JAPAN BRAND

Sato Seni

Spinning Unique Yarns
Items in Sato Seni’s numerous brands of ladies’ clothing and accessories appeal to customers around
the world for their meticulous manufacturing. Gavin Blair asked Sato Seni’s president and creative
director, Masaki Sato, about his philosophy for design.
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Samples of Sato Seni’s yarns and weaves
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Gavin Blair is a freelance journalist living in Tokyo who writes for
publications in the United Kingdom, United States and Asia.
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