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This book aims to communicate the branding and provincial
identity of Echizen Washi paper. The traditions relevant to
this identity evolve throughout time, and now is the time
for the re-branding of an established company such as
Echizen Washi. Producers of washi paper for over 1500
years, Echizen Washi has united individual craftspeople
from the same province in order to create a globally
recognized brand.

What is branding? What is Echizen Washi and what
are its strengths? In order to reinforce the brand value,
the stakeholders of Echizen Washi will need to use the
same language and communicate the brand with a clear
vision. This brand book should be used as a guideline in
order to achieve that purpose. It was made with the aim
that it would serve as a practical guide that helps people
to deepen their understanding of Echizen Washi. And to
define for the individual, a route to strengthen the brand
and how to act upon it. By reading this book thoroughly and
clarifying your role in relation to Echizen Washi, it should
become clear how to best present yourself in representing
the brand.

Introduction
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The history of Echizen Washi paper

1500F DRWEREFOMBIFEDO D
Ub%EWsL ERMEROMBETLLCHE
— 2E» LR E O MO - MM
[ E#0ET | OFFIEIC S 72059, 8915004
BRI D ERICELVWBIEFEL RN H
BN AFTEALTR2DDEHELNTHHD
DUIBDDERIKICEENTVBIIEND D
HiE OB ANCEEZEFIEENTHSD ERE
EOREMEHZONIZERZONTNET, Z
DGR D BIEEZ 2| LR THD IR
BELTIR 7o DDA AR (BDdECA
Lx)TY,

BAIMEE BATE(B5LDB5HEEH.
BOMIERE) HETHF EHIAL TV
SNB5MACKTAICIFR LT EE RO T L
EZoNET, 20H. RNR - RLFERHHIEE
KREICENEDDE MBS ORM. AEED
M ELCIRRRICRBERCRELE LR
MoORNECHERIN[BIIEE] LR
B L EIRDOEMELT BT BHEDR
TR THBLELILZLT BARG DOE
HLTEHEAL] PRREHBUT O [ KB E AL
R 2ELI MDD DT,

z0% ERBIKERORELL>T HE
DOREEE LB A Z LB RELDE LT,
ZDEIBRVEL LGHOFICBEENIC-
BIANAED B Tl B EE. B LHICHER—
DIREIECTEEIMRITONTNET,

i)

fih

The origins of Echizen Washi lie in the story
of Kawakami Gozen. According to legend,
approximately 1500 years ago in the village
of Echizen, a beautiful princess appeared
at the upper stream of the river Okamoto,
and taught the villagers how to make paper as
an alternative means to support themselves
financially. The terrain of this province did not
allow a sufficient amount of crops to grow,
but was fortunate to have a plentiful supply
of clean water — perfect for producing paper.
The legendary princess known as Kawakami
Gozen, is still worshiped at Okamoto Shrine as
the paper goddess.

It is believed that Echizen Washi was already
being made around the 5th century, the period
when Otono Okimi (he later became Emperor
Keitai), governed Echizen area. As aristocrats
and samurais started using paper more
commonly, paper making techniques improved
and production volume increased. During
The Edo period, Echizen’s paper was used
by shoguns and feudal lords to create public
documents. By then, Echizen was regarded
as a producer of premium quality paper,
this reputation developed further due to the
endorsement of powerful shoguns and lords.
Furthermore, Japan’s oldest paper money,
Fukui Hansatsu, and money orders issued by
The Meiji government were made in Echizen.
The strong link between Echizen Washi and
the Japanese paper money was further
enhanced when the National Paper Money
office was established. Due to the rich history
and heritage in the province and to quality,
variety and volume of its product, Echizen
Washi sealed its position as the top Washi
producer in the country.
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Defining this brand
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Let’s define what the Echizen Washi brand means to us.
The brand is not a quantitative subject but it consists of values
such as Echizen Washi’s history, tradition, culture, technology
and people, these elements reflect the overall concept of Echizen
Washi. To simplify this theory, let’s imagine that Echizen washi is
a person. Then imagine what this person’s strengths are; his/her
personality, appearance, internal thoughts, hobbies, skills, and so
on. By building a character with these details, we can create what is
known as branding. When one’s self perception aligns with others’
perception of that person, the brand is strengthened. Whenever you
come across words like ‘brand’ or ‘branding’ throughout this book,
remind yourself of the meaning of these words and why they are
used in this context.
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When building a strong brand, it is important to precisely define
the brand DNA, which aggregates the stakeholders’ values and
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Brand language
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Language is a means of communication, consisting of the use of
words. When we communicate the brand value, it is important to use
the appropriate words that reflect the brand. In the brand language,

it is necessary to clarify the personality of the brand and the values
that need to be communicated.

