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01. STORYTELLING



01. STORYTELLING  |  PERSONAL STATEMENTS

25+ yrs.' of experience, living and working in Brazil, Italy, France, and the UK (short experiences in Sweden and China)

2011 · current promoting growth as DESIGN DIRECTOR at ARBO design

65+ international and national awards received (IF, Red Dot, A' Design, and others)

30+ patents and registrations at the INPI and international bodies

1000+ projects · research, strategy, branding, VBL, industrial design, visual & graphic design, UX & UI, service

150+ countries with launched design solutions

Variety of areas Global Corporate, Agency, Consultancy, Adviser, Start-up, Project Leader, Academic Lectures

Strong skills to leading teams, solving problems, communicating, storytelling, prototyping, and design methods

Proficiency with manual sketches, Rhinoceros 3D, photorealistic renderings, Adobe Suite, Design Thinking, Figma

DANIEL KRÖKER, MA
Daniel is a multidisciplinary Design Leader, able to manage cross-functional teams at all levels, from ideation to execution, 

which combines hands-on technical excellence, creative ingenuity, and exceptional leadership skills. He has over 25 years of 

international experience in the design field, working in a variety of design areas including industrial design, UX, strategy, and 

consumer research. All of that, acting with global corporations, agencies, and start-ups, as well as consultant, adviser, or 

project leader, translating unknowns into clear and tangible outputs. Complementing his experience, Daniel holds a Master's 

in Design degree, which equips him with research acumen to infuse trend analysis and innovative problem-solving into every 

project. He has the U.S. EB-1 Green Card Protocol No. SRC2390138241.



01. STORYTELLING  |  PROFESSIONAL MILESTONES

2006 · 2009

DESIGN FOUNDATION  ·  to accumulate experience

in experimentation in the design fields: ID, UX (web), 3D, interior, Graphics, Prints, and Packaging

working under supervision, in-house design studios, or in collaboration with agencies in Brazil

Experience:  Spin Design   .  MCA Design  (Brazil)  (Brazil)
 

TECHNICAL & INNOVATION  ·  technical tools

design strategy, conceptual development, 3D modeling, innovation & road maps, design thinking

working in the collaborative ambient: ID, strategy plans & innovation

Experience:  Centro di Ricerca Sviluppo DA   .  Philippe Starck   .  Agencies (Milan, Italy)  (Paris, France)  (London, UK)

FACTORY & MASS PRODUCTION 

Design dedicated to mass production, hard collaboration with the engineering team

Design for manufacture, mass production, Pre-PI (engineering process & flow, molds & tooling, quality control)

Experience:  Electrolux   .  Midea Group  (Brazil   |  Stockholm, Sweden)  (Foshan, China)

STRATEGY & MANAGEMENT 
ARBO  |  Toshiba · Japan  |  Midea Group · China · Southern East Asia · Singapore, HK & Taiwan · United States
strategy, management, and design education
innovation process, VBL development, design process, relation between teams/ factory
Experience:  ARBO   .  Toshiba   .  Midea Group   .  Bayer (Brazil)  (Tokyo, Japan ·  Singapore)  (Asia · LatAm · US) (LatAm)

THE U.S. CHALLENGE
A class market, huge corporations, aggressive competition, mature design
new technologies: AI . ML . IoT . VR . AR . Metaverse . Blockchain

1998 · 2005

2009 · 2011

2011 · 2023

2024 · >>>>



01. STORYTELLING  |  EXPERTISE

EDUCATION

Master in Industrial Design

Domus Academy

Milan, Italy · 2007

 

Bachelor in Industrial Design

Pontifical Catholic University

Curitiba, Brazil · 1999

STRENGTHS & SKILLS

Personal Characteristics

leadership, problem-solving, creativity, adding value to the business

vision for meaningful innovation, anticipate problems and improve routines

· excellent communication and presentation skills (including design software)

· curious and highly motivated to explore unknown territories, and solve problems

· hyper-focus and extreme concentration potential, aikido black belt, advanced level musician, mythology & comics interest
.

Strategy & Performance

research , design process, strategic positioning(consumer, market, and trends)

strategy & VBL building | maintenance (visual brand language)

appliances and electronics, global projects, supplier quality improvement, Asian industry, 3D modeling, rendering, and prototype
.

