BERMOERLE 2003-2025 &
BILOLVWHTATHSS

EMRMIZIBOENARIC HELEADT U Fr—EELTEFhELE, RELOOTHRAZBEFORBIIC.HRTHIELS
RESITEERBLT, CLAMRTHIZLEBOLCBABLILEOLOHYFERIBETELHTT, ALITHELHNE. RYIC
VELELFEETO, [HOEVRVG] ELTEITEYS, [RICRVWESLEHR ] 2XRLTVGER X, HEDLS 45 FF%
Mz3 2025 FNSHEDNEEA, —FT. HEPRMOBREEILVES P, BRLEEZRNECREOELORT, EHSEN
BHEHISEFNZIBHNRRADEFHOEE L, SOHOR, H—EXA, EHIHBH I PERRBEALEIVEITTVET, AEE
EI3. 2003 F 55 2025 FETICRIELTELERLE AL TEMRAOBEICAHN, HEPESLICEODIHLLRED Z >0
ILTWEEEHORATT, WThORELEES, BEPRERABEETICXvE—IT360TIIES ERNVELPEFNELRE
E251-H0 [V ZRIFPITBEETHEICBLTOET, BURVBLHLEHEDHYFICDONT, BVEKSELENIDTELEELY,

MUJI Corporate Campaign 2003-2025 Nothing, Yet Everything

MUJI was founded in Japan in 1980 as an antithetical response to consumer society. During this economic boom, when
luxury was everywhere, MUJI proposed a way of life that was simple, yet rather than instilling a sense of inferiority to glamour
or luxury, encouraged people to embrace simplicity and recognize its value. Since our founding 45 years ago, we have
stayed the course, actualizing a lifestyle—and a society—that feels good, by designing and providing products that meet
real needs and are deliberately marketed as “no-brand” tools for living. As we witness the remarkable progress in science
and technology and the changes in our environment, grounded in our consistent ethos, MUJI continues to expand its sphere
of activities—from objects to houses, to services, regional communities, and the natural environment. This exhibition of
MUJI’'s ad campaigns 2003-2025 was designed to help visitors engage with our ideology and to provide the opportunity for
new discoveries about society and daily life. Each corporate ad is intended not to spell out our corporate philosophy and
details of our business activities, but to raise questions that will help us think about universal happiness and what it means
to live well. We invite you to enjoy the exhibition and contemplate the essence of a pleasant daily life and a fulfilling society.
] E.e BERERLET-H1713255

» You can view the archive

[=] of past corporate messages here.

MUJI EBIR &



V. ZFUTHIROLHY

ENRAOERLER. BREPMEREZEEFAZEOTIRHIEEA,
—ENLEIR. BHRGEBEOHIC. BERFNOBEL L] 2FoTLK
LILEDT Y, |MELTDIYF—DEILAD ISP DI TELLS, HE
BEZICEDLEDERTFENHTY,

1980F &LV), BADNTIVEERTRERICENRAIIEELE L, 20
BHEORBICIE. BREEANOTFT—EPRVICETEATVEL L,
. BRTHHIEPH RS, FETHI., HHTAL, LiREEIL
32 ETRHIVELA, BMENEZTVBRBICAZHRSL, X1LIC
HZ28EL, 2IICH58MBETTELELEPRREE, MAICELUELT
VW ZEETRTEENDTY, EHNRGNVALICEAHTHIBORBEL.
BREGCHBEPRLZOMBENGLSTREICTIVTLIAL, FEEMIC
BUIBH TV EALD, BHOKIR,PSEHHSNBEDLERVET, HE
RBOKREZ, EILERIROBORICEN >TVLKDTRENTLEID,
—EDLEER. WHIEFVDEIELDOTTH, ZIICRITHNBERIR
BELENNVEF>TVBRTTT, [BICHEVHTATIHS] EVVIEIRE
2. ZHRFICHABLERENRVEELELL,

TR
2003

EMRMOBEEERNICRRIZIEREL T, WTEREMMLALOTY, TEISEVHTR

Posing Questions, and Expanding Shared Awareness

MUJI’s corporate campaign does not advocate a specific philosophy
or a set of values. Instead, our marketing repertory aims to create a
nutrient-rich “soil” between MUJI and its customers. Once this soft soil
is prepared, all that’s left is to watch over the growth it fosters.