U—5—# B4
Leadership {E{[!]/[,\ Holy
ZJa—nis Faith <
e e 15 R
Global awareness Ab?n?azr:ce BEK] Cooperative
P Ly Harmony
FRe% E_[Eb'l’_in_ mJ: N
& All- d Possibility N CIN Y0
E'UJ_'& aroun S BISS Ambition
Creativity ES e
Bh %¥s7  Diversity e Adaptibility
Aspirational Various Adaptable =
- _— BRI
= _ Adiustable 7 ﬁﬁ__ Feeling special
=+ BfY H [P ju Versatility
i Innovative Depth mEE
Classical heritage P ELWV B[ s RETE
+ Beautiful L Individuality
wEn  JER7 HOLD Fun
Sacred olidality Divine B\LA P ash
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Presence N =an
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History Thorough Noble Warm Zoms
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Premium s Peak Affectionate Essential
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Intelligence . BH
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Exclusive
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Responsible
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Comprehensive

EETHI
Noble
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Almighty
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Conpetitive
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Accommodative
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Luxurious
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Certain words used by a brand may be regarded positively by them
but those words are not necessarily perceived in the same way by

others. Therefore, it is important to define the fundamental values that
need to be communicated and that we use the appropriate brand
language to express those values.
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The brand vision should reflect what Echizen Washi aims to become

in the mid-term. The brand mission represents how Echizen Washi will
improve its social responsibility.
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Echizen Washi, possesses a noble spirituality that has passed
through generations, the company endeavors to enhance its elegant aesthetics
and to explore new methods and uses in order to keep customers enchanted.
Echizen Washi’s heritage is maintained through its rich variety of products.

MISSION

HBTFIAR (k& I IRIRIRATE
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Echizen Washi hopes to educate people around the world

by communicating the noble spirituality that surrounds its product
and the long-standing, traditional techniques of manufacture.

14
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Mission statement
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A mission statement explains action plans and the values that would
become the pivotal points for accomplishing these aims.
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MISSION STATEMENT
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To develop organizational skills in order to holistically
accommodate a wide range of specific needs

2. EMNEEM. £EERXNOEHZELLT,

To suggest a new innovative lifestyle
and develop specialised techniques

3. ROIVVI—FT47HROBRICHAET,

To incubate the next generation of creatives

4, T—=)VRIZADA—TATVREBEANET,

To communicate to a world class audience

5 MRAEBT $370—N"\NVTSURIZEDET,

To become a global brand that enchants the world

16
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Brand territory
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Territory is a word that expresses a certain domain. It is necessary to

define the brand territory and the positioning of The Echizen Washi
brand, amongst numerous other brand territories.

TAILORED

COMMUNITY

TAILORED

HERITAGE
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Echizen Washi is a tight-knit network of enthusiastic individuals who
are connected by a noble history and who share the same ambitions
for the future. Regardless of their nationality or background, various
curious individuals are connected and collaborate together in order to
build and expand an educational platform.
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Echizen Washi does not intend to compete against competitors who
follow market trends but it is a one and only tailor made Washi brand,
that is able to accommodate specialized, specific needs. This brand
possesses the strength of a province, which has a concentrated group
of producers and highly skilled craftspeople.
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The history of Echizen Washi goes back 1500 years. We hold
a significant position in Japan’s historical development. We are on
a mission to preserve our heritage and to evolve and establish a new
path in history in order to maintain tradition.

18
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Our approach

KT IURFYMN) —DR T METREDO T Z> FlEZ EDLDICEFE L. Iy
2avEERTTEDD FNERLICON TR DT,

The following diagram shows how we can define Echizen Washi’s brand
values and to accomplish this mission within each brand territory.

