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“Sample project” is an independent project initiated by a designer who pursues an ideal ap-
proach to design and making daily goods that sell at reasonable prices. Toshihiko Sakai who

X/ ETE heads Sakai Design Associates Ltd. is venturing into a series of processes from product plan-
By Aia Urakawa ning to market release.

RBISNDOELRE N Z. EODHBINEFLE(C
BHEECLD "TENSHAmR NDHkE

Giving appropriate forms to parts that tend to be overlooked
Toshihiko Sakai's quest for “daily goods that sell”
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The dilemma of product development

Planning for “sample project” started in April, 2011.
Prototypes were completed half a year later in
September, and 18 products were completed and
released in October. Orders from design shops and
department stores throughout Japan and over the
Internet flew in one after another and the number
is rising steadily.

This is an independent project initiated by de-
signer Toshihiko Sakai, who handles every process
until the product is introduced to the market, from
selecting the product item, designer, material,
manufacturer, direction and production manage-
ment to pricing, sales promotion, and building an
inventory management system.

Reflecting on his venture so far, Sakai says,
“Because I'd never handled business beyond the
point the product is completed, it was a succes-
sion of confusions, such as what the sales informa-
tion package was, what the JAN code meant, and
what’s the insurance involved. Sales promotion
was by far the hardest for me, because I'm usu-
ally the type who waits for someone to call me
(laughs).”

There was a reason that Sakai waded into
these areas at which he did not excel. Besides do-
ing diverse design for home appliances and daily
goods, Sakai has been invited to many workshops
organized by design and product development di-
visions at various corporations. The corporations
set up such opportunities to listen to outsiders' ob-
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jective views regarding their products, and at the
same time seek directions for product develop-
ment by studying data based on market research.

What Sakai noticed there was the fact people
at the manufacturers who are also consumers, are
only capable of seeing their products solely from
the perspective of the manufacturers. Sakai says,
‘I don't know why, but | think it's a deep-rooted
problem.” He is particularly critical about the way
they analyze marketing data, and says, “As they of-
ten make such mistakes as confusing quantitative
data with qualitative data, | sincerely doubt their
ability to read such data. On the business scale of
‘sample project,’ | think such data is not necessary
for product development.” Sakai thinks its more
important in the product development stage to
think deeply about why design is necessary to
solve the problem in the first place.

Nevertheless, no matter how confident Sakai
was about his theory, he could not demonstrate
it just by being in charge of design work, which is
just a part of product development. That long-held
dilemma made him launch “sample project.”

Who really needs iPhone/iPad stands?

The first idea Sakai had for “sample project” was to
get multiple designers to participate, rather than
doing it all by himself. That's because he wanted
to give variations to the product line and increase
options for the consumers. In addition, Sakai knew
that it would be more easily accepted if the prod-
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EHEE 1964 BHREFN, RREEAET V1 0%
PR 89~NFI—V—THI 2RI TFCEE.
NEYHATFAOTYIIAYERIL, RERRPR
B, S RT LRy FEART Ja—H— XEREED
BEROEN EHURBEDT « LU 3 >0 e
2% 70Y 10 NeFMNT3,

Toshihiko Sakai was born in Kochi Prefecture in 1964

ed from Tokyo Zokei University with a BA in
987. Founded Sakai Design Associates Ltd

s been involved in diverse projects in-
home electronics such as DVD recorders and
e PCs, as well as furniture, system kitchens, lac

juerware, and stationery items

www.sakaidesing.com/sample

ucts were designed as a series so that they could
be displayed with consistency at the storefront.
With all this in mind, he asked 11 groups of design-
ers to participate.

What's interesting here is Sakai's reason for
deciding that the products would be iPhone and
iPad stands and cases. Sakai explains, ‘I wanted
the goods to be timely from the perspective of
my daily life. That's just my own personal market-
ing hunch. It's the same kind of thing that the so-
called buyers or market prophets do.” However, al-
most all the designers he asked to participate had
negative views, saying nobody really needed an
iPhone or iPad stand. Even after seeing this reac-
tion, Sakai, who was directing the project, wasn't
discouraged at all, and said, “There are things that
sell even if designers say they are not necessary.”
Undeterred by the other designers’ views, Sakai
believed in his own marketing sense, and persuad-
ed each designer of the products’ necessity.

Direction unique to a designer

The materials were wood and leather. The wood
is from odd trees cut down during forest thinning
but left abandoned in the forest due to its low sell-
ing price as a material for laminated wood, and
the leather is for domestic car seats that have be-
come a waste material due to changes in speci-
fications. Sakai asked each designer to design an
iPhone or iPad stand with wood, and both iPhone
and iPad cases with leather.
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There are already a wide variety of products
related to smart phones and tablets, but those
from “sample project” stand out considerably. The
design concept is clear, and the cutting of unnec-
essary parts was done gracefully. For example, the
products are exclusively for iPhone and iPad. The
wooden stands are designed for use only at home
and not for outdoors. The width of the iPhone
stand is made big enough for the iPhone to be in-
serted also with a dedicated cover in place, but the
covers are limited to the most popular two types:
Bumper and Air Jacket. From beginning to end,
Sakai never compromised these decisions.

“The most important thing when designing
anything including daily goods, is to think how
it should be used. With "sample project,” for ex-
ample, when recharging the iPhone or iPad, it is
not placed on the floor, but on a stand. When you
carry it, you don't put it in your bag as is, but in a
protective case. We thought about the ideal forms
of parts that are usually overlooked.”

Sakai intends to continue “sample project.” It
may be extended from just daily goods to other
areas and its scale may become larger in the fu-
ture. @
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Leather and Felt by Fumikazu Ohara of SOUP DESIGN. Comprises an iPad case (¥12,000) that can also hold
documents up to B5 size, and an iPhone case (¥3,900) from which the iPhone can be taken out by pulling

two strings
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