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Kuwabara Shoten VI

Department of Design  MATSUMOTO Kenichi

Kuwabara Shoten is a liquor store that has been family-run for

generations. They used to run a kaku-uchi style pub (a liquor store in

% E Eﬁ rg which you can drink alcohol you've bought) in a place once used as a
ca J || XdA & e8] warehouse, but in order to create somewhere the family could enjoy
=T 829 % 2 _}::_: working, we redesigned it to be a unique place to enjoy alcohol while

the architeét took advantage of the building’s existing features. Since
the family residence sits on the upper floors, the logo was made to not
be a shop-like one, but instead based on the sense of this place that has
been run here for generations. There was no creation of a symbol; the
logo is a set of the store’s name and address.

The facade uses neon tubes that give it a sense of presence without
being too flashy, and the Maru Gothic font was used so that the logo
can be reproduced as-is. At that point, we could see the dire¢tion going
towards a visual identity centered on lettering, so we unified all POP
displays, etc. with a common typeface. By doing so, we thought it
woildybe possible to create atni,:sphere i1}1, the sfore without :iving ita S
modeled sort of character.

The POP displays are updated day by day as the number of products
increases. For that reason, we set rules and developed them accordingly.
Kuwabara Shoten’s VI is the lettering itself, so we design based on the

idea that POP displays are also an important element of visual identity.

Born in Tokyo in 1980. After graduating from the Department of Graphic Design at Tama Art
University and working for a design production company, he went independent in 2013 and
established MOTOMOTO inc. With a focus in graphic design, he is involved in creative work
spanning advertising, CI/VI, sign planning, and packaging. Major awards include the One Show
Design (Bronze), selection for ADC Young Guns 8, and Best Work in the Graphics section for the

Japan Typography Association’s Applied Typography almanac.
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