(Y=
COMPREHENSIVE
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O M
=

Hobb=—XIZIHZD
TRIE WAy FT—7,
A broad network of individuals,

able to accommodate
a variety of needs

BEODBNORIZFICFHKZS.
ortsEs,

Untiring effort and the devotion to
accomplish a specific purpose

MEBTEWS SV TINIEE L E
HETERMMGS,
Practicing a pure mentality

and sharing the same simple
creative goal

BEHRELOEICEHTD
BV,
Pure spirituality and an appreciation

of the history and the natural
qualities of the province

Al e
EXCLUSIVE RESPONSIBLE
e mENE RIS HHDEDARE LN EAD
AR R, BREIFFT Do
TAILORD
Sensibility to perceive small Innovation through curiosity,
details and subtle differences against all odds
MR LIRIT 2T LT
BADRHEAZ XS €5, HREMTIEVIERE
B, ELELEWE D,
HERITAGE -
Ability to preserve and apply Having the willingness to contribute
traditional Japanese skills to society and maintaining a tireless
effort to preserve heritage
HREBMOEREY R—H72 YRFAFTNEEEEZIETD
AZRL—¥ 3> T NI T 1, REREBERTETIv b T4—L
COMMUNITY

Collaborative programs
to support outstanding
international artists

Establishing a platform to incubate
the next generation and support

sustainable industry

EHOBA BEIERTS
IUTAT47 AR

A creative organization of
wholesalers and craftspeople
from the province

THOMEPC ABEEL

HEEBCII2a T4,

A community that connects society,
revered craftspeople and the ancient
gods of the province

20
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Ideal customers
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Moving on from the self-analysis, let’s now think about our target
audience, in other words, ideal customers. Establishing detailed
characteristics of the ideal customer can help us to work out what
sort of brand we would like to become.

For instance, creating a hypothesis about the customer’s character
such as their lifestyle and liking, would enable us to find a clear
direction for the product range and communication methods.

21
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Minami Hojo

Age: 38 / Occupation: Interior stylist / Family:
Husband and two children / Residence: Four
bedroom house, Oyamadai, Setagaya / Annual
Salary: 9.1million yen / Hobbies: Art and pottery

Having had children at a relatively young age,
Honjo-san returned to full time work as a freelance
interior stylist when her older daughter started
junior high school a year ago. As a successful
interior stylist who juggles work and parenthood,
she is often featured in media and has become
an aspirational figure. She works in her renovated
office in her home, never misses cooking dinner
and appreciates the family time in the evening.
She often arranges to have a day off on a quiet
weekday with her self-employed husband, drive
to galleries in the outskirts of town to buy pottery
or enjoy seeing exhibitions of contemporary art.
Whether it's food, clothes or anything relevant
to her life, she has a great appreciation for the
quality of raw materials and has a keen interest in
traditional Japanese craftsmanship.
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David Mars

Age: 51 / Occupation: Painter / Family: Wife
and two children / Residence: Three bedroom
apartment, London / Annual salary: 45 million yen
/ Hobby: Collecting antiques

David entered the limelight with his graduation
piece at the Royal College of Art and made a
promising start as an artist. Having won numerous
prestigious awards, which are gateways to
success for young artists, he now works as an
exclusive artist at White Cube gallery. He splits
his time between creating art and his hobby;
collecting antiques. He spends a considerable
amount of time and money on the latter. He likes
to spend his evenings at his local pub (sitting at
the same table) talking passionately about his
hobby with his friends. He is hugely inspired by
antique objects, and the innovation and wisdom
displayed by fine craftsmanship. His current
interest is in Asian antiques and is planning a trip
to the Far East.
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Brand architecture
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In order to strengthen the Echizen Washi brand, it is essential to
maintain the close-knit ties between the craftsmen, wholesalers
and the community. The diagram on the right page reiterates
the relationship between each stakeholder. EHEMRT2BEMES

Fukui Washi Wagami+1

Industry Cooperative

ECHIZEN 75> R

ECHIZEN brand

TAILORED HERITAGE COMMUNITY
RAER BN F—=FA AP TR
A4 T Ty T4~ 1 L) F—=TVRIDF
F=hA—7 I35 FYTAVATAT
AHE=E SNS
Sample book
Online platform Technology, Natural resources Artist residence
Archive Shrines, Festivals Open studio
Factories Online media
Living national treasure SNS
26
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A Brand story is a simplified narrative explaining the brand values.
All the stakeholders of Echizen Washi should be able to use consistent

language and tell the brand story, reflecting the concepts and vision
of Echizen Washi.

27
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BRAND STORY
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Echizen Washi is a tailored Washi brand,
which provides high quality, specialized and versatile products
to satisfy the requirements of the customer.

