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Landor Associates is the leading company in world of brand strategy
and design. From their establishment in 1941, Landor has been
setting an example in the world of brand strategy, developing the
ideas for research, design and consulting method. Landor has been
approaching creation and managing of brand, through strategic
insight, research, design, naming, packaging design, enviromental
design and etc.. VWWe can not hide our astonishment after looking at
this company's scale and number of it's projects. We can find so
many of Landor's work behind the normal things we have been
seeing in our life. We almost can say as we have been living on the
hand of one man name Walter Landor. By looking at this book We
hope the readers, designers, people in advertisment can find out
how big and deep Landor Associates is

Although these project of Landor Associates may seem very big for
most of you, we are sure that you can find many similarity and hints
to all of your works.

And at last, | like to thank Mr. Hosoya and Mr.Oshima, Mr.
Urushibara, Mr. Ono, of Landor Associates with many other
menbers of the company, and designers Ms. Enomoto and Ms. Asari
for helping us to publish this book.

PIE BOOKS
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Landor Associates Chief Executive Officer

For over 60 years, Landor has solved branding problems of every kind on every
continent

Our clients come to us for many reasons. Some face a major business event, such as a
merger, acquisition or divestiture. Others plan to introduce a new offering, enter a new
channel, change their business model or expand into new markets. Some simply want to
generate excitement among internal and external audiences; still others seek to define
and measure brand value, or reestablish their unique, relevant point of difference. Their
singular commonality is their desire to change perception -- and the opportunity it
presents to enhance business performance by aligning brand with systems, processes,
policies and behavior. Around the world, Landor helps companies capitalize on the full
value of their brands ... wherever they may live.

Through out the following pages, | hope the readers will come to understand how
Landor approaches each. client's branding opportunites individually, applying our
experience, strategic disciplines and breakthrough creativity towards effective, lasting
solutions. If our cases can sereve both a guide and inspiration for young, dedicated
designers and planners in the years ahead, we would be very proud indeeed. No matter
how complex or difficult the marketing challenge, the sound principles of good branding
and creative thinking can truly change our perspective on the world. | hope you enjoy this

book in that spririt.

Craig Branigan

Landor Associates Chief Executive Officer
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WALTER LANDOR |
and His Words AN A = T F—LHDEHE

4B — - 5 K—(Walter Landor) 1913-1995
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Products are made in the factory,
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but brands are created in the mind.
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Real creativity...involves the production not only of something new,
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but also of something emotionally appealing.
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[t seeks the satisfaction that comes from an awareness of wholeness----
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the exhilaration of sudden enlightenment.
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The moment of Aha!.
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We never forget that we
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are in the business of marketing.
We try to harness the emotional power of desig
Bl FH L 0> ThARMSICEFE 2 0%,

to communicate to the marketplace
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Above all, we must continue to design to enhance our environment.

As you go through life,
make a habit of really looking at the everything around you

whether you're working on it or not. Everything

{ \ ) ‘ )

You can’t change the world

[

if you cannot change your perception of it.

The satisfaction we as designers gain in the problem-solving process

A fis] R g A 0D G

is in how we discharge our social responsibility

for creating a more pleasing environment.
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