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The familiar logo’'stypeface is Futura.

This typeface was inspired by the word “future,” and is influenced by
the Bauhaus style. Its key characteristics are the shapes QAL as
visible in the rounded portion of the letter "a” and how its shapeisa
perfect circle instead of the more common ellipse.

The logowas redesigned for familiar's 50th anniversary, in the year
2000. The coincidental overlap between the core concept of the
typeface we adopted over 20 years ago, and our current area of
focus —the future, and the shapes OQAO is intriguing.

The logo was designed by graphic designer, Yagi Tamotsu of
Tamotsu Yagi Design. Yagi was a mentor to the current president
Okazaki when he lived in the U.S., prior to joining the company.
They have forged a deep friendship in both their personal and
professional lives, and Yagi has contributed design concepts for
familiar every season since fall/winter 2001.
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Archives for the future
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Our art collection is a design resource that grew over

time through the various connections we cherish. \
They are on display at our headquarters and acce-
ssible at all times. In the same way that having
quality condiments and seasoning within arm’s reach
caninspire great recipes, having access to good
design resources can lead to wonderful inspiration.
Touching and interacting with things in real life to
sparkideas is an essential part of the design process.
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A calendar to celebrate the 12 months

1967F(CHELIZ77IVT ALY T -4 Our monthly wall calendar was launched in 1967.
MEOHRTE TUEDOHSVERL SNETA T, !Ilustratedmawarm and relatable touch, -
= L _ _ . it portrays seasonal events and scenes from daily life,
FHOTEPTATRIANICEDODDY —> %2, allowing viewers to experience the changing seasons
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Summer dresses with sunflowers, iy
and winter knits with kites; eff
the imagery we use in our clothes reflects T

the scenery and the times.
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Ina highly visible section of our headquarters with heavy
employee traffic, we have stationed what we call the Visual
Platform, or “VPF" for short. This is our original chart, where
we visualize each project according to its theme.

Monthly themes are indicated on the vertical axis, while
project genres such as “art,” “play,” or “music” are indicated
on the horizontal axis with photos, illustrations, and design
drafts, creating a visual overview of the next six months.

The VPF consolidates information in a way that is impactful
and only takes a glance to grasp. Seeing it constantly ensures
that employees with different roles are aligned in the pro-
cess, so we can maintain the integrity of our concepts across
all of our offerings.
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our customers’ invaluable words
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Each and every conversation we have with our
customers at our stores is invaluable.

They have supported us and encouraged us to
grow by inspiring new products or motivating us.

This direct communication with our customers is
what has allowed us to become who we are today.

2018 HFEAE

. Iforthe first 1000days)D1ZEE

NEEZED




