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The PAOS Design Concept
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Visual System Design

Today's information-intensive age has brought
striking changes to corporate management. No
longer does the corporation merely produce goods
and services; it should now also produce and pre-
sent an appropriate image. Given our competitive,
data-filled world, each company needs to gener-
ate quality information, to choose efficient means
for its disserination, and to create a favorable im-
age of itself. Strategic efforts must therefore aim
for management on the basis of ‘‘information
value.”

From this has come the management/marketing
concept of using all company items—from name
cards to buildings themselves—as effective sources
of communication. By building a consistent cor-
porate identity (CI) developing within it a visual
identity system, and assuring that all information
from all parts of the company work together,
a corporation can create a better management
environment for the realization of its future plans.
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Over 80 percent of the information we receive
each day is visual. The things we see, moreover,
leave images, impressions, and a sense of famil-
iarity—a kind of “inner participation.” It is a
systematic communications strategy that seeks to
take effective advantage of all opportunities by
clarifying corporate communication and design
concepts, transposing such concepts into systems
for creating company logotypes and symbols and
then disseminating the results internally and ex-
ternally. By forming a domain of design unique
to the company, it adds information value to all
corporate communication. This method is most
simply visualized in the “‘CIS Tree'’ which PAOS
developed in 1972.

The scope of visual identity system functions need
not be limited to design items on the corporate
level. They can be applied to every brand label.

They can be used, as INAX has done, as a struc-
ture supporting the entire corporate marketing
strategy. A CI manual is ordinarily prepared to
allow these techniques to be used as marketing
and management tools by all personnel involved
in CI projects.

“But isn’t a corporate symbol only one small
thing?”’ some would ask. Small it may be, but we
have seen cases of companies rescued by symbols,
and of sales doubling literally overnight after a new
package design. Consumers clearly have powers
of silent recognition and aesthetic appreciation. CI
is, in short, an information-age management
strategy based on appeal to very human qualities.
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Expanded Corporate Design

A corporate identity (CI) program is a body of cor-
porate knowledge and “culture,” and therefore
basically unlike most temporal design work for ad-
vertising. Within such a program, the thinking and
methodology behind visual identity efforts need
not be limited to visual fields, but can be closely
linked with marketing and management. It is now
not unusual to see CI used as a basis for long-
term management planning and restructuring.

The first step is corporate identity: a clear defini-
tion of the nature and the direction of the compa-
ny. Next comes corporate communication, both
within and outside the company. Third and final-
ly there is corporate marketing, realizing a re-
turn on the initial investment. PAOS believes that
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The PAOS Approach

Over two decades of work have taken PAOS into
a surprisingly diverse range of fields. All, however,
have taken a systems approach based on the
philosophy and methodology of design. By de-
veloping the border areas between corporate
management, corporate society and design, we
have consistently worked to create new, benefi-
cial values. Our achievement to date is thus only
a beginning. Our assignments in these 20 years for
50 clients—one per industry—may appear slow in
pace. But taken together, they form a complex

body of work extending over every type of busi-
ness and organization.

Our basic approach to each project is in essence
extremely simple. From the viewpoints of design,
communication, image, and culture, we review the
entire company, from concept, nature, and man-
agement policy to development, production,
products, and distribution. We search out areas of
problems and potentials. Because any company
unable to offer information value cannot survive
in today’s environment, every corporate aspect
and activity must be studied in terms of informa-
tion. The tangible, material reality of the compa-
ny must be converted into a qualitative, conceptual
reality. Developing this symbolic output is the
prime corporate strategy of our times, as the suc-

cess of our own clients attests.

Despite the growing complexity and diversity of
our work, and indeed, of the corporate identity (CI)
field itself, this straightforward approach remains
unchanged. Even major projects requiring years
of work and the day-to-day activities that compose
such projects are at a fundamental level based on
an analogous simple structure. This has given us
the flexibility to assist not only private corpora-
tions, but also official organizations and labor un-
ions, from large-scale operations to single indi-
viduals, no matter what the basic concept, the aim,
the business, the product, or the brand. The key
to our results has been visual identity system,
within which design plays the clearest and most
effective role.
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Corporaturgy
. As dramaturgy is the of the theatgr, “corporaturgy
- the effective use of management resources through Cl to build
an attractive and dynamic business organization
its own way, an outstanding dramatic work
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The metapreneur
Just as the industrial revolution gave birth {o the modern corperation,
the information revolution has led to the emertience of the modem
Corporation. Now, on the threshold of the 2ist century, a-cultural
revolution is*gving birth to a type of future corporation which could
be called the “citizen'company.” Design activities which create and \d

give substance to the form-of these new

sorporghions in wa vhich
can be used around the world, is the @oncern of the "metapreneur
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PAOS is the thinking man’s consultancy.
This highly successful company regularly
lives up to the ideal implicit in its name.
That is, an open system for the harness
mg of the best creative talents in pursuit
of unique solutions.

PAOS in consequence does not have to
claim to be a design consultancy, PAOS
does, however, design. It designs strate-
gies and tactics to achieve original and ef-
fective identity programmes for major cor-
porations. Their analysis, presentation and
development of these strategies give a con

fidence to thenr chients which is the single

most valuable feature of a programme. Thi
s confidence m the advice and confi
lence i the outcome of ithe implementa
We at Pentacram connt PAOS a5 a kes
professional allv. The work that we have
done together has been rewarding, effe
tive and a pleasure. The ire at the top in
thewr hele md we behove w e toa, (O
mutual ambition s to stav 1l
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PAOS: design with futuristic appeal
PAOS designs are always attractive be-
cause they exude youth and novelty. In
cach and every project, PAOS’s quest for
the radically new  (witness its  slogan,
“Think Creative!”) gives birth to unique
new concepts and forms expressive of a
future sensibility, one still in the making.
Harmonv between intellect and  feeling:
that is my definition of the PAOS design
philosophy.
Many firms and groups use slogans to ex-
press their goals, but PAOS, | think, best
puts its slogan into practice. Its successes
have taught companies their cultural role,
as thev have shown the design world its
future.
Why has PAOS been received by such an
cnthusiastic response, even adulation, from
s«o many people? T believe the answer lies
the enduring, humanly individual, and

futaristic appeal of its designs
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Corporate Design
Programs
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Visual identityv svstems are a major pitlar of corporate iden-
tity {CD projects. Numerous success stories have demonstrat-
ed already how valuably exceptional design elements, such as
the examples here, and their application systems can contrib-
ute o management and marketing. In today’s tidal wave of
mformation. the quality of visual communication can make or
hreak a company's business, as proved by PAOS's twenty-
vear history of success. PAOS's key was a seeret weapon —

design ability = deploved in a new theater of operations, that

of management consullancey.