Languages

Portuguese         English         Italian         Spanish         Chinese native fluent fluent reading and listening basic student

PERSONAL REFERENCES

João Claudio Guetter

CEO at Midea LatAm

      joaoguetter

 

Leonardo Barcellos

Marketing VP at Lazarda Group 

      leonardobarcellos

 

Rodrigo Teixeira

CMO at Midea US Corp.

      rvcteixeira

 

Henrique Mascarenhas

CMO at GfK

      henriquemascarenhas

 

Chemistry Engineering

Pontifical Catholic University

Curitiba, Brazil · 1996 · 1998 (unfinished)

International 
Association of 

Designers

Associação dos
Designers de 

Produto

INDUSTRIAL	DESIGNERS	

SOCIETY	OF	AMERICA

https://www.linkedin.com/in/joaoguetter/
https://www.linkedin.com/in/leonardobarcellos/
https://www.linkedin.com/in/rvcteixeira/
https://www.linkedin.com/in/henriquemascarenhas/
mailto:hrmascarenhas@uol.com.br
rvcteixeira@gmail.com
mailto:lmdebarcellos@gmail.com
mailto:joaoguetter@hotmail.com


02. STRATEGY DESIGN



02.

METHOD & PROCESS  |  THE DESIGN STRUCTURE
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Design Immersion

mapping and understanding the environment, future forces & consumer touch-points

· innovation road map, consumer analysis, focus groups, competitor analysis, trend directions, and others

Deliverable: concept & opportunities mapping  |  consumer analysis  |  benchmarking  |  trends  |  road map
 

Identity & DNA

branding & positioning

· visual directions guidelines, packaging, communication support, iconography, publications, web, and others

Deliverable: brand book  |  visual identity book  |  satellites

Visual Brand Language

product & family language (VBL *)

·  VBL strategy guidelines, design directions, design principles

· product family guidelines, design assets, family signatures and connections (shape, CMG, FFF, UX, technology)

Deliverable:  VBL strategy book  |  family assets

Product  Design & Management
management tools & process full attendance 
· 3D, mock-up, product documentation, specifications, process attendance & integration
· training teams (innovation process, VBL development, design process, relation between teams/ factory)
Deliverable: product  |  prototypes  |  3D (surfaces)  |  specs and documentation
                        satellites  |  high resolution images  |  packaging  |  manuals  |  sales point  |  communication

*  VBL:  Visual Brand Language is the intrinsic design qualities, which serve to convey product messages through its consistency of application across a brand's output, in 

order to identify it as unique adding value quality, e�ciency, and strength.
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BRANDING
brand book
brand identity 
  · satellites (corporative, packaging, POP, sales,
   communication, templates, manuals and more)·
brand experience 
  · tag lines, tone of voice, images, services, people
deliverable: visual identity · system book

DESIGN PRINCIPLES
design values
design reading · product perceptions
design principles
deliverable:  VBL book · part I

ASSETS GUIDE
signature lines
shape
color, material & graphic (CMG)
iconography
fit, feel & finishing (FFF)
interface & user experience (UX)
deliverable:  VBL book · part II

TRANSFER THE KNOWLEDGE
training teams
workshop

METHOD & PROCESS  |  DESIGN TOOLS

INNOVATION THROUGH STRATEGIC DESIGN

SETTING STRATEGIC DIRECTIONS

TURN IDEAS INTO PRODUCTS

IMMERSION
company · internal / external inputs
  · business strategy
  · current development process
  · business intelligence
  · competitor’s analysis
  · consumer journey
  · consumer insights
deliverable:   | immersion report benchmarking 

POSITIONING
trend mapping
 · macro trends | behaviors | design directions
touchpoints & future forces
redefine territories
discover consumer needs & desires
personas
scenarios
deliverable:   | trend map positioning report 

INNOVATION ROADMAP
in house · 3rd part ideas
  · split the problem into parts 
  · problematization / wicked problems
  · link gaps to latent needs & hidden desires
  · ideas generation
deliverable: map of opportunities

A.

DNA & BRAND LANGUAGE TACTICAL & OPERATIONAL DESIGN

B.

C.

D.

E.

F.

G.

