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Explanatory Notes

@ 2/ CIS (corporate identity system) . VIS (visual identity
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Most of the works shown in this book were created and
published during the period between January 2003
and May 2005, although there are some that date back
quite to several years earlier. For aimost all of those, the
editor received digital data as their “manuscripts® and
edited this material appropriately.

[

The choice of the works exhibited as CIS (Corporate
Identity Systems) or VIS (Visual |dentity Systems)
was based on the color systems of their marks and
logotypes.

o

The color rectangle in the illustration explanations
shows the corporate colors, brand colors, and so on
that have been determined within that system, with the
larger part being the main colors and the smaller part
the sub-colors.

®

For all the Cl and VI warks, the vocabulary used by
the exhibitor is kept as the basis for the illustration
explanations, but for thase works for which no
explanation was provided, the editor have added one.
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Introduction

It's already been some time since what is known as the cross-over effect,
which transcends different fields, became prominent. In that sense,
into the era when it was considered good to have clearly differentiated
aspects, like black and white, has been injected a unique individuality
that does not belong to either one or the other, but rather is unfixed. | am
delighted that it has become possible to express such a state, as well as
with the expansion in the range of choices.

Recently the distinction between a loge and a mark has become blurred,
and they are all called "logo marks" without discrimination. As far as the
author remembers, the term "logo mark" first came to be used about 30
years ago, when this series was first published. Designs that featured
six or seven letters of the alphabet laid out horizontally were given
this moniker, which seemed to make sense then, as | recall. However,
nowadays even marks that consist only of flowers or birds are introduced
in newspapers, etc. under the name of "logo marks." | do not wish to
object specifically to that but, as an example of something of which |
have personal experience, when a product name that consists of a line of
more than ten letters is called a "brand mark," | feel confused in the act
of editing this work and wonder just how | should sort or classify things.

Furthermore, if you insist on a way of thinking that stresses being kind
to people and easily understood, although it perhaps cannot be helped
that you have to depend on words, use a lot of letters, and have an
explanatory type of style, it is also true that, if that's all you have, it will be
lacking in interest. | think this trend is reflected in recent logo marks. They
appear to be highly diverse but in fact do not look very different from
each other, and that's why none of them stand out.

Clear and simple designs that display no fear of being different from
others: | would like to see more powerful works of this kind. They have
the same kind of strength as a straight ball thrown at the super-speed of
150 km./hr,, that is, they clearly delineate black and white. | believe that is
what the author is trying to say.

Sumio Hasegawa
October 10, 2005
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