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cultivating and experiencing a new luxury and QOL" i
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leading cultural changes
for new lifestyle and future generations.
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A lifestyle that expresses the essential values

As lifestyles diversify and mature, we have quickly
re-evaluated the value of existing real estate and
created new value through renovation and design.
In addition to creating a real estate revitalization
market, we have been working to enhance the QOL
of people living in Japan and to help them realize

the lifestyles they seek.

In the midst of rapid social changes on a global scale,
people everywhere have had the opportunity to

reexamine the values that surround their lifestyles.

In particular, the experience of the geographical
fragmentation and behavioral restrictions caused
by the global pandemic has accelerated the
informatization of society, and as a result, lifestyles

are becoming more and more fluid and diverse.
At the core of this trend is “Quiddity” (intrinsic value).

R100 tokyo defines a lifestyle rooted in this quiddity
(intrinsic value) as a new “QOL = Quiddity of Life,”
and will contribute to the realization of a fulfilling life
by creating and proposing solutions together

with residents.
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Revitalizing life by “re-discovering” the characteristics

of buildings and the surrounding environment,

and “re-interpreting” the lifestyle that aligns with the values
of residents, both architecturally and in terms of daily life.
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# luxury
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A concept that combines the comfort of introspective spaces
that takes a step back from social conventions,

the incorporation of cultural assets into daily life,

and consideration of the natural environment through renovation.
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Accepting the diverse values that surround modern society,
respecting and combining their differences. A way of living
that flexibly incorporates a variety of cultural capital.
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# quality
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Pursuit of quality that transcends generations,
embodies universal values that are not just skin-deep,
and is passed on to future generations.
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Design = De + Sign
De = Separation, negation, opposition
Sign = Signal = socially accepted ideas

Design goes beyond the meaning of “design”

or “planning” in Japanese and starts from questioning
social norms and existing values and functions.

It seeks to reevaluate essential values from scratch
and renew concepts, values, and functions, which is
the same idea and expression as the Re-novation
that R100 tokyo aims for.
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visual identity
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R100 tokyo @ R /100 / tokyo / +1 i&.
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R100 tokyo is building a visual identity and brand design for
Y 2 W 2

a unified brand communication as an important element

of its business.

The logo on the right and the hand-drawn process sketches
show the various intentions and thoughts behind the visual
identity. The brand name also encompasses many meanings.

“R100 tokyo” is a combination of “R /100 / tokyo / +”

R: Renovation, Regeneration, Recycle.

100 : next generation, a number that symbolizes values
that are passed on from generation to generation.

tokyo : a place where diverse cultures and values converge.
+: the idea of connecting the past, present, and future,
while expanding growth and possibilities.

In the logo design, we created a type design appropriate to
the vision and thoughts of the company, with a focus on
meticulous craftsmanship and details. We attempt to convey
an updated brand identity and design that combines
linguistic and visual meaning.

R

Cn\Ki ua«'t\"‘ér Nl e - Gurddit]
a wew  Juxde el BOL

B e e vt

oL e

oy aﬂ‘fulc 0
ek }uw/[ 05?0 O{PSIE"“

Cuv“H '[’ol\ {?( Lt (p{qm

100 tokyo +

ntf
u"&/- \ — i
AEE -{\( - / ) -f’f
% ﬁcﬂ‘f\‘“ i A b ety

X ‘d/ 4 g ’ﬁ"’)@w’) = &_“:'&17 (Jhrph>
, {ud ot é,éi‘( )ww i)cc'f-\uff \S

Libe

Cu\'\“"{



de-sign

vision / mission / value diagram

vISION
‘Quiddity of Life’
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circular market
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value
= lifestyle bespoke

cross-culture
quality

R100 tokyo creates a market where intrinsic value
circulates by means of proposals for living. By renovating
high-quality properties, homes are revitalized and

new value is created. The value of the home is sustained
and passed on to the next generation or to another owner.
In a community of people who understand such intrinsic
value, knowledge that realizes a rich lifestyle is shared.