PROJECT KICK·OFF
briefing
files (3D, artworks, images, etc)
available technology report
project timeline

INDUSTRIAL DESIGN PROCESS
conceptualize
  · mood boards
  · sketches & renderings
deliverable: concepts

visualize
  · surface 3D & fast prototypes
  · photorealistic renderings
  · volumetric & ergonomic analysis
  · preliminary CMG
deliverable: realistic renderings

realize
  · product configuration (final details & CMG)
  · aesthetic mock-up to consumer validation
deliverable: |  mock-up consumer report   

IMPLEMENT
engineering (final 3D, docs & SPECS)
satellites & communication support
mass production monitoring
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BRANDING
brand book
brand identity 
  · satellites (corporative, packaging, POP, sales,
   communication, templates, manuals and more)·
brand experience 
  · tag lines, tone of voice, images, services, people
deliverable: visual identity · system book

DESIGN PRINCIPLES
design values
design reading · product perceptions
design principles
deliverable:  VBL book · part I

ASSETS GUIDE
signature lines
shape
colour, material & graphic (CMG)
iconography
fit, feel & finishing (FFF)
interface & user experience (UX)
deliverable:  VBL book · part II

TRANSFER THE KNOWLEDGE
training teams
workshop

IMMERSION
company · internal / external inputs
  · business strategy
  · current development process
  · business intelligence
  · competitor’s analysis
  · consumer journey
  · consumer insights
deliverable:   | immersion report benchmarkings 

POSITIONING
trend mapping
 · macro trends | behaviours | design directions
touch points & future forces
redefine territories
discover consumer needs & desires
personas
scenarios
deliverable:   | trend map positioning report 

INNOVATION ROADMAP
in house · 3rd part ideas
  · split problem in parts 
  · problematization / wicked problems
  · link gaps to latent needs & hidden desires
  · ideas generation
deliverable: map of opportunities

A.

B.

C.

D.

E.

F.

G.

PROJECT KICK OFF
briefing
files (3D, artworks, images, etc)
available technology report
project timeline

INDUSTRIAL DESIGN PROCESS
conceptualize
  · mood boards
  · sketches & renderings
deliverable: concepts

visualize
  · surface 3D & fast prototypes
  · photorealistic renderings
  · volumetric & ergonomic analysis
  · preliminary CMG
deliverable: realistic renderings

realize
  · product configuration (final details & CMG)
  · aesthetic mock-up to consumer validation
deliverable: |  mock-up consumer report   

IMPLEMENT
engineering (final 3D, docs & SPECS)
satellites & communication support
mass production monitoring

H.

I.

J.

INNOVATION THROUGH STRATEGIC DESIGN

SETTING STRATEGIC DIRECTIONS

TURN IDEAS INTO PRODUCTS

DNA & BRAND LANGUAGE TACTICAL & OPERATIONAL DESIGN
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ixWhat is the DNA? And the company's mission, 
vision & values? What is the general & specific 
goals in the short, medium, and long term? 
What's the main strategy? What we do better?  
tools: desk & field research, SWOT, Anso�, 
360°, journey map, diamond strategy, user & 
ethnographic, strategy analysis, checklist

Where our DNA is positioned and where to go.
Who are the consumers? What are their needs,
desires, behaviors, perceptions or patterns?
How to cross future and present to create 
desirable future scenarios? How to make 
a di�erence to the consumer?
tools: trend mapping, design themes & trend 
canvas, experience evolution analysis 

Where can we work to innovate? What are the 

main issue to solve? Is it possible? And if...? 

What is necessary to implement? When? 

tools: mind maps, 5W2H, TRIZ, 5 whys, 6 hats, 

SCAMMPER, Ishikawa chart, FISP, life cycle,

problem analysis, priority evaluation matrix 

How to express our core DNA? What are our 

motivations, qualities, benefits brand desires, 

and brand promises? There are some sensorial 

attributes (visual, auditory, tactile)? 

tools: technical tools, guides, and manuals

How to express our unique DNA through 

products? What is the task and the product 

expression?

tools: VBL pyramid (iceberg), designing for 

perceptions (visceral, behavioral & reflective)

How to translate verbal language into 

tangible elements? What are the 

structural elements of design?

tools: experience matrix cross-analysis

What’s the objective & scope? And design theme? 
tools: briefing, project requirements, gantt & 
pert graphics (timeline), parametric analysis,
QFD, PMF, SPARK

ideas generation
tools: semantic panel, morphological matrix,
task / functional / structural analysis

fine details

tools: product panels, blueprints, ergonomic 

analysis, semantic perception matrix

preparing to test the final idea
tools: cosmetic mock-up, focus group, consumer 
analysis, monadic analysis, hidden issues

