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‘I’d give up BACON to work
with ROBERTO again

Matthew Klingensmith
Product Manager, WorldPantry.com

‘engaging & charismatic’ 
            Jacob S. Shafer
    Director of Development, Meals on Wheels of the Monterey Peninsula

‘his ideas & vision 
 create products that 
 are consistent winners’

‘Inspired by crafting stories that matter 
& designing emotional experiences’ 

               Anna Duran Rosell
       Senior Brand Manager, Columbus Craft Meats

‘intense positive energy’ 
              Cindy Galvan-Moore
               Graphic Designer, Sinclair

‘OUTSIDE 
 the box 
 IDEAS’ 
 Rudy Placencia
   VP Sales & Marketing,
   Touchstone Pistachio Co.

‘True team leader & marketing innovator’ 
               Brian Stick
        VP of Sales & Marketing, Sunflower Vegetable Oils, Inc.

‘excellent presentations’ 
             Ron Stroup
                   VP Sales, Tata Global Beverages

‘Extremely dedicated with real loyalty &  
 passion for his work’ Lisa Avery
  Associate Director, World Peace Foundation/Tufts University

‘organized & hardworking’ 
                Ruby Stone
                     Founder & CEO, Stone Media Consulting

‘Excellent design & communication    
 skills’ Cathy Kolumbus
  Director of Brand Marketing, Straus Family Creamery

‘creative thinker’ 
            Cate de Cossy
              Owner, SpiritThroughout Publishing and Artistry

‘Maintains enthusiasm for his work 
 even in times of high pressure’Jon Polkinghorn
              Financial Advisor, Edward Jones

Craig Grantham
Founder / Principal, PeopleMovers, LLC

’
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if at first 
the idea is 
not absurd,
then there 
is no hope 
for it.

—ALBERT EINSTEIN
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H nourishing the body whole H
no mumbo jumbo.

juice for the rising sun

JUICE FOR HUMANS

Prior to its sale to the Coca-Cola com-
pany, Odwalla was a pioneer in the 
premium juice category. Odwalla ap-

proached me with a wish to have a propri-
etary HDPE bottle for their line of juices 
and smoothies.

I worked on the industrial design for the 
Odwalla bottle to make it hand friendly 
to an array of different hand sizes, across 
generations of consumers.

The company’s success in the market 
place, and especially in the natural trade, 
gave way to the Coca-Cola acquisition 
in 2001.

SCOPE OF WORK
• Industrial Design 
• Ideation
• Prototyping
• Modeling
• CAD
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WELCOME TO HEALTH

The Star brand was founded 
in 1898 by the Giurlani fam-
ily and acquired in 1995 by 

the Borges Mediterranean Group 
out of Spain. Star Olive Oil and 
Specialty Vinegar are the number 
one selling brands in the Western 
U.S., and leading category brands 
in total U.S.    
As the Director of Marketing for 
Borges USA, I was in charge of 
developing the launch of 45+ new 
products in a four year time span, 
for grocery, club, mass merchan-
diser and foodservice channels. 
Borges USA markets 4 leading 
brands of specialty Mediterra-
nean food products in 4 channels. 

SCOPE OF WORK
• Brand Strategy
• New Product Development 
• Innovation
• Packaging Design
• Marketing Plan/Campaigns
• Supplier Management
• Trade Shows
• Website Development
• Social Media

100% olive oil. nothing else
H star shines bright H

H  STAR LINE OF EXTRA VIRGIN OLIVE OILS GLASS, PET & TIN  H

HEALTHY  
 rich in monounsaturated fats 
  promoting good HDL
  • carb, gluten, trans fat, sodium  
         and cholesterol FREE

FLAVOR 
adds authentic Mediterranean 
flavor to your dishes

EXTRA VIRGIN
 100% olive oil, nothing else

#1 BRAND  
 in California where it was       
   founded in SF in 1898

H  CERTIFIED ORGANIC EVOO  H H  ORIGINAL PURE OLIVE OIL  H

H  EXTRA LIGHT TASTING OLIVE OIL  HH  PARTNERSHIP EVOO  H

USAGE
 versatile for all 
   eating occasions

EXTRA LIGHT 
ideal for baking, pan 
frying and deep frying

ORIGINAL PURE 
best for sautéing, 
roasting and grilling

QUALITY 
undergoes strict quality tests

H  H  H
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new product
development



Made of  fresh pressed olives with 
a rich fruity taste and peppery 
finish. There is no finer olive oil to 
use with your freshest foods and in 
recipes where its deliciously robust 
flavor will enhance the overall taste 
of  your dish.

best-selling evoo

evoos

H so many            s H

made for

veggies

sponsored evoo

starfinefoods.com

perfect with f sh



H more         s H

H  INFUSED OLIVE OILS  H

PHOTOGRAPHIC IMAGES
provided by consumers & rotated 
on a quarterly basis

H  CALIFORNIA EVOOS FROM SAN JOAQUIN VALLEY  H

Single-Serve Packs

VinaigretteON-THE-GO 
pre-portioned
convenient packs

HOJIBLANCA 
best for poultry & fsh

ARBEQUINA 
ideal for salads & vegetables

PICUAL 
strong flavor 
complements beef & 
lamb dishes
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starfinefoods.com

new product 
development & branding
Natural Infused
Olive Oils

GLOBAL TEAM
Liaison with company’s Global 
Marketing & Innovation teams 
at HQ in Spain, and with other 
subsidiaries in Russia, France, 
Tunisia, India, and Brazil.

