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The PAOS Design Concept
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Leading the Industry in Corporate Excellence
Founded in 1879, Tokio Marine and Fire has consistently been
the leader in Japan's nonlife insurance industry. Although its
previous emphasis was marine insurance, since the 1960s the
company has moved more strongly into household insurance,
which includes automobile, fire and casualty policies.

Tokio Marine and Fire's name is well known in urban areas
and on stock exchanges, and the company-is one of 'the top
employment choices for college graduates. A careful investiga-
tion of the company’s image, however, revealed that the ma-
rine aspect was what people were most familiar with. With an
expanding share of the company’s business going to household
insurance policies, it was felt that a new corporate identity (CD),
one emphasizing the ordinary consumer, should be developed.
This and other trends called for a “preventive” CI develop-
ment. PAOS was hired to undertake overall planning, includ-
ing setting up a corporate symbol competition among some of
the world’s best designers and developing a design system
based on the winning entry. Three designers—one each from
Japan, Europe, and the United States—took part in the com-
petition. The winner was the U.S. firm Chermayeff and Geis-
mar Associates,
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Company name : THE TOKIO MARINE AND
FIRE INSURANCE CO., LTD.

Head office : Tokyo

Line of business : Non-life insurance

Scale of business (fiscal 1988) : Total asséts,
¥3,660 trillion; Net premium income, ¥834.9
billion; No. of employees, 11,000

Year of CI program initiation : 1983

Year of CI program implementation : 1984
Associate designer : Ivan Chermayeff
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The design of Chermayeff and Geismar Associ-
ates employs the letter T as its motif and
preserves the somewhat unusual, but emphatic,
spelling “Tokio,” ‘used since Tokio Marine and
Fire's founding over 100 years ago. PAOS re-
fined the symbol and the colors of the original
draft into a design system and undertook the de-
sign of the Japanese characters for Tokio Kaijo.
PAOS requested that the new corporate symbol
express intimacy, activity, and foresight. In Ivan
Chermayeff's own words, “The symbol is a
memorable and simple reminder of the compa-
ny’s continuing upward movement, suggested by
the arrow, and its solidity and strength sug-
gested by the roof, itself a symbol of protection
of both goods and people. The overall symmetry
of the design adds further strength to the image.
This design treatment—s unique in Japan.”
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Insurance companies employ many types of
signs, as well as printed items, including busi-
ness cards, letterheads, pamphlets, catalogs,
numerous business forms, and insurance policy
certificates. The corporate symbol plays the
leading role on these items, wwhile the brand
name Tokio Marine has a supporting role; this
is detailed in the Tokio Marine design manual.
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The first step in applying the new design to the
company’s signs was a two-meter plaque bear-
ing the new corporate symbol in the first-floor
lobby of the head office. This impressive stela-
like sign of stainless steel was used to symbo-
lize to company employees and the public the
onset of the CI program.

Useful as a marketing tool and enhancing the
town environment, new signs, often of heroic
proportions, were developed for the more than
500 Tokio Marine branches and casualty serv-
ice centers and 40,000 agencies (1984 figures)
around the country.




WANTS: w R {EY = ¥
e | g e s e . . A = ] iR R GR R W | -
himarie eyt B R Y " FRFEAH .
' ° w ARSI SR E | 4 » 2] 5 f‘\/\:é

AGUAER-BoaGR

| 27—t E
| Sestnrant  E

BEAB2N z

MRS

ENNIRHLT BRI

1

WA
1

e

i o w
CTRERR = AT,

A SAP
Kiﬂhf'mﬁmﬁ? SRR

M7y R
L}




RGBSR > 4 115 DR
R B > PR R R

HHE

HAEFEFAR (MHEEEAF) fE1985F4H1H
RER T 115 FRERIREE » AR AAEEEZLRA gt o 5/
RB(LEEAFR CI » HiEIEH TR o 255 BIRP; 5
R - SERETRAT R = LER
JL o BTA=+TEARRBIAHE » NTT /Y CI 28R R %
AT AN AR B (ERE B IS R A R R G
Sk o DILARIHT » AR EE A0 [EES 7 R
RS HER /7 SR ~ WELFRIARLD o D& [ NTT
| WeE R B R RN A B » AAELU AL
HOBTERS EZ % » B4 NTT BB REABRR AR T AR —
] - RS EGREEHTRORRAR ) o BRGEHFERRMIRE
» R A RIATBA 2 AR BRI R SR - TR R AT
] RBILRI NS - BISMRR REA RN C1 RINEH -
NTT # CI MR A SRR E (L C1 AR - [Fiky - 12
FiTal C B B S BRCHE B A H K - HERE— kS - m A
NTT 9 CI AMEFEH Eriit FE LR R 8 - HEE SRR
BB Re » WA UHERREILHIERE [NRBRES /1] 8
SRANAHERS » B C1 BREZYIFIEEE -