METHOD & PROCESS  |  DESIGN TOOLS



Immersion Report     Benchmarking     

Trend Map Positioning Report

immersion & mapping opportunities

design strategy  |  research



Map of Opportunities, Innovation Road Map

conceptualization & innovation road map

design strategy  |  innovation  |  internal process



RESULT: increase logistics potential up to 86%

PROBLEM: seek excellence in exporting products

Grupo YABÁ 



700ml Ø89 h320mm
dimension 368x277x340 (LWH)
weight 18kg
stacking 5
60 boxes · 720 bottles

pallet
internal dimension 1200 x 1200mm

tradition: 720 bottles
YABÁ: 1.344 bottles

save space: total gain of 86%

Tradicional
700ml

YABÁ
700ml

LOGISTIC INNOVATION · expressive gains on the logistic chain

The main concept is to use the design process to create innovation in logistics. 

Gaining the maximum space on the logistics chain is the basic goal. The 

triangular neckless shape saves 86% on the volumetric space storage, which 

amplifies the efficiency during the logistics stage through the clever use of the 

space on stacking container's organization, land transport, storage and, 

consequently, saving resources as Carbon credits or the use of packaging 

material for both paper and bottle raw materials. 

This innovation is under patent registration (BR202021001166-7 / BR302021000275-2).

700ml Ø72 h295mm
295x169x310mm (LWH)
weight 12kg
stacking 6
168 boxes · 1.344 bottles (↑ 86%)
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RESULT: increase price from U$8 to U$32 per coffee Kg 

PROBLEM: enhance consumer perception & add value 

Arminda Caffee Gourmet



RESULT: exoskeleton empowering women to work

PROBLEM: increase women's presence in the industry

Exy Innovation - Exy One exoskeleton



Brand identityVisual book

VBL Book     Brand Experience

RESULT: DNA applied through VBL & Brand Book

PROBLEM: deploy the Design Management Model



Product Experience Matrix

Positioning

Design Themes

identity & DNA structures

design strategy  |  brand book



DESIGN LANGUAGE
signature, assets

& elements

E

DESIGN VALUES

C

Visual words representation
& positioning analysis

Brand core values translation
DESIGN CORE VALUES

B

DESIGN PRINCIPLES
System balance
 base to create 
visual elements

D

DESIGN STRATEGY  |  iceberg design structure

VBL · Visual Brand Language

BRAND CORE VALUES
The water

A

The Iceberg Design Structure (or VBL pyramid) is the direct process of 
translating from verbal to visual values. It is a tool to build and 
communicate the brand language. It utilizes a building block approach to 
define the overall aesthetic guidelines and design philosophy. During this 
process, the design DNA is built until arrives from Core Values (Brand 
Strategy interpretation) to Design Language (product signature elements 
to create connection through products and differentiation in relation to 
competitors).

A. Brand Core Values:
Brand Core Values are the first analysis of the brand qualities, from the 
brand strategy. 

B. Design Core Values:
Design Core Values are the first analysis of the brand's core values through 
the design lens. All brand qualities read with a design interpretation, 
highlighting keywords to guide the product positioning among consumer 
experience levels.

C. Design values:
Design Values are the base for giving the visual position of the brand 
strategy. Based on Design Core Values, separates distinct consumer 
perceptions, and organizes product families into divergent experience 
levels.

D. Design Principles:
Design Principles are the bridge between verbal and visual. Combining 
words and images to start forming design characteristics, guides product 
development and brings all unique characteristics to communicate the 
company's promise through products.

E. Design Language:
Design Language is the specific and unchangeable design elements. It 
communicates the brand personality through form, texture, and graphics 
details. DNA is expressed by visual and tangible language.

visual brand language & design principles

design strategy  |  VBL book



VBL composing Global Electrolux family language
Project in collaboration with Electrolux Industrial Design Center

Electrolux - Creative Line 
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. graphics and LEDs5

. connection by details - lines6
. connection by details - angles7
. logo application8 VBL assets & touchpoints

