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C O N T E N T S

1  /  M I S S I O N , V I S I O N , C O R E  VA L U E S

2  /  D E S I G N  L A N G U A G E

3  /  L O G O

4  /  T Y P O G R A P H Y

5  /  C O L O R S

6  /  S O U N D S

7  /  A P P L I C A T I O N S
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1
V I S I O N
C O R E  VA L U E S

M I S S I O N
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M I S S I O N

M I S S I O N

C O - C R E A T E  V A L U E ,
D I S R U P T I V E L Y .
創造と破壊

誰もやったことのないやりかたで、
誰もやったことのないことをやる。
既存の価値を壊すのは繊細に。
新しい価値を創るのは大胆に。
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V I S I O N

V I S I O N

T H E  A R T  O F  O P E N  S O U R C E ,  
R E I M A G I N E  I N T E L L I G E N T  V E H I C L E S .

自動運転の民主化

自動運転に資するあらゆるテクノロジーを開放し、
様々な組織、個人がその発展に貢献できる持続的
なエコシステムを構築する。
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T H E  P R O F E S S I O N A L

C O R E  V A L U E S

C r e a t e  R e f e r e n c e s ,
E m p o w e r  P e o p l e .
Inte l l igent  vehic les  wi l l  influence the way we l ive,  and can even change 
our  cu l ture.  Our  goal  i s  to  develop autonomous dr iv ing technology for  
in te l l igent  vehic les  that  enable  new appl icat ions  and enhance soc ie t y,  
which in  turn  ser ve as  the  essent ia l  p la t form to  improve our  qual i t y  of  l i fe .  
T IER IV promises  to  create  references  that  empower people.

M a k e  I t  P o s s i b l e  W i t h  P a r t n e r s ,
M a k e  I t  F e a s i b l e  F o r  P a r t n e r s .
We bel ieve that  open-source sof t ware br ings  a  unique and universal  
approach to  autonomous dr iv ing technology that  wi l l  re invent  how we 
l ive.  To fu lfi l l  th i s  epoch-making projec t ,  T IER IV i s  commit ted to  the  
format ion of  open communi t ies,  in  which we take the in i t ia t ives  to  make i t  
poss ib le  wi th  our  par tners  and achieve our  t ransformat ional  v i s ion.

P r o a c t i v e ,
P r o d u c t i v e .
We aim to  make in te l l igent  vehic les  af fordable  and avai lable,  so  that  they 
can be used by ever yone,  ever y day.  T IER IV s t r ives  to  work  act ive ly  a t  the  
forefront  of  autonomous dr iv ing technology and provides  the  bes t  
engineer ing pract ices  whenever  needed,  a l l  whi le  en joying ourse lves  as  we 
produce happiness  through t ru ly  safe  and effic ient  mobi l i t y.
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D E S I G N
L A N G U A G E

2
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WE GOT OUR INSPIRATION FROM THE AESTHETICS OF 
JAPANESE TOOLS IN ORDER TO TELL  T IER IV’S  STORY OF 
HOW WE ARE TRANSFORMING AUTONOMOUS VEHICLES 
INTO CULTURAL & SOCIAL ESSENTIAL  INFRASTRUCTURE  TO 
ENABLE PEOPLE TO INNOVATE THEIR OWN COMMUNITIES.  
JAPANESE AESTHETICS HAVE FOUND BEAUT Y IN SIMPLE 
DAILY L IFE  THROUGHOUT HISTORY.  THERE ARE TWO 
CATEGORIES OF JAPANESE TOOLS,  THOSE FOR 
CRAFTSPEOPLE AND THOSE USED BY ORDINARY PEOPLE,  
WHICH MATCHES T IER IV’S  BUSINESS.  WE ADAPT THESE 
AESTHETICS TO TELL  OUR STORY IN A MORE EFFECTIVE WAY.

