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Editorial Note :

In compiling this book the

editors collected more than

1,000 insignia representing P
approximately 150 brands of

apparel produced in Japan.

They are divided into two

main categories, “Embroidered

insignia” and “Other insignia”

made of beads, spangles and

metallic thread.
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Introduction

| first became aware of insignia as a child. The boy
scouts at school and in the park wore khaki uniforms
with scarfs and what seemed like a multitude of
glittering badges proudly displayed on their chests and
shoulders. They were the very picture of order and
vitality and | envied them the badges that to me were a
symbol of this cheerful existance.

These days insignia have become an element of
fashion, enjoyed with freedom and lightheartedness
particularly by today’s youth. Wearing them seems to be
a means of displaying their individuality. Just strolling
through the streets, an astonishing array of patterns and
colors can be seen.Within this abundance of designs,
each insignia contains a fascinating message.

With the cooperation of 100 apparel makers, we have
endeavoured in this book to present the reader with over
800 of these messages. In order that each individual
design be appreciated fully, we have catagorizied the
insignia first by materials, then grouped them according
to brand and motif. Also, please note that term “insignia”
chosen for the title of the book is used as a general term
covering the entire range of emblems, badges, patches
and applied motifs contained herein.

Finally, we would like to extend our thanks to all those
who made our task possible by providing the
all-important samples featured in this book.

P+1-E BOOKS
Editorial Staff
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EMBLEM CLOTHING IN JAPAN

Fashion these days is tending more and more towards
the casual, with particular emphasis on American brands
and American styles. European youth on the streets of
paris and Florence were looking to the U.S. in the mid
1980s, while in Japan the trend was toward ltalian high
fashion centered on Milan. From around 1986 “American
Traditional” and “American Classic” displays appeared
in European stores specializing mainly in casual youth-
oriented clothing, much to the surprise of visiting
Japanese apparel makers.

The archetype of American casual clothing, the Levi's
501 jean, was then a best seller, and even in tradition-
bound London, new-comer Ralph Lauren’s “Polo” brand
was gaining acceptance. It has now reached the stage
where even the owners of Britain’s traditional tailoring
establishments are not ashamed to be seen in thorough-
ly American button-down chambray shirts.

The trend towards casual clothing symbolized mainly
by the American look, is now well established in Japan
and is embodied in the term “Shibuya casual” which has
become part of everyday language. Disregarding the
sector of the population that amuse themselves by
speeding around the streets in their 4WD vehicles until
all hours of the night, this style centered around jeans
should be welcomed as one representative of the
segment of youth with their “feet on the ground.”

The reasons why American style clothing has been
adopted so readily by young people in Europe and Japan
can be guessed at without much difficulty. They are
shown to be as follows in a survey conducted by a jeans
manufacturer,

1. Never go out of date

2. Strong and long-lasting
. The clothes themselves make a statement
. Can be worn by anyone
. Inexpensive
. Are reminiscent of the “good old days” of the '50s

and '60s
7. Don't suit older people

(02 B0 L BN - o5}

1, 2, 4 and 6 show the obvious effects of the flood of
Jjeans ads in current magazines, while 5 and 7 may be
presumed to reflect actual experience. It is 3 which is of
particular interest. A number of things could be implied
by this statement, but what can definitely be said is that
young people regard “American Style” and "American
Brand” goods not so much as things to wear but as items
with a personality of their own. This collection repre-
sents a small section of these “statement-making”
American style “items.”

Among the items of American style clothing currently
'N vogue are jeans, T-shirts, sweatshirts, blazers, jackets

and baseball caps, as well as ordinary athletic wear.
What all of these have in common is the inclusion of a
visible brand logo that becomes a statement by the
wearer about himself. Perhaps even the rips in the knees
of the favorite second-hand jeans of “Shibuya casual”
wearers could be said to be a type of emblem. In this
sense these items could be termed “Emblem Clothing.”

The phenomenon of “emblem clothing,” i.e. casual
clothing with emblems, embroidery, badges, woven
names and so on attached, began needles to say in
America. In the States, however, such logos were essen-
tially trademarks displayed for the purpose of distin-
guishing one’s product from that of the competition,
such as in the case of jeans with their various brand
traits. Otherwise they signified membership to a certain
group, as in the case of an item such as a U.C.LA.
sweatshirt, which was certainly not originally intended
as a fashion statement.

It was the apparel industries of Europe and Japan that
took the look a step further, pioneering in Japan with
“VAN jacket's” vy League look, followed in the '80s by
“Boathouse,” which swept the fashion world, and “Per-
son’'s.” In hindsight, | believe it could be said that these
“big three” knew the business of adding that little some-
thing extra; in type of motif, size and placement, to make
a desirable and distinctive graphic fashion statement.

The brands “Hollywood Ranch Market,” “45RPM-
Studio” and “Honeyhouse” also had a prolific output of
American style goods, in fact surpassing the U.S. in the
“Americaness” of their emblem design.

The aforementioned six brands are representative of
the American trend, however in recent years “emblem
clothing” has begun to appear from designers who were
previously influenced by Europe. The size and place-
ment of their emblems is subtly different from that of
“VAN" and “Person’'s” and their sense of graphic refine-
ment is different again from that of “45RPM.” The design
motifs are of the Milan or Bauhaus style as opposed to
those of “VAN" and “Person’s” which aim to faithfully
reproduce the rawness of the original American designs.
They have a freshness born of freedom in size and
placement, however they tend to reflect the current
trends with regard to pattern and color.

Emblems were once nothing more than accessories
added to clothing as an afterthought. Now, however,
motifs are “designed” and they are an important factor in
characteristic clothing manufacture.

Koichi Moriya,
Fashion Planner




Worn as
fashion items,
insignia provide
a sense of fun,
casualness

or kitsch.
Viewed closely,
however,

as individual

pieces,

EMBROIDERED -

interplay of
intricate
stitchery and
the combination

of color.

The insignia

in this section
are grouped
thematically
by motif

and fashion brand.
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BR : KANSAI O,

CL : Kansai Company
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BR : KANSAI 0,
CL : Kansai Company




BR : NORTH MARINE DRIVE
CL : 45RPM-Studio Co., Ltd.
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