Electrolux - Creative Line



VBL composing US Pelonis family language

Pelonis America



03. TACTICAL & OPERATIONAL



METHOD & PROCESS  |  turn ideas into products

RESEARCH
immersion

CONCEPTUALIZE
concept generation

VISUALIZE
design concept

REALIZE
mock-up

IMPLEMENT
engineering transition

engineering

marketing

steps
market research and position
benchmarking
consumer analysis
design trends
behavior trends
position, qualities & territories

delivery
briefing 

mkt + design + engineering

steps
mood boards
creativity tools
sketches 
volumetric analysis
fast mock-ups
fast renderings

delivery
alternative generation

by illustrations and samples

steps
surface modeling
renderings
3D prototype
ergonomic analysis
preliminary CMG
(color, material, graphics)

delivery
rendering

DESIGN FREEZE

steps
mock-up modeling
detail configuration
CMG definition
product specification
Photorealistic images
Work on Satellites

delivery
mock-up

CONSUMER EVALUATION

steps
engineering modeling
technical attendance
technical documentation
SPECS
communication support
product evaluation

delivery
functional prototype
technical evaluation
mass production

General Process

04. PRODUCT DESIGN & MANAGEMENT

1. STRATEGIC DESIGN
mapping & understanding,
positioning, qualities & territories

3. VISUAL BRAND LANGUAGE
signature recognition, shapes, 
colors, materials, graphics & interface

4. PRODUCT DESIGN & MANAGEMENT
concept generation, 3Ds & mock-ups, 
consumer analysis & mass production

2. IDENTITY & DNA
brand values, core values, 
design values & design principles





Innovation, Industrial Design, Graphics, CMG, FFF

33 Robotics - Pharmy, support in hospital logistics



Innovation, Industrial Design, Graphics, CMG, FFF

33 Robotics - Pharmy, support in hospital logistics



Innovation, Industrial Design, Graphics, CMG, FFF

33 Robotics - Thermy, hospital triage and monitoring 



1,
20

2,
0

0

1,
30

2,
10

1,
4

0

Innovation, Industrial Design, Graphics, CMG, FFF

33 Robotics - Thermy, support in hospital triage



RESULT: exoskeleton empowering women to work

PROBLEM: increase women's presence in the industry

Exy Innovation - Exy One exoskeleton



Innovation, Industrial Design, Graphics, CMG, FFF

Exy Innovation - Exy One exoskeleton



Innovation, Industrial Design, Graphics, CMG, FFF

Toromac - Professional Juicer



Innovation, Industrial Design, Graphics, CMG, FFF

Elemento 3D - 3D Professional Printer



05. TRACK RECORD OF LAUNCHES  |  UX & SERVICE DESIGN



B R A S I L
"Providing a great clothing 

shopping experience for the 
Plus Size audience"

PUBLICITY

APP

PAYMENT 
METHODS

VIRTUAL SHOP

INFLUENCERS &
AMBASSADORS

PRODUCTION CONSULTANT

OWN BRAND

DATA DRIVEN

Manii Plus Brasil

service design | start-up | innovation | UX | MVP



MANII PLUS SIZE SOLUÇÃO  |  

AMBIENTE DE 
INTERAÇÃO

MARCA
CONSUMIDOR

PLUS SIZE

BANCO DE DADOS
CLUSTERS

ALIMENTAÇÃO DO CLUSTER
COM INFORMAÇÕES PESSOAIS

DEVOLUÇÃO DA OFERTA 
CLUSTERIZADA

PAGAMENTO

DEMANDA CLUSTERIZADA

SPLIT DO PAGAMENTO

PERCENTUAL 
DA PLATAFORMA

VENDEDOR

FACÇÃO

TABELA DE MEDIDAS
GRADUAÇÕES

DADOS DO CONSUMIDOR PLUS SIZE

DEMANDA

PRODUÇÃO

CASA DO
CONSUMIDOR

ENVIO DO PRODUTO

GESTÃO DE 
ESTOQUE

ALUGUEL DA LOJA VIRTUAL

ANÁLISE DE DADOS 
MERCADO, VENDAS, CONSUMO, CONSUMIDOR, 

GEOGRÁFICO, COMPORTAMENTO, ETNOGRÁFICO, ETC.

P L A T A F O R M A

P L U S S I Z E

CONSULTORIA PARA 
DESENVOLVIMENTO

PROFISSIONALIZAÇÃO
CURSOS



MANII PLUS SIZE SOLUÇÃO  |  

AMBIENTE DE 
INTERAÇÃO

MARCA
PRÓPRIA

BANCO DE DADOS
CLUSTERS

CONSUMIDOR
PLUS SIZE

ANUNCIOS
ADSENSE

GERAÇÃO DE CONTEÚDO
MONETIZADO

ANÁLISE DE DADOS 
MERCADO, VENDAS, CONSUMO, CONSUMIDOR, 

GEOGRÁFICO, COMPORTAMENTO, ETNOGRÁFICO, ETC.