D E S I G N  L A N G U A G E

D E S I G N  L A N G U A G E

S T A N D A R D  /  T I M E L E S S  /  H O N E S T  /  C U T T I N G - E D G E

N E X T  E V E R Y D AY  T O O L S

B 2 B

S O L I D M O R P H I N G S O F T

B 2 B 2 C

次の日常の道具
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L O G O
3
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L O G O T Y P E
&

L O G O  M A R K

L O G O
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L O G O T Y P E
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L O G O T Y P E
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L O G O  U S A G E

M A I N  L O G O   

Main logo should be used as  the  pr imar y logo across  a l l  media,  inc luding 
webs i tes,  pr in ted mater ia ls ,  presentat ions,  soc ia l  media,  and v ideos.  To 
mainta in  cons is tent  brand recogni t ion,  the  logo must  be used wi thout  
modificat ion or  a l terat ion.

メインロゴ　

メインロゴは、ティアフォーのブランドを代表するロゴです。基本的にはすべての媒体（Webサイト、印
刷物、プレゼン資料、SNS、動画など）で優先的に使用します。ブランド認知の一貫性を保つためにも、
原則として変更や加工を加えずに使用してください。

R E V E R S E D  L O G O

When the background color  i s  dark,  us ing the logo in  whi te  he lps  prevent  i t  
f rom blending in to  the background and ensures  brand v is ib i l i t y  i s  mainta ined.

白抜きロゴ　

背景色が濃い場合、ロゴを白抜きにすることで、ロゴが背景に埋もれてしまうことを防ぎ、ブランドの認
知度を維持することができます。
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L O G O  U S A G E

L O G O  M A R K

The logo mark i s  pr imar i ly  used in  extremely  smal l  s izes,  such as  for  URL icons  
and bookmark icons,  and only  when the main  logo cannot  be c lear ly  
d isp layed due to  v i s ib i l i t y  cons t ra in ts .Whi le  th i s  logo funct ions  as  a  symbol ic  
representat ion of  the  T IER IV brand,  i t s  s tandalone use i s  l imi ted to  
supplementar y purposes .

ロゴマーク

ロゴマークは、主に極小サイズでの使用（例:URLアイコン、ブックマークアイコンなど）に限定されており、
メインロゴでは視認性が確保できない場合にのみ使用できます。このロゴは、ティアフォーのブランドを象
徴するアイコンとして機能しますが、単体での使用は補助的な用途に限られます。
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L O G O  C O L O R

T I E R  I V  D E E P  B L U E  /

# 1012 2 4

R 16 G 18 B 3 6

C 8 5 M 7 9 Y 5 4 K 7 2
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L O G O
MINIMUM SIZE 

最小サイズ

18 m m 10 m m
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C L E A R  S P A C E
DO NOT PUT ANY THING AROUND THE LOGO & LOGOT YPE.

THE GRAY AREA SHOULD BE KEPT EMPT Y.

ロゴのまわりには、十分な余白をとってください。グレーで示され
た領域には、何も配置しないようにしてください。

1 1

1

1

3

3

1 13
1

1

3
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C H I N E S E

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V



I N C O R R E C T  U S E S  /  N O T  R E C O M M E N D E D

1 / DO NOT USE A COLOR WHICH DOES NOT 
HAVE ENOUGH CONTRAST

2 / DO NOT USE OTHER COLORS 3 / DO NOT USE GRADATIONS 4 / DO NOT USE OUTLINES

5 / DO NOT USE SHADOWS & 3D EFFECTS 6 / DO NOT USE ANY SHAPES AROUND THE 

LOGOT YPE WHICH SEEM TO BE INTEGRATED WITH IT

7 / DO NOT ROTATE 8 / DO NOT DEFORM
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T Y P O G R A P H Y
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T Y P O G R A P H Y

C O N C E P T

FINDING THE MOST APPROPRIATE T YPOGRAPHY TO REFLECT T IER IV’S  
STORY UNDER OUR DESIGN LANGUAGE,  NEXT EVERYDAY TOOLS.  UNDER 
THESE CIRCUMSTANCES,  WE DEFINED SOME KEYWORDS FOR 
T YPOGRAPHY,  SUCH AS EASY-TO-READ,  STANDARD, T IMELESS , INTEGRIT Y,  
AND HUMBLE.  AS A COMPANY WHICH IS  DESIGNING NEW STANDARDS,  
THE T YPOGRAPHY ALSO NEED TO BE PLEASANTLY REGULAR,  MEANING IT  
CAN FIT  DIFFERENT OCCASIONS, EASY TO READ AND HARMONIOUS.