With its 1500 year history and its noble and sacred origins,
Echizen Washi is made up of a tight-knit network of local people
who work together to bring comprehensive strength
as an organization.

28
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The design for the E of Echizen is inspired by the traditional tool for
making Washi paper. The W for Washi represents the manufacturing
process of Washi paper. The movement of the design gives the
impression of anticipation. Also, the design of the letter W varies
according to where it is used. The letter E is kept simple so that
any version of the letter W can match with the E. This reflects the
versatility of Echizen Washi and how it can accommodate the needs
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Brand proposition
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of customers.
OoI~—2 / Bespoke(fi)

| -y
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To establish a brand that represents Echizen
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To proactively communicate our brand to the world
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To define and categorize the products with clarity
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To present our comprehensive strength
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To establish a platform providing visits and experiences in the province
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To establish a brand that represents Echizen
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As explained previously in the book, a brand
usually consistsofvariouselements. In order
to gain recognition of the Echizen Washi
brand globally and to elevate the brand val-
ue, each element of the brand is required
to fulfill its capability towards the shared
vision and accomplish the goal. The newly
designed Echizen Washi brand will apply
consistent language and visuals, which will
leave a strong impression.

It is extremely important for the brand to
express itself using language that truly
reflects its fundamental values. For this
purpose, a brand story should be created
as the pivotal point and to communicate
this narrative so that the audience is able
to have a consistent understanding of the
brand. In addition to this, a name that can
be recognized globally is essential when
promoting the brand to a wider audience.
The visual identity of the brand is of equal
importance as the language. For example,
a certain combination of colors would be
relevant to a certain brand. Generally, log-
os are the most iconic visual element of
brands. In order to strengthen the Echizen
Washi brand, it is essential to have consist-
ency in visuals and to create a brand identi-
ty that is immediately recognizable.

To promote the concept of the Bespoke
Washi, it is effective to allocate a produc-
er, who not only deals with sales from the
wholesaler to shops, but is able to set up
projects whereby artists and creators can
collaborate with Echizen Washi. It is imper-
ative to have a tight knit network of people,
including craftspeople, wholesalers and
the local community for achieving the suc-
cessful outcome of such projects.



INHDLDFvLry Challenges

02
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CE & H

To proactively communicate
our brand to the world
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Bespoke Washins R D A« DAFEICEBALT
WEDD MERDT—HA T BEIFEETIE
THEBNEF > URRBIELTEET,
o=/ RIVTALEBT Lt 375>
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When our ideal vision of the Echizen Washi
brand and public perception of the brand
are aligned, we can say that the brand is
fully established. In this age of information
overflow, our brand is not always perceived
in the way we would like. Therefore, it is
essential to proactively communicate with
our own content so that the perception of
ECHIZEN can be consistent.

It is necessary to communicate clear mes-
sages as a brand and to communicate
articulately what Echizen Washi is about
on platforms such as websites to peo-
ple around the world. We can also gain
credibility by showing how the paper is
produced in the workshop, so the superb
skills and quality of the product are empha-
sized. With the use of the provincial name,
Echizen, we can establish the positioning
of the brand as unique and original and re-
flect the noble roots of the province.

The products speak for themselves of the
value of the Bespoke Washi. Customer
needs can be accommodated, however
difficult or precise they may be. The prod-
uct archive can be a powerful tool to ex-
plain how the Bespoke Washi contributes
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to people’s lives around the world. The key
to successfully keeping people interested
and enchanted by the brand globally is to
proactively and consistently communicate.
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To define and categorize the products with clarity

BIG PAPER m STATIONERY FURNITURE PICTURE
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When describing the values of the Bespoke
Washi brand, is it effective to say ‘we can
do anything’? If a customer is not too fa-
miliar with Washi, then their idea of Washi’s
possibilities can be limited. No matter how
much more we can do with Washi, the cus-
tomer is not able to visualize the values of
‘limitless possibilities’. This is a waste of
opportunity.

How do we communicate the versatile
and accommodating character of Echizen
Washi? By giving a wide variety of options
and examples, a customer is able to im-
agine and consider broader possibilities.
These options must be described from the
perspective of the user, not the maker. For
example, having the option of hand made
or machine made does not necessarily in-
form the user of the difference in results.
Having a simple chart with icons, taken
from the users’ perspective, consisting of
categories such as purpose, functionality,
texture, material, size, we can communi-
cate the value of Echizen Washi and the
meaning of the Bespoke Washi.