MUJI was founded in 1980, during the peak of Japan’s bubble
economy. lts inception was largely a response to the issue of overcon-
sumption. However, being simple and concise does not mean imposing
the ethics of honorable poverty and frugality on others. Simplicity and
clarity invite us to examine our living environment, attune ourselves to
our culture, and to rediscover the abundance and fulfillment these have
afforded us.

| believe the sorts of deep emotions MUJI evokes stem from a
shared consciousness among people who either clearly perceive or
are beginning to instinctively recognize the crisis caused by overcon-
sumption and insatiable desires. The future of MUJI will continue to
evolve within this shared consciousness.

Our campaigns are questions posed to the world—open invitations
rather than statements. Whatever answers they inspire are meant to
expand freely. All my ideas and insights from over two decades of
advertising work are expressed by the subtitle, “Nothing, Yet Everything.”
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Horizon

We collected horizon images as intuitive expressions of MUJI’s philosophy. After researching
near-perfect horizons around the globe, we chose to feature Bolivia’s Salar de Uyuni and
the Mongolian Plateau, then traveled there and photographed them. This project taught
us that visuals featuring only the Earth and people give rise to a diverse range of imagery
within the minds of viewers, and led us to the concept of “emptiness”—evoking images

through silence, rather than verbosity.
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Born in 1958, Kenya Hara is a graphic
designer and the President of the
Nippon Design Center. He is also a
professor at Musashino Art University
and has been a member of the MUJI
Advisory Board since 2002. Hara’s
work focuses on designing “experi-
ences” rather than merely creating
“things.” His diverse projects include
signage planning, product design, ex-
hibition production, and writing. He is
the author of several books, including
“Designing Design” and “White,” both
published by Lars Miller Publishers.
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House

We visited small villages in Morocco and Cameroon, located in Central Africa. These
villages offer a serene and enriching environment that embodies the idea of “Nothing, Yet
Everything.” From our experiences there, we realized that one aspect of abundance is in
discovering lifestyles that align with the activity of each individual. Thoughtfully designed
daily necessities contribute to a higher quality of life, ultimately leading to a better
environment for living. Steadily and carefully, MUJI is poised to improve on the concept
and tangible expression of “house”.
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MUJI and the Teahouse

The photo in the upper left features Togudo’s Dojinsai, a national treasure in Kyoto’s Jisho-ji
Temple (The Silver Pavilion). Dojinsai is the origin of the teahouse, a space that itself evolved
from the traditional Japanese-style room. Enshrined in the center of the image is a MUJI
white ceramic teabowl. This is a creative interpretation of the Japanese aesthetic concept
of finding value in simplicity. MUJI has been exploring flexibility—how anyone, anywhere,
can make use of things—as a representation of infinite possibilities. In 2005, we took on
“house”as a theme to highlight this idea, through a product lineup with 5,000 items at the
time. The original concept of house also embodies the flexibility and simplicity of a teahouse.
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What Happens Naturally

The top photo features an ash bed and chairs from MUJI. The backrest design emerged
naturally from our search for comfort. MUJI products do not emphasize individuality or
uniqueness, but result from an accumulation of rational explorations into subtle improvements
on the comfort of daily life. We carefully observe people and their lifestyles. We combine
optimal materials and technologies. We aim for affordable products without compromising
quality. We consider nature and the environment. We pay attention to customer feedback. Our
products develop naturally through this chain of focused endeavors.
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Let’s Take Care