N E X T  E V E R Y D AY  T O O L S
C O M P A T I B I L I T Y  F O R  W E B
S T A N D A R D  /  T I M E L E S S  /  E A S Y  T O  R E A D  /  H U M B L E
H O N E S T  /  I N T E G R I T Y

T Y P O G R A P H Y
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S A N S - S E R I F
P R I M A R Y  T Y P O G R A P H Y

T H E  R E A S O N

COMPARED WITH SERIF,  SANS-SERIF  IS  MORE LEGIBLE IN GENERAL SINCE 
THE ST YL ING IS  MORE GEOMETRIC AND HAS A CONSTANT THICKNESS.  
THUS,  EVEN IN SMALL  SIZES,  SANS-SERIFS ARE LEGIBLE FROM DISTANCE.

M O R E  L E G I B L E  /  M O D E R N  S T A N D A R D S  

T Y P O G R A P H Y  /  E N
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Aa

F U T U R A  P T  

L I G H T
B O O K
M E D I U M
D E M I
H E A V Y
B O L D
E X T R A  B O L D
M E D I U M  O B L I Q U E

T Y P O G R A P H Y  /  E N  /  P R I M A R Y
FUTURA IS  A GEOMETRIC SANS-SERIF  T YPEFACE DESIGNED BY PAUL RENNER AND RELEASED IN 
1927.  FUTURA MEANS FUTURE IN LATIN.  FUTURA IS  ONE OF THE MOST ICONIC & T IMELESS 
FONTS IN THE WORLD.  FUTURA HAS AN APPEARANCE OF EFFICIENCY AND FORWARDNESS.

A B C D E F G H I J K L M N O P Q R ST U V W X Y Z
a b c d e f g h i j k l m n o p q r s t u v w x w z
01234 5 6 78 9 ! # $ % & @ ?
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ゴシック体

T Y P O G R A P H Y  /  J P  /  P R I M A R Y

P R I M A R Y  T Y P O G R A P H Y
T H E  R E A S O N

COMPARED WITH 明朝体 ,  ゴシック体  IS  MORE LEGIBLE IN GENERAL SINCE 
THE ST YL ING IS  MORE GEOMETRIC AND HAS A CONSTANT THICKNESS.  
THUS,  EVEN IN SMALL  SIZE,  ゴシック体  KEEP ITS SHAPE TO BE LEGIBLE FROM 
DISTANCE.

M O R E  L E G I B L E  /  N I C E L Y  N O R M A L
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あ

游ゴシック体  /  Y U   GOTH I C

MED I UM
BOLD

T Y P O G R A P H Y  /  J P

游ゴシック体 WAS DESIGNED BY JIYU-KOBO IN 2008. THIS TYPEFACE WAS DESIGNED 
FOR BEING USED WITH 游明朝 / YU MINCHO.
游ゴシック体 IS CLEAN AND HAS GOOD READABILITY

あいうえおかきくけこさしすせそたちつてとなに
ぬねのはひふへほまみむめもやゆよわをん
0123456789 !#$%&@?
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黒体
P R I M A R Y  T Y P O G R A P H Y

T H E  R E A S O N

COMPARED WITH 宋体 ,  黒体  IS  MORE LEGIBLE IN GENERAL SINCE THE 
ST YL ING IS  MORE GEOMETRIC AND HAS A CONSTANT THICKNESS.  THUS,  
EVEN IN SMALL  SIZES,  黒体  MAINTAINS ITS VISIBIL IT Y FROM DISTANCE.

M O R E  L E G I B L E  /  P L E A S A N T L Y  S I M P L E

T Y P O G R A P H Y  /  C N
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O C T O B E R _ 2 0 2 5

阿

S O U R C E  S A N S  S E R I F  

E X T R A  L I G H T
L I G H T
NORMA L
R E G U L A R
MED I UM
B O L D
HEAV Y

T Y P O G R A P H Y  /  C N  /  P R I M A R Y

SOURCE SANS SERIF IS A FONT FAMILY COMPRISING OVER ��� INDIVIDUAL FONTS, 
WHICH ARE TOGETHER DESIGNED TO COVER ALL THE SCRIPTS ENCODED IN THE UNICODE 
STANDARD. 