P L A T A F O R M A

P L U S S I Z E

CONSULTORIA  

DESENVOLVIMENTO
PROFISSIONALIZAÇÃO

CURSOS

ALUGUEL DA LOJA VIRTUAL

ANTECIPAÇÃO DE 
PAGAMENTOS

FACÇÃO PARA 
TODAS AS MARCAS

PERCENTUAL 
DA PLATAFORMA

SUPORTE À COMUNICAÇÃO
DA MARCA



Manii Plus Brasil

service design | start-up | innovation | UX | MVP



DL Electronics - Tablet KIDS

product design  |  UX  |  MVP  |  app  |  illustration



04. DESIGN & ENGINEERING HARMONIOUS RELATIONSHIP



DESIGN & ENGINEERING  |  GOOD PRACTICLES TO WORK TOGETHER

02.

ESTABLISH A CLEAR VISION OF THE END GOAL

Decisions and changes will be far better understood by both parties, by both teams having a clear 

understanding of the vision, goals, and process.

GET ENGINEERS INVOLVED EARLY

Elect a designer and an engineer to be project managers, and offer both teams the opportunity to have input 

into the project from the beginning. Having a deal of a clear vision, can be extremely valuable.

IDENTIFY PROJECT TRADE-OFFS

Engineers should be involved in the design process, and designers should have a basic understanding of the 

engineering process in order to identify essential features.

ACCEPT FEEDBACK & BUILD RELATIONSHIPS

Designers are Creative Thinkers and Engineers specialists in Solving Concrete Problems and both thoughts 

are complementary. Sharing divergent expertise is the first step to good communication.

AVOID CUSTOM STYLES

Custom styles require a lot more work from engineers. Having a better understanding of the time involved in 

customizations can ensure a better working relationship between engineers and designers. Stabilizing rules 

and a VBL is a strong tool to build a product identity and avoid extra engineering work.

01.

03.

04. 

05.



BRIEFING  |  consumer insights . scope, USP, market analysis



IDEA GENERATION  |  sketches



DESIGN PROPOSAL  |  idea communication



Project in collaboration with Electrolux Industrial Design Center
DESIGN SURFACES  |  3D 



ENGINEERING 3D  |  migrating surfaces to CATIA



TECHNICAL DRAWINGS  |  product views



TOOLING  |  Design support . golden sample . approval



a

b

defining the fillet

by the “a’s”

b

a

variable

constant

maybe you should define 

the same radious to the fillet 

corners “a’s” and “b’s”

(defining the fillet by the “a’s”)

a

b

b

a

a

variable

constant

A B C tangency

good offset bad offset

4 4 

R10

R5

R6

R5

increases 5

increases 5 increases 5

increases something 

different than 5

OFFSETS

CURVES INSTEAD VARIABLE RADIOS

curve (constant)

R5

R5

variable

R10

R5

variation

variable

PROCESS COMMUNICATION  |  adjustments



CMG / FFF  |  color, material & graphics / fit, feel & finishing







IFU  |  information for user manual



PACKAGING  |  artwork . die-cut . layout



SPECS  |  specifications . documents . BOM



COST REDUCTION  |  downgrade product



DESIGN SOLUTION  |  final design



Project in collaboration with Electrolux Industrial Design Center
RAMP UP  |  family evolution



05. TRACK RECORD OF LAUNCHES



05. TRACK RECORD OF LAUNCHES  |  INNOVATION



Project in collaboration with Electrolux Industrial Design Center

Electrolux - Ella

Innovation, Industrial Design, Graphics, CMG, FFF



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Eolo



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Eolo



Project in collaboration with Electrolux Industrial Design Center
Innovation, Industrial Design, Graphics, CMG, FFF

Electrolux - NeoF



Project in collaboration with Electrolux Industrial Design Center
Innovation, Industrial Design, Graphics, CMG, FFF

Electrolux - NeoF



Innovation, Industrial Design, Graphics, CMG, FFF

Nike- Bag DAC - Design Against Crime



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Eolo Air Conditioner / Light



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Venus Freestanding Oven



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Odin MWO



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Venus Freestanding Oven



Project in collaboration with Electrolux Industrial Design Center
Innovation, Industrial Design, Graphics, CMG, FFF