A 115-year Government Monopoly Goes Private
Facing reestablishment as a private corporate entity on April
1, 1985, Nippon Telegraph and Telephone Public Corporation
prepared to end 115 years as Japan’s only telecommunications
service. The corporate identity (CI) program it adopted for this
purpose was designed to help workers gain a better awareness
of their new roles in a competitive service industry. Even so,
it was decidedly dependent on indirect communication to em-
ployees. In other words, rather than institute internal educa-
tional drives, the firm concentrated on replacing the timeworn
symbols of its monopolistic-past-with something fresh. This ap-
proach successfully broadcast the idea that NTT had under-
gone major change. In turn, its employees assumed attitudes
more responsive to the public’s new expectations.

NTT adopted a new symbol, the “dynamic loop,” as it is
called, and began using the “NTT" nickname. With these
steps and a new design system intended to augment them, the
firm’s new image caught on quickly and became an indirect in-
centive to changing attitudes within. Internally, the “‘dynamic
loop” symbolized the company’s thrust into private enterprise.
NTT’s CI program serves as a model for public enterprises
gearing up to go private. It has also influenced NTT Group
operations and continues to grow in prominence in the compa-
ny’s quest to define its service role.
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Company name : NIPPON TELEGRAPH AND
TELEPHONE CORPORATION

Head office : Tokvo

Line of business : Telecommunications service
Scale of business (fiscal 1988) : Sales, ¥5,652.7 bil-
lion ; No. of employees, 276,700

Year of CI program initiation : 1984

Year of CI program implementation : 1985
Assoctate desieners : Yusaku Kamekura, Kuni-
hiko Hayakawa
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a year in spite of the sheer scale and number of
tasks to be tackled, be they concerned with
projecting the firm’s public role, stirring public
interest, or casting an aura of technological
leadership. Success came from a team effort:
Yusaku Kamekura, who created the symbol,
Dentsu Inc., the producer, and PAOS, drawing
on its vast store of expertise.

Surveys after the program’s implementation
showed that the majority of people in their 20s
and over half of those 60 and up could identify
NTT's new symbol. Moreover, satisfaction with
its service posture and corporate future had im-
proved substantially.
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A crucial focus of the development process was
conveying NTT’s public service role.

All its facilities, including 2,000 phone offices
nationwide, had become familiar landmarks near
the hub of virtually every regional community.
From this realization, it was decided early on to
develop NTT sign designs that would blend well
with the buildings they adorned and that would
scenically contribute to their surroundings.
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Besides the visual challenge faced in projecting
its social significance, NTT needed to broadcast
its new character as a private, competitive serv-
ice organization. Communicative openness to the
views of its customers would thus be crucial to
CI strategy. As one example of that apprbach.
former “‘business counters” at its offices became
“‘customer service counters.”

Also, developers wanted to create a set of easy-
to-understand office signs. The results amount-
ed to more than a simple set of graphic designs;
NTT was given a sign scheme unique in its con-
stituent elements and structure. The new signs
were later awarded the SDA Grand Prix. NTT’s
sign system has transcended utilitarian function
to symbolize the company's bold move into the
arena of private competition.
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Built around its impressive ‘‘dynamic loop,”
NTT’s design system has been kept clean and
simple. It is an orthodox set of three basic ele-
ments: the loop, the NTT logotype, and the
firm'’s full official name.

Additional considerations for other expressive
designs led to the combined use of each of the
three basic elements with the company's English
name and an appealing orange band for great-
er visual effect. Vivid blue represents the ‘“New
NTT,” while orange has been selected as a
complementary element. The subtle and effec-
tive blending of these colors and symbols on a
silver background has produced a sign system
strongly suggestive of NTT'’s distinction for
technical excellence and precision.
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Its fleet of over 40,000 service vehicles offers a
convenient mobile medium to project NTT’s
new image. The design system manual is a com-
prehensive guide to application and management
of the 13,000 design items in use nationwide.
The repercussions of NTT’s CI program have
reflected back on attitudes within the firm. This
is seen in the new awareness of its employees,
a dramatically improved percentage of whom
now wear their company badge.
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