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Preface: Small Product that Needs Big Idea

When studying in China, | was puzzled by one question: why we designers were still needed when the world was abundance
with products.

The puzzle was solved as soon as | arrived in Germany, or in another sense, as soon as | got in touch with a higher living

quality level. This is also a proof of Maslow's hierarchy of needs theory, that when satisfied with need in one level, human
being tend to rush for another. We're so greedy, loving newer things even though only the outfit has changed. Under the spirit,
we designers have to get rid of the stale and bring forth the fresh so as to meet satisfaction. Therefore, products in the market
is updating in a growing pace, secretly pushed by a strong commercial force.

The fast-growing among them shall include the categories of stationary, gift or premium, fashion product, licensed product,
souvenir and many products by niche designer brands. These are product categories under our spot lights in this book, small
products that in great needs of big ideas. The products loved and wanted, which far excel physical functions and satisfied
psychological needs.

Facing the razzle-dazzle, designers shall have different insights than normal consumers do. We focus and reflect on the origin
as well as the way that they are created, What kind of product is interesting and meaningful? And what is corrupting?

The answering proccess to the questions above lies in this book.

Jamy Yang
February, 2009
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