ABCDEFGHIJKLMNOPQRSTUVWXWZ
�����������? !”#$%&’ ( )
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C O L O R S
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C O L O R S

T H E  D I R E C T I O N

COLORS SHOW THE CHARACTER OF THE COMPANY.  T IER IV  HAS 3 
DIFFERENT FACES,  OPEN SOURCE,  DEEP TECH AND A GOOD PARTNER.  T IER 
IV  IS  AN OPEN-SOURCE COMPANY THAT PROVIDES OPEN-SOURCE 
OPERATION SYSTEMS FOR INTELL IGENT VEHICLES.  T IER IV  IS  A TECH 
COMPANY THAT DEVELOPS CUT TING-EDGE TECHNOLOGY.  T IER IV  IS  ALSO 
A GOOD PARTNER,  SUPPORTING CUSTOMERS IN THE CREATION OF 
VALUABLE INTELL IGENT VEHICLES FOR PEOPLE.  WE SELECTED 3 SPECIAL 
COLORS WHICH REFLECT THE 3 DIFFERENT ASPECTS.  

T H E  T R I N I T Y O P E N  S O U R C E  /  D E E P  T E C H  /  A  G O O D  P A R T N E R

C O L O R S
B R A N D O C T O B E R _ 2 0 2 5

O C T O B E R _ 2 0 2 5

T I E R  I V



T I E R  I V  W H I T E  /
T R A N S PA R E N T  W H I T E

T I E R  I V  B L U E  /
D E E P  B L U E

T I E R  I V  G R E E N  /
A U T H E N T I C  G R E E N

O P E N  S O U R C E

D E E P  T E C H

A  G O O D  P A R T N E R

P R I M A R Y  C O L O R S

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V



P R I M A R Y  C O L O R S

T I E R  I V  W H I T E  /
T R A N S PA R E N T  W H I T E

# F 1 F 4 FA

R 2 4 1 G 2 4 4 B 2 5 0

C 4 M 2 Y 0 K 0

T I E R  I V  D E E P  B L U E  /
D E E P  B L U E

# 1012 2 4

R 16 G 18 B 3 6

C 8 5 M 7 9 Y 5 4 K 7 2

T I E R  I V  G R E E N  /
A U T H E N T I C  G R E E N

# 1 D 3 E 4 8

R 2 9 G 6 2 B 7 2

C 8 7 M 6 2 Y 5 4 K 4 4

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V

阿



D E E P  B L U E
D E E P  T E C H  C O M P A N Y

A U T H E N T I C
T I M E L E S S
P R I M E  Q U A L I T Y
T E C H N O L O G Y
D A W N

THE COLOR DEEP DARK BLUE COMMUNICATES INTEGRIT Y,  
HONEST Y,  S IMPLICIT Y AND TIMELESSNESS WHICH FITS T IER 
IV.  AS A TECHNOLOGY-ORIENTED COMPANY, THIS DEEP 
DARK BLUE REFLECTS CUT TING-EDGE QUALIT Y AND 
REL IABIL IT Y.

C O L O R S C O R P O R A T E  M A I N  C O L O R
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A U T H E N T I C  G R E E N

C A L M N E S S
I N T E G R I T Y
H U M B L E
H O N E S T
P R I M E  Q U A L I T Y

THE COLOR ,DEEP BLUEGREEN, COMMUNICATES AUTHENTICITY. 
AS A TECHNOLOGY-ORIENTED COMPANY, THIS DEEP BLUEGREEN 
REFLECTS INTEGRITY & HONEST COMMITMENT TO TECHNOLOGY.

