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FOREWORD



The four seasons, each bringing its own richness and beauty. The Japanese have developed this

natural progression into a unique value system and worldview, and through the course of history this
"sense of season" has become deeply rooted, almost innate. The Japanese concept of the seasons
also relates closely to "seasoning" campaigns. Bearing that in mind, we would like to touch on a few

key points.

The first is the means of linking the seasons to sales promotion, i.e. differentiating oneself from one's
competitors to become the consumers' choice. The season-related concepts and motifs must be
precisely in tune with the corporate brand image. If the promotion makes cosmetic use of the
"seasons" like recycled wrapping paper, any company could be underneath. Rather, the "seasoning”

must make the viewer understand the concept and image of the company, service and/or product.

Second, we must have the courage to revolutionize the commonly held image of the seasons.

For example, rather than blindly following the axiom "in summer things must be summery," it is
essential to use the concept of "summery-ness" people have ingrained in their minds as a springboard
to develop a new concept of "summery-ness." If one thinks of each season as having its own "switch,"
the question is where and how to push the buttons. The expressive mechanism creates the drama.
The entertainment aspect of inventing and expressing a new "season image" through a unique brand
image gives the campaign its charm, titillating the consumer's innate "sense of season" and in turn

driving sales.

Running free as the wind of the four seasons, season-driven campaigns will soar over the economic

sea. There are innumerable business opportunities in the expression of innovative "seasoning."

DENTSU KYUSHU INC. Art Director TAKAO ITO
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TAKEO KIKUCHI

77w ar7FZ K Fashion Brand

. INL> &4 71T ST.VALENTINE'S DAY FAIR
A7) >% 77 SPRING FAIR

Ly %=X 71T FRESHER'S FAIR
R®H 77 FATHER'S DAY FAIR

#¥— 717 SUMMER FAIR

F—% L4 717 AUTUMN FAIR

. J4>%— 717 WINTER FAIR

CL: #®7 —JL F WORLD Co., Ltd.

AD: AFKIESE Masashi Hisasue

D: ARIES Masashi Hisasue (1~4, 6, 7)

P: XMl HE®E Hiroshi Homma (1~4, 6, 7)
SB:@ILF— 71— MO.D. LIMITED

N oo os W N -



5. POP

7. POP

Summer 20

01

Takéo Kikuchi 2001 Summer

Winter 2001

Takéo Kikuohi 2001 Wintexr

6. POP

Autumn

2001

Takéo Kikuchi 2001 Autunn

i

B

N—<S\wmft S31H3S TYNOSV3S

011



N—C\E#H S3IIHIS TVNOSVIS

012

1. ¥ 7 b/Swd —3 Gift Package ¢ Winter 2001

4,5. ¥ 7 by =2 Gift Package / Winter 2001
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7~9. ¥7 /%y 47— Gift Package / Autumn 1999

2,3. ¥ 7 by r— Gift Package / Winter 2001

6. ¥ 7 kN u 4 —2 Gift Package / Winter 2001

10, 11. ¥ 7 k59— Gift Package / Spring 1999

o GOCHS,

2001 St.Valentine’s Day !M!.'a

12. ¥7 by —2 Gift Package / Winter 2000



TAKEO KIKUCHI

77 wvar 73> K Fashion Brand

5, /N84 2> 77 ST.VALENTINE'S DAY FAIR
). A—2L8&T1%2— 717 AUTUMN & WINTER FAIR
11. A7) %7 717 SPRING FAIR

Nb>g4 > 717 ST.VALENTINE'S DAY FAIR
P2UA=X 7T XMASFAIR

5. A—% L4 717 AUTUMN FAIR

CL: #77 X AS CORPORATION (1)
#EHH ANDO Co., Ltd. (2,4,7,9)
#=FB MORIYA Co., Ltd. (3, 8)
H 4 — 75 B SUN EAGLE ACCESSORY, LTD
7 >t GUNZE LIMITED (6, 12)
HARES J. OSAWA & Co., Ltd. (10)
#0750 FUKASHIRO CORPORATION (11)
#7— I K WORLD Co., Ltd. (13~186)
AD, D: AKIESE Masashi Hisasue
P: &M BE&E Hiroshi Homma (14~16)
SB:#EITLF—+FT 1— M.O.D LIMTED
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