Also, as we work with artists and creators
around the world, the usage and function-
ality of Echizen Washi will broaden. These
new ideas can be integrated and added,
elevating the value of the Bespoke Washi
brand in the years to come.
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To present our comprehensive
strength
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:

The strong network of individuals who pos-
sess genuine love for Echizen Washi and
share the same ambition creates a power-
ful force that supports the Echizen Washi
brand. In order to communicate the value
of Echizen Washi globally, it is essential
for the stakeholders to work together as a
creative organization and utilize their skills,
knowledge and experiences comprehen-
sively.

For the first presentation of The Echizen
brand, visualizing the comprehensive force
of the organization, we are going to produce
a book showcasing our various techniques.
It is not a product catalogue conforming to
the market trends, but it is a collection of
Echizen Washi’s endless possibilities and
innovative approach, reflecting the value

Il

40

INHDLDFvLry Challenges

of Bespoke Washi. It is a communication
tool to represent this unique brand, and will
be updated as we develop new ideas and
technologies.

By aligning language and keywords with-
in the province, we will have an effective
tool to present the brand comprehensive-
ly. Wherever you go or whoever you speak
to, we can use the same language to ex-
change a dialogue. This leads to gaining
credibility amongst the customers and at
the same time, displays the strength of a
brand that is strongly backed by the whole
province.

This comprehensive force can be applied
to merchandising as well in the future. It will
be a further step forward in order to broad-
en audiences.
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To establish a platform providing visits and experiences in

the province
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With its 1500 year history, Echizen Washi
is a part of Japan’s noble national heritage.
Our mission is to preserve the heritage
rooted in this province. Aside from selling
the products, we must establish relation-
ships with a variety of people and com-
municate Echizen Washi’s story to future
generations and to a worldwide audience.

To realize this, we are planning to set up an
artists-in-residence program. We will pro-
actively invite artists from around the world
and provide a platform where they can live,
create and present their work. This will
provide an opportunity for visitors to gain
hands on experience and Echizen Washi’s
values will be passed on through them.
Echizen Washi’s techniques are traditional
crafts that Japan can be proud of and they
should be passed on to the next genera-
tions. It is imperative to create a platform
that incubates young creatives and pre-
serves the heritage of Echizen Washi as a
sustainable industry.

We must promote Echizen as an open and
welcoming place for people who want to
use their creative energy regardless of their
nationality. Our challenge is then to set up
a scheme and to maintain this by creating
effective and long lasting programs.
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Overview
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Here is an overview of Echizen Washi’s brand elements broken down into

a diagram. When you are not sure of which direction to take in terms of the
brand’s positioning or route, this diagram should help you find a way.

TSVESV - IS5UEEYay
Brand language Brand vision
(ffifE - &) (THE WHY)

(Value, Character)

Exclusive ZOBHLEFEHRIAL.

IR DF 7 A RBARICE .
HRRLH D > SHLBBRETACERT LTI ET,
Responsible HARDOBEEEKFISEET,
BADLBHB Echizen Washi passes on noble

spiritualty and enhances its elegant
aesthetics by pioneering new uses and
purposes for Washi. Heritage lives on
while enchanting customers with a rich
variety of products.

Comprehensive

EBTHE
Noble
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TSVRFURY— T5VRIyvay FIrTyh
Brand territory Brand mission Output
(THE HOW) (THE WHAT)
[iEE
B
RETANAR LA T BT & QZa2=74
MELDIKRBLRBMERKEL. il B
1. TAILORED HHROANLEHBLET, FHA>
Echizen Washi will educate B
Sl -RITAGE people around the world by Products
explaining traditional techniques
3. COMMUNITY anz teIIin?g the story of the ’ Experience
spiritual links between paper Community
and heritage. Scheme
Design
etc...
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Endnote
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Echizen Washi’s long history and its proud heritage has
been passed on by Echizen locals who also have shaped
the values of Echizen Washi. In order to further enhance
Echizen Washi’s heritage and create a new page in its
history, it is essential for Echizen Washi enthusiasts to unite
together and take a step further with a shared vision.

This brand book acts as a pointer and can be used as
a useful guide for creating a successful future for Echizen
Washi. The efforts of every individual bring us all closer to
Echizen Washi becoming a globally recognized brand.
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