Electrolux - Zephiro Dry Iron



Innovation, Industrial Design, Graphics, CMG, FFF

Midea Group - Minerva Front Load Washer & Dry



05. TRACK RECORD OF LAUNCHES  |  PACKAGING



BENEFIT VIEW

showing the product benefit in human way

STACKING COMPOSITION

stacking composition containing 

all “reasons to believe” (RTB)

TOSHIBA logo

centre alignment to corporative highlight

PERSPECTIVE IMAGE

very dramatic image

NETWORK LINES

to guide and create a link between 

the packaging faces

LIGHT FACE
to highlingh benefit DARK FACES

contrast on the sales point

BLACK MASK

containing all technical information

FRONT VIEW IMAGE

very dramatic image
NETWORK LINES

to guide and create a link between 

the packaging faces

STACKING COMPOSITION
BIG PANEL of technical information area

BENEFITS
emotional image showing 

the product benefits

POP strategy / process innovation

Toshiba - Global Packaging Family



POP stacking panel composition

Toshiba - Global Packaging Family



SUGAR CANE

production

AGING

wood barrel

BOTTLE FILLING

1200 x 1200mm

PORCELAIN

Germer / China

POTTERY

Paturi Brazil

GLASS

China

MASTER BOX

8 units

GIFT BOX

1 · 2 units

PACKAGING

China / Brazil

MASTER BOX

8 units 

EXPORT

US / EUROPE

RETAIL

local

E·COMMERCE

local

E·COMMERCE / RETAIL

international

STOPPER / MEDAL / REGISTER

Labrenta / Inferteq / China

Bottle Project

Production

Destilery

Packaging Project

Production

Sealing System

Production

CONSUMER

local

CONSUMER

international



Golden Bar Edition

100   years

Project in collaboration with Kraft Foods Development Center

Toblerone - 100 years cellebrations

Golden Bar Edition



POP stacking panel composition

Arminda Café Gourmet



Animal Planet - Pet Products

Complete Family Identity



* development in collaboration with Midea IDC China

start-up  |  innovation  |  UX  |  MVPMidea Group - Global Packaging 

Packaging Guidelines



05. TRACK RECORD OF LAUNCHES  |  QUALITY STANDARDS



Appearance Standards
This standard consists of two parts, minimally acceptable 
cosmetic standards, and pictorial definitions of A, B, C, and D 
surfaces.

A Surfaces require more attention to detail while planning a 
product or during the design process. 

A SURFACE: Will surely be observed by the customer and will 
surely result in a service call.

B SURFACE: Will most probably be observed by the customer 
and will most probably result in a service call

C SURFACE: Might be observed by the customer but probably 
not result in a service call. 

D SURFACE: Difficult be observed by the customer 

A
A

B

C
D

A

A

B

C

D



05. TRACK RECORD OF LAUNCHES  |  BRAND IDENTITY & GRAPHICS



Escola Paranaense de Design

ZPE DO SERTÃO
Zona de Processamento para Exportação

CAPITAL SOCIAL

3D PRINTER

2BESSENTIAL



84

JAYA Beach Tennis

Complete Family Identity



Midea Group - Global Iconography

Complete Family Identity and Guide Book



Main Element
Outline Width 1.5mm

C90 M20 Y0 K0
function: iconic

Element Detail
Outline Width 0.75mm
function: feature detail

Text
Gotham HTF Book

lowercase (general information)
uppercase (special feature names)

font size 22pt
gray 60%

symmetry
aesthetic balance

Circle
Ø40mm
C0 M10 Y0 K60
thickness: 0.75mm

centered text
nd2  Language

Gotham HTF Book
font size 18pt

blue C45 M10 Y0 K0

THE ICONS
Ø40mm
gray: C0 M0 Y0 K60
blue: C90 M20 Y0 K0
outline width: 1.5mm / 0.75mm
Gotham HTF: 22pt / 18pt (lowercase)

CoolTouch handle

easy maintenance



* development in collaboration with Midea IDC China

Midea Group - Global Communication Language

Complete Family Identity & Guidelines



+55 41 98835 9781
daniel@kroker.com.br
      dkroker

U.S. Green Card protocol
No. SRC2390138241

see all projects at

www. design.comarbo

contacts

https://www.linkedin.com/in/dkroker/
mailto:daniel@kroker.com.br
https://arbodesign.com/

