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FOREWORD

During the '80s, exhibition and display design moved into the mainstream of
graphic design. Budgets soared as companies utilized increasingly elaborate
displays complete with a variety of special effects. However, with the dawn of the
more frugal '90s, displays and showrooms were toned downed to reflect con-
sumer’ more sober, down - to - earth buying behavior. Practicality has become
the rule of thumb for designing effective displays; designers must convey what
a product does and who it is targeted for in a clear, concise fashion. The key to
practicality, of course, lies in comifunicative abbility. A display or exhibition
which communicates well must maximize 3 essential elements: The first is what
I refer to as the drawing power. An exhibition must be visually exciting, attracting
people from the intended demographic groups; the second is image reinforce-
ment. The display must impress upon the buyer a positive and lasting of the
company; lastly and most obviously is the promotional element - the product
must be marketed effectively. Designers should also ‘be thinking of maximum
effect under a limited budget.

In consideration of these elements, exhibitions and showrooms are becoming
more and more diversified. Some pitch a whole range of goods while others are
targeted to a single product. Increasingly, designers are called upon to develop
solutions to marketing problems. “Give this product a high-tech image,” is typical
of the vague instructions client give designers.

With these points in mind, we have selected for this collection the latest examples
of exhibition and showroom displays. We feel these works represent the cutting
-edge in display design and untilize all essntial communication elements. It is our
hope that this collection will be a valuble sourcebook for designers, trade show
professionals and PR specialists.

Nobuo Momose
Producer
Dentsuu, Inc.
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FHREA ClL:client
R IR TS:tofal supervising
HE P:produce
ES Dl:direction
VS PL:planning
Ekigit DSS:design supervising
KRN DS:design
EAigit GD:general design™
EhEigit EDS:execution design B
REEIgIt IDS:interior design ~ ® )
Rt SD:system design
ZRES AD:art direction
i C:creator
EREH A:artist
BRI RP:reflection planning
KTt LP:lighting planning
$ifs ID:interior decoration |
BT AC:architectual construction
ML IC:interior construction )
B/ PH:photographer
RamR FA:floor area
RBT@ER TA:total floor area
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TOYOTA MOTOR CORP

DENTSU INC

Takashi Okugi Kazumasa Hiruma Kazuo Neishi NOMURA CO.,LTD.
Masahiro Nakagawa NOMURA CO.,LTD.

NOMURA CO..LTD

Kenichi Suzuki

2,340m
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HONDA BOOTH” THE 29TH TOKYO MOTOR SHOW
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CL HONDA MOTOR CO.LTD

P PROMOTION DEVELOPMENT DIV., DENTSU INC.
DS+AD-IC DENTSU PROX INC.
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NISSAN MOTOR CO.,LTD.

Tadaomi Fukuoka NIPPO INC.

Atsuhiko Yamamoto Toru Funyu SHOKO BIJUTSU CO.LTD.
Heisuke Wada Mitsutaka Kanaya NIPPO INC.
SHOKO BIJUTSU CO.,LTD.

NACASA & PARTNERS INC.
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