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10 answers for 10 questions
1. How is design present in your life?

"As a designer in a corporation, Recruit Co., Ltd.,
I send its messages to the Japanese society through
my designs for the advertisement and products.
Recruit Co., Ltd. is a company which gathers,
organizes, and provides various information that
are related to people's everyday life such as:
education, employ-ment, marriage, homes, travel,
automobiles, cosmetics, bars/dining. In my private
life, I carry messages through my designs as I feel
the dynamics of the era.”

2. Does your design inspiration come from your life-
experience? Where does your inspiration come from?

"My inspirations come from everything in my daily
life, 24-hours a day - when I am looking for a book,
watching TV, taking a walk, drinking with my friends,
playing with my 4- and 8-year-old sons, talking with
my wife, etc., etc.”

3. Who is the main influence in your life?

"It is the background of the society at the time -

people’s interests, what they really feels, etc.”
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4. What is your life-philosophy? And what is your
design-philosophy?

"Design should have messages. If possible, I want
to carry messages that every person in the world
receives as something relevant to him/her."”
5. Which was the happiest moment in your life?

"I am happiest when I am thinking about the ideas
that should be expressed."

6. What is your motivation to stick to the design-
job?

"I am motivated especially when I realize that I was
able to give a happiness, a motivation to start
something new, or other good influences - even a
small one - to people’s life through my work."
7. What are your top personal achievements?

"It is difficult to say which one is the highest
achievement, but the Golden Award at the
International Poster Biennale Warsaw in 1998 made
me realize that design is a global culture.”

8. How do you manage your free time?

"I try to make my free time by managing my projects
and agendas according to how much time each one
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requires - sorting them in groups of one-week, one-
month, or over-one-year projects."
9. What are your hobbies?

"My hobbies are riding a motorcycle on mountain
roads, enjoying four seasons, taking care of my
cactus, and traveling with my family."

10. When do you plan to retire and how do you plan
after your retirement?

"T will be retiring as a corporate designer, but I am

not planning to retire as a designer."
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Reconstructing the Sense of
Vision in the Everyday
Environment:

The Work of Satoji Kashimoto

One of the main features of the work of Satoji
Kashimoto is related to the fact that he began
working in the field of job advertising. Ordinary
product advertising is essentially the same as job
advertising in the sense that both styles are all about
mobilising users or consumers (or people seeking
work in the case of job advertising), but job ads have
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enormous weight since any decision taken on the
basis of one will have a major effect on the successful
applicant’s subsequent life. This means that an
important feature of a job ad needs to be persuasive-
ness through copywriting rather than any attempt
to encourage instantaneous judgment. The mode of
expression has to be highly focused in the sense that
it may well apply to no more than a single person.
In this context, Satoji Kashimoto is a designer who
has resorted to the visual sense to attract attention.
His work is not concerned merely to add a visual
element to words: his method focuses rather on
recreating and establishing from an everyday
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perspective a new awareness of the outlook on the
world inherent in the linguistic element. His
structural approach and formative skills are among
the main attractions of his work.

He tends, for instance, to make use of photographs
in his illustrations. In general a photographer’s view
of the world has a major influence on his expressive
language, but in Kashimoto’s case, the photographs
are recreations of flawlessly controlled visual eleme-
nts, and the expression is so personal that it’s clear
that he prefers to shoot them himself whenever
possible. A characteristic example of this is the poster
from the magazine Shushoku Janaru (Recruitment
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Journal) which was awarded a Gold Medal at the
Warsaw Biennale. In this work, the message it
contains, the significance of its inclusion in this
particular magazine, and the angle from below the
walking man convey a wide range of meanings to
certain people, specifically to the people whose
attention the poster is intended to attract. Moreover,
as suggested by the fact that this work was awarded
a prize outside Japan, Kashimoto’s design skills have
the expressive power to transcend their literal
meaning and to exert a universal appeal.

With his sharply delineated style, he seems
some-times to be searching for a cool mode of visual
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expression far removed from the overblown use of
linguistic meaning. But his style always enables him
to make a unique psychological impact on the viewer.
Kashimoto says that words always serve as the
starting point for his work. The distinctive feature
of his style is the way the power that can be conveyed
by language and the power unique to visual mediums
form links while at the same time being in subtle
conflict.

Turning now to the "Follow Your Heart"
advertise-ment for Recruit in the second half, we
can see here Kashimoto’s attempt to create a more
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popular image, in contrast to his previous work with
its appeal to the individual. His style, with its
expansion away from a pinpointed focus towards a
wider conceptual scope, will no doubt move
henceforth in the direction of greater diversity within
the spatial confines in which it is situated.
Nobumitsu Oseko, Director, Creation Gallery G8
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There are two important
elements that need to be borne
in mind

when considering Satoji
Kashimoto’s style.

One is that he has been involved for a long time

in producing job advertisements, and the other is
that he is employed as art director of Recruit Co.,
Lid.

Use of the English term "recruitment” in Japan