C O L O R S C O R P O R A T E  M A I N  C O L O R

A S  A  G O O D  P A R T N E R
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T R A N S P A R E N T  W H I T E

S T A N D A R D
T I M E L E S S
H U M B L E
H O N E S T
P R I M E  Q U A L I T Y
O P E N N E S S

THE COLOR, HUMANISTIC WHITE, SHOWS TIMELESS QUALITY 
WHICH FITS TIER IV. THIS WHITE HAS A TOUCH OF COLOR 
WHICH MAKES PEOPLE FEEL MORE COMFORTABLE. AS A 
TECHNOLOGY-ORIENTED COMPANY, THIS HUMANISTIC 
WHITE REFLECTS PURE RELIABILITY.

C O L O R S C O R P O R A T E  M A I N  C O L O R

O P E N - S O U R C E
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F R E A K  G R E E N

# 0 0 F F B 1

R 0 G 2 5 5 B 17 7

C 5 7 M 0 Y 5 2 K 0

F R E A K  P I N K

# F F 0 0 6 C

R G B

C M Y K

C A L M  Y E L L O W

# A C 8 7 2 5

R G B

C M Y K

C O L O R S

A C C E N T  C O L O R S
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C O L O R S T I E R  I V  C O L O R  P A L E T T E S  _  01

# E C E C E C # D 9 D 9 D 9 # C 6 C 6 C 5 # B 1 B 1 B 1 # 9 C 9 B 9 B # 8 6 8 6 8 6 # 6 F 6 F 6 E # 5 7 5 7 5 6 # 3 C 3 C 3 B # 1 D 1 D 1 B # 0 0 0 0 0 0P U R E  W H I T E
# F F F F F F

T 4  B L U E  /
D E E P  B L U E

P U R E  B L U E

A O  /  B L U E

A O  /  B L U E

# 5 9 6 2 7 F # C 9 D 4 F 5

# 8 E 9 A F F# C C D 2 F F

R Y O K U S H O  /  B L U E  G R E E N

# 4 2 7 7 8 7# A E D 3 D E

M I D O R I  /  G R E E N

# B 3 F F E 6# E 3 F F F 6

T I E R  I V  G R E E N  /
A U T H E N T I C  G R E E N

F R E A K  G R E E N

# 515 9 7 3# 8 A 9 9 C 7

# 3 E 5 2 F F# B A C 2 F F

# 3 8 6 674# 6 E B 6 C C

# 8 3 F F D 6# C B F F E E

# 4 5 4 C 6 4

# 0 01 A F F

# 2 D 5 8 6 5

# 0 0 F F B 1

# 3 A 4 15 7

# 0 016 D B

# 2 4 4 B 5 7

# 0 0 D 3 8 D

# 313 74 A

# 0 012 A F

# 1 C 4 0 4 A

# 0 0 B A 7 7

# 2 8 2 C 3 E

# 0 0 0 E 8 9

# 13 3 5 3 E

# 0 0 A 0 6 3

# 1 F 2 2 3 3

# 0 0 0 A 6 0

# 0 B 2 B 3 3

# 0 0 7 F 4 B

# 1012 2 4

# 0 0 0 6 3 9

# 0 3 2 5 2 D

# 0 0 6 3 3 8

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V



# F FA 6 D 1

# F F 7 D 9 F

F R E A K  P I N K
# F F 0 0 6 C

R E D
# F F 0 0 2 B

# F F D 2 8 AC A L M  Y E L L O W
# F FA A 0 0

# F F C 67 B

# F F 5 A A 9

# F F 4 0 6 9

# F F B B 4 3

# D D A A 5 F

# F F 0 0 6 C

# F F 0 0 2 B

# F FA A 0 0

# C 9 9 A 4 F

# E 5 0 0 6 E

# E D 0 0 4 4

# E 8 7 E 0 0

# A D 8 7 3 E

# C 4 0 0 67

# D 6 0 0 4 D

# D 3 7 8 0 0

# 9 5 7 5 3 5

# A 5 0 0 5 E

# B 5 0 0 3 8

# A 0 5 0 0 0

# 8167 2 D

# 8 9 0 0 5 5

# 7 A 0 0 2 0

# 7 7 3 E 0 0

# 715 B 2 6

# 7 2 0 0 4 C

# 5 B 0 014

# 512 F 0 3

# 6 9 5 514D A R K  Y E L L O W
# A C 8 7 2 5

C O L O R S

# E C E C E C # D 9 D 9 D 9 # C 6 C 6 C 5 # B 1 B 1 B 1 # 9 C 9 B 9 B # 8 6 8 6 8 6 # 6 F 6 F 6 E # 5 7 5 7 5 6 # 3 C 3 C 3 B # 1 D 1 D 1 B # 0 0 0 0 0 0P U R E  W H I T E
# F F F F F F