In this way, we envision the “Quiddity of Life” advocated
by R100 tokyo spreading like a ripple.

brand experience
creativity
regeneration
luxury

litestyle bespoke

curiosity
online media

property
consulting
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lifestyle service

.-~ residence concept .
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Quiddity
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timeless
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interior &
furniture

R100 tokyo's renovations are inspired by QOL (quiddity of life),
and we are committed to providing not only a “home” but also
a “lifestyle” while placing importance on the three elements

of “History,” “Craft,” and “Timelessness,” which are the key to

a rich and fulfilling life. “Lifestyle Bespoke” is not only a careful
renovation of each home, but also a comprehensive proposal
to enhance the lifestyle of the residents, including the selection
of furniture and artwork, as well as reinterpreting the building,
the surrounding environment, and its history. We will continue
to pursue essential ways of living together to connect with

the different ways of living.
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novation
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Introduction

We are living in an era of great transition,

where climate change, conflict, and financial turmoil
are commonplace, and people’s values are changing
on a daily basis. What is “abundance” in our daily
lives in such times ? In modern society, which has
developed based on capitalism, “wealth” tends

to refer only to “economic capital,” however, “capital”
originally consisted of three elements:

economic capital, social capital, and cultural capital.
Of these, economic capital was the only one

that could be quantified, evaluated, and exchanged.
Economic capital, which can be managed by people
all over the world, accelerated capitalist society

in the 20th century and the first half of the 21st century,
and today the top 1% of the wealthiest people own
nearly 40% of the world"s personal assets.

In response to this extreme excesses

of capitalism, there is an accelerating movement
around the world to reevaluate the importance

of social capital, such as productivity, creativity,

and community values, as well as the qualitative capital
values of art, architecture, and cultural values,

such as traditional crafts.

In other words, modern affluence is the act of
reintegrating the three original elements of “capital,”
specifically the act of finding cultural value in spaces
and products in which time has been accumulated,
and the act of finding social relational value
connected by personal intuition and knowledge.
Together with the residents, R100 tokyo will create
these values for the new era through renovation.
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Rediscovery + Re-interpretation = Re-novation

“novation”, which is common to both Innovation

and Renovation, is originally derived from the
Latin stem “novus” (new), and when combined with

“Re-", “Re-novation” means “renewal”. The R100 tokyo

approaches “Re-novation” by “rediscovering”

the features of the building and its environment

and “reinterpreting” lifestyles that are aligned with
the values of the residents from both architectural and
lifestyle perspectives. The RI00 tokyo residence will
lead to a daily search for the quiddity of life,

an essential life value for the residents.

Multicultural Capital in an Era of Diversity

In today’s world of ever more diverse values,

the R100 tokyo residence is also a fusion of various
cultures, a “re-novation” of the living space.

For example, traditional Japanese craftsmanship

is often incorporated into interiors created by

foreign designers who are more familiar with Japanese
culture than the Japanese themselves. We believe that
this kind of eclectic mix of different cultural capitals
will form the value of the future. The location of the
building and the locality are also important.

The historical and cultural context of the land will
lead to the creation of “multicultural capital,”

a combination of various cultural capitals.

Housing x Cultural Capital x Social Capital
Until recently, “luxury” was the surface and design

of economic capital that was quantified in terms

of floor space and price and appealed to everyone's
visual perception. However, now that the era of
endless production and disposal is reaching its limits,
the meaning of “luxury” is also changing in response
to changes in capital society, where social capital and
cultural capital are undergoing a major reevaluation,
and to significant changes in the environment.

We are proposing a renewal of “luxury” by combining
the comfort of a simple and introspective space that
steps back from surface level luxury and authority,
the incorporation of art, antiques, and other cultural
assets into our daily lives. Combining this with
Re-novation as a solution that takes the natural
environment into consideration and reduces our
environmental footprint, we will propose a renewal
of luxury.
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Re-novation and Circulation

“As a result of rampant consumerism, environmental
problems, such as global warming, are now a

top priority on the agenda of the United Nations
and the World Economic Forum. However, creating
solutions to environmental problems is extremely
difficult. Before the 20th century, technology

was based on the use of the Earth’s resources, and
thus was a technological system within the context
of the global resource cycle. Since then, however,
it has become possible to produce materials such
as nuclear power and plastics, which are difficult
to return to the earth. This is only due to immaturity
of the technology. However, as a result of the
world’s massive use of immature material
generation and energy technology for short-term
convenience and profitability, we have been faced
with huge problems such as energy and plastic
waste that have a high environmental impact.
R100 tokyo's Re-novation is not just about
creating homes, but also about rediscovering

and effectively utilizing the various materials,
technologies, cultural capital, and social capital
(community) resources that make up a space

and reinterpret them from the perspective of
circulation in order to make effective use of them.
We believe that the realization of a unique supply
chain is the ideal form of Re-novation, and we

will continue to work together with our residents
to create spaces that embody this concept.
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