that the regulatory design manual, which is supposed to be a tool for setting
the minimum standard, tends to be interpreted as setting a maximum standard which there is no need to
rise above. Anticipating that the results may extend beyond the rules, it is essential for the company to
implement a policy to improve such rules accordingly.

(3) Advantages of standardization — simultaneous achievement of improved image and reduced costs

- To achieve optimal benefit from the logo, a large number of design items and control systems are usually
reviewed. This reassessment and standardization process offers the company a great opportunity for cost
reduction and improved management efficiency. In a large organization for instance, undertaking an overall
review of the material, design, printing, and distribution costs of a business card used by all employees has
halved business card production costs in some cases. For business Japanese style, where the first step is
always the exchange of business cards, this is a major advance.
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3. Basic Approach to Logo Creation

What does establishing the company’s individuality mean?

In the former age of industrialization, an age that emphasized quantitative value based on collectivist ideas,
there was a common tendency toward a convoy style of operation which encouraged companies not to step
out of line by asserting their different individualities.

A typical example of this was the department stores, nearly all.
circle containing lettering or a graphic element. The origin
stores started out as kimono businesses, and their trademark
around which the kimono fabric was rolled. In those days, the s a shared recognition of this form as
representing the department store sector. However, in an age an increasingly diversified retail sector
whose individual parts needed to communicate information separately, the logo, which could be described
as the public face of the company, was now required to communicate information of an individual nature. In
other words, the new times required a corporate individuality adapted to the age of information, and it was
this kind of individuality that would bring results in the new age.

In this age of individualism and corporate individuation, what is the significance of creating a logo and
putting in place a corporate identity and visual identity? In response, the following essential points can be
cited.

(1) Basic points to consider in logo development

- Historic opportunity to review corporate mission and management policy

High-quality symbols are a distillation of ideas

of which had a symbol consisting of a
vas that many Japanese department
re appeared on the ends of the tubes



14 |

W, AR EA MR MEIE R, I EFON L R TR R

FEAERREHR L, BRI, A CL AL VI BB R SCAEMR e 1 A 00 S A i 48
FAF, X IR TS MHEN S E
(1) ARMFEAFRHERFER
b EHTA RO AR ZE B T A b K e D S LI

(AR FR PUR 28 8 AR L SRR I 5™ )

- ARG AF DL, MR TE (AR A SRR

(BLAE X RS OE I . IR 55 1 R B0 ST R D RE R AR AR )
© FUOrAAE IR A DI RE S T REME

(i 2 GENRIEOR B [ 25 BT 5, A KA i B IR F BT IUR 22— )
(2 ) 35 B Bx B a9 31 B Th Rk
< RV EF O PO BIEEAR R, JFHIEME . a9, RBLERDRIEE P
L2 AR R AL REVE T, DR 00 286 45 4 W SR LUAR IR I8 2 38 A O

- The question is not how to display, but to make something worth displaying

Include development of symbolic products and services, as appropriate

- Take full advantage of computer functions and potential

Need to recognize that, just as the potential of printing ink and paper are sources of high-quality design, so
today are computer functions

(2) Attention to Internet adaptation

In terms of marketing requirements, in addition to differentiation by quality and price, as well as image
through logo, differentiation through web marketing is now a significant factor in logo design development.

4. What is High-Quality Logo Design?

To create high-quality logos, the following points must be kept in mind.

(1) People have the gift of seeing with their ‘mind’s eye’ — thus the precise formative depiction of detail is
important

(2) If people can compare things side by side, they will generally choose the better product.

(3) If one does not know which is better, then the best thing is to choose the more beautiful (Pythagoras).
(4) A high-quality logo will take off on its own without advertising support (from my own experience)

(5) Play the central character in a competitive environment — remember to always use your rivals as a
supporting cast

5. What Ultimately is Contemporary Logo Design?

What I have written in the above is no more than an essential outline of contemporary logo design.
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Naturally, corporations wanting new logos all find themselves in different sets of circumstances, and it is
self-evident that we must adapt to these as we go along.

However, what [ would stress last of all from a marketing standpoint is the important fact that working to
imprint an image through repetition will ultimately have a great impact in establishing brand strength. The
key to marketing is said to be “how well we create a situation by which to judge by placing emphasis on
familiar things” and in this connection, however unglamorous the activity, repetition is important. This does
not however mean using the logo as a pattern: using it in patterns or giving it excessiwm may
impair the symbolic character of the logo and will more often than not reduce its value.

Additionally, it should be remembered that the logo, as well as being required to proc arket result,
is also a product to which society is exposed. As it is used in society and daily life, the : ic level of the
logo has an impact on the urban landscape of Japan, and also impacts on the aesthetic conseiousness of the
Japanese nation.

If Japan is to become a country of attractive environments, it is incumbent upon the designer to assume a
social responsibility on the path to ‘establishment of a cultural nation and to a great nation’. This is what
we could call our mission.