Hands are beautiful. We often find ourselves unexpectedly drawn to hardworking hands.
Many people appreciate the beauty of unadorned hands, free of flashy ornamentation.
This beauty, reflected in those unadorned hands and their skin, embodies the essence of
Japanese aesthetics, which values simplicity while being deliberate in its attention to detail.
When this spirit is present in both objects and actions, it gives rise to serene and beautiful
products and spaces. MUJI is not a mere collection of products, but aims to gracefully
embody what is really important: the creation of an atmosphere that thoughtfully considers
every aspect of living.
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Like Water

In 2008, MUJI opened stores in cities around the world: New York, Istanbul, Rome, Beijing.
Within a year, these MUJI loci had penetrated into the consciousness and lifestyles of the
inhabitants of those cities—like water. Water: calm, essential, and always with us, bringing
rest and replenishment. Water gently shapes the landscape over time, creating beautiful
features in nature, little by little. Like water, MUJI hopes to reach people around the globe,
offering the products and experiences they desire in their everyday lives.
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Back to our origins, into the future

Through gradual refinement, MUJI's standard products have achieved a remarkably clean
aesthetic. Each individual change is subtle, yet together they represent years of countless
enhancements—embodying the essence of “fundamentals” and “universals.” MUJI has
grown by focusing on creating products in which simplicity is inherently beautiful and
restraint becomes a source of pride for consumers, and is committed to exploring, with its
customers, the ideal form of quality goods demanded by the future.
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Humanity: Warm?

Here in the Andes Mountains in Peru, South America, we captured the very landscape
producing raw materials for clothing in a range of colors: black, brown, tan, and white.
Alpacas in Earth’s colors grazed freely across vast pastures. Faced with a market
trend favoring dyed fibers, MUJI has once again begun creating products in natural,
undyed colors. The alarm has long been raised concerning global warming, but the term
“warm” originally implied both heat and comfort. At the very least, we believe humanity’s
relationship with the Earth should be warm.
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Nature, Naturally, MUJI

We created an advertisement set against the backdrop of Iceland’s majestic and beautiful
nature, expressing the essence and comfort of our clothing. MUJI has always been natural,
founded on the appeal of true colors, natural materials, and unbleached paper and fabrics.
We believe that real abundance comes from living authentically, while appreciating the
comfort, texture, and fit that nature provides.
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Colors of Earth

This photograph captures the interconnected beauty of the sea, land, and sky in the Raja
Ampat Islands, in eastern Indonesia. Known for its extraordinary marine biodiversity, this
stunning landscape evokes a sense of ancient times, long before humankind existed.
MUJI’s colors are not just beige and grey; they are the hues of the Earth, inspired by our
continuous focus on natural materials and the intricate interplay of life itself.
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Nature, Naturally, MUJI

We traveled to the Galapagos Islands, a place deeply significant to evolutionary theory,
which formed about five million years ago through submarine volcanic eruptions. As
civilization prepares to advance by means of Al, we once again turn our attention to
the wisdom of nature. Nature is devoid of labels; it is not the product of a single creator,
but the result of countless organisms striving to thrive together. MUJI always draws its
inspiration from the natural world. It is essential that we eliminate waste and excess,
recognize the inherent goodness in things, and examine our lives from every perspective.
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Pleasant, somehow

In 2019, before COVID-19 shrouded the world, we captured scenes of cleaning practices
around the globe. We believed that in the ordinary act of cleaning, performed across
cultures and civilizations, the essence of humanity might be revealed. Perhaps the secret
of the art of cleaning lies in achieving that “moderate comfort” at the point where human
beings and nature skirmish, much like the shoreline where breaking waves wash the sandy
beach. As we look to the future, we will continue to listen to the rhythm of life that resonates
deep within our bodies.
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Like Water, Like Air

As part of our corporate campaign focused on our stores, we are documenting scenes of
laundry drying from around the world. To us, this is a scene of universal human happiness:
the sight of natural cloth, washed in water and dried in the open air until it smells of
sunshine. We share this as a visual symbol of MUJI’s commitment to becoming as
essential to daily life as water and air. It also honors our human connection with water and
air, which sustain us all with food, clothing and shelter.
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