T I E R  I V  C O L O R  P A L E T T E S  _  0 2
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C O L O R S  /  G R A D A T I O N

T I E R  I V  G R A D A T I O N  
B L U E

# 1313 2 4

R 19 G 19 B 3 6

C 8 4 M 7 9 Y 5 4 K 7 2

T I E R  I V  G R A D A T I O N  
R E D  B L U E

# F B 0 4 7 C

R 2 51 G 0 4 B 12 4

C 0 0 M 9 8 Y 17 K 0 0

T I E R  I V  G R A D A T I O N  
B L U E  G R E E N

# 1313 2 4

R 19 G 19 B 3 6

C 8 4 M 7 9 Y 5 4 K 7 2

T I E R  I V  G R A D A T I O N  
G R E E N

# 010 31 F

R 01 G 0 3 B 31

C 8 5 M 7 8 Y 5 7 K 76

T I E R  I V  G R A D A T I O N  
D A R K  G R E E N

# 0 F 19 2 8

R 15 G 2 5 B 4 0

C 8 8 M 7 7 Y 5 5 K 7 0

T I E R  I V  G R A D A T I O N  
R E D  O R A N G E

# D 3 7 8 0 0

R 211 G 12 0 B 0 0 0

C 14 M 6 0 Y 10 0 K 0 0 2

# 9 7 A 8 D 1

R 151 G 16 8 B 2 0 9

C 4 1 M 2 8 Y 0 2 K 0 0

# 0 0 F F B 1

R 0 0 G 2 5 5 B 17 7

C 5 7 M 0 0 Y 5 2 K 0 0

# 0 2 212 0

R 0 2 G 3 3 B 3 2

C 8 4 M 61 Y 6 6 K 74

# 2 8 F 8 A D

R 4 0 G 2 4 8 B 17 3

C 5 6 M 0 0 Y 5 2 K 0 0

# 2 E 4 D 5 D

R 4 6 G 7 7 B 9 3

C 8 4 M 61 Y 4 6 K 3 0

# F B 0 8 6 B

R 2 51 G 0 8 B 10 7

C 0 0 M 9 8 Y 3 3 K 0 0

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V



S O U N D S
6 O C T O B E R _ 2 0 2 5

B R A N D O C T O B E R _ 2 0 2 5 T I E R  I V



S O U N D S

S O U N D S

E X A M P L E S

M A I N L Y  B A S E D  O N  E L E C T R O N I C  M U S I C  &  S O U N D S

E X P E R I M E N T A L
C U T T I N G - E D G E
C H I L L A X

N O T  R E C O M M E N D E D

S I M P L E  F A S H I O N A B L E  M U S I C

S O U N D  E F F E C T S  &  M U S I C  W H I C H  D O  N O T  S U I T  

T I E R  I V ’ S  H I S T O R Y  &  M E S S A G E

SOUNDS ARE IMPORTANT.  SOUNDS INCLUDE NOT ONLY MUSIC BUT ALSO EVERY SINGLE 
SOUND USED BY T IER IV.  PEOPLE CAN REMEMBER SOUNDS QUITE WELL AND EASILY 
ASSOCIATE THEM WITH THE IMAGE OF A COMPANY.  THEREFORE,  WE DO CARE ABOUT 
SOUNDS THAT CAN REINFORCE OUR STORY, ESPECIALLY OUR CORE VALUES AND 
DESIGN LANGUAGE.  THE THEMES OF THE SOUNDS ARE SMOOTH-EXPERIMENTAL,  
CUT TING-EDGE AND HUMAN-ROBOTICS.

H U M A N - R O B O T I C S
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O C T O B E R  /  2 0 2 5