H  H  H



oils, vinegars, glazes & olives
H even more         s H

H  BALSAMIC GLAZES FOR A DELICIOUS GOURMET TOUCH  H

starfinefoods.com

H  SPECIALTY VINEGARS FROM THE MEDITERRANEAN  HCreamy
Balsamic Glazes

CUISINE
COOKING OILS Specialty

VINEGARS

H  MADE WITH OLIVE OIL TO ENHANCE YOUR DISHES  H

made with Olive Oil

Olives in a Pouch

H  FARMER’S MARKET SPANISH OLIVES  H

new product development & branding



H from ferran’s imagination H
damn good Chef’s oil!

Signature Series created by Ferran Adria to pair with food
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Star & Cara Mia are proud to sponsor SGK



a whole lot!
H that’s a lot of oil H

H  STAR 2L EVOO CLUB PALLET  H  

U-SHAPED TRAY 
ideal for club trade 
for easy reach

PRINTED SKIRT 
with usage suggestions

PALLET STANDARD 
48-inches long by 
40 inches wide

H  STAR RETAIL FLOOR SHELF RACK  H

CROSS MARKETING 
listing all types of olive oil

CASTERS 
for mobility in the 
retail environment

BILLBOARD 
signage for optimal 
visibility in retail floor

METAL STRUCTURE
made for durability 

CONVERSION CHART

2L EVOO 
in PET bottle

packaging design/other channels
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olives, oil, vinegar & artichokes

MARKETING CAMPAIGN SHIPPER

CAUSAL MARKETING PROMOTIONAL SHIPPER
SPECIALTY VINEGARS

FROM THE MEDITERRANEAN

Shipper header

LIMITED EDITION STAR VINTAGE TINS
STAR EVOO
ENDCAP SHIPPER

STAR OLIVES
IN-STORE
SHIPPER

CARA MIA 
PRODUCE SHIPPER

48
ASSORTED

ARTICHOKES
CAPACITY

Vintage tins for Star’s 
120th Anniversary 

H displays in style H



spiced & marinaded
H veggies in a jar H

CALIFORNIA STYLE

The Cara Mia brand was es-
tablished by the Artichoke 
Industries Co-op in Castro-

ville, the “artichoke capital of the 
world,” in California in 1955.   
 
Cara Mia is the #1 selling brand of 
marinated artichoke hearts in gro-
cery stores in the United States. 
In 2001 Borges USA, part of the 
Borges Mediterranean Group, 
acquired Cara Mia and its propri-
etary spice marinade recipe.   
     
I headed the redesign of this clas-
sic west coast brand and intro-
duced new products to expand its 
portfolio of California & Mediter-
ranean products for grocery, mass 
and club channels.

SCOPE OF WORK
• ReBranding Strategy
• New Product Development 
• Packaging Design
• Marketing Plan
• Trade Shows
• Website Development
• Social Media

H  ASPARAGUS  H
MARINATED

H  PIQUILLO  H
PEPPERS
GRILLED

H  ORGANIC  H
EXTRA VIRGIN

OLIVE OIL

H  ARTICHOKE  H
SALAD

H  BALSAMIC  H
VINEGAR

H  ARTICHOKES  H
IN WATER, MARINATED,

& GRILLED H  MUSHROOMS  H
MARINATED

H  SUN DRIED  H
TOMATOES

 #1
MARINATED
ARTICHOKE

in US!

caramiaproducts.com

H  CONSUMER WEBSITE  H

H  PRODUCE SHIPPER  H

48
ASSORTED

ARTICHOKES
CAPACITY
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rebranding

H  BEFORE  H



H specialty in your table H

FREESTANDING POP TRADE SHOW DISPLAYSA
s the premier supplier of specialty food products throughout the Western United States, Borges USA 
Foodservice is committed to providing superior quality, unparalleled customer service and unbeatable 
value. I was in charge of the whole Borges USA Foodservice brand and marketing activities through-

out the USA, Canada and Mexico, ranging from customer presentations, new product development, market-
ing collaterial, trade show exhibits and website development.

30





from the salad bowl of the world
H fresher flavor H

BEFORE REDESIGN

™

READY WHEN YOU ARE 
Use whole in sandwiches, burgers or 
wraps. Chop or tear for salads or use 
as a wrap in place of buns or tortillas. 
Ready when you are—washed and 
ready to use convenience.

SWEET LIKE GREEN LEAF 
Crunchy like iceberg. A perfect round 
leaf for burgers, sandwiches and lettuce 
wraps. These fresh, sweet leaves have 
the crunchy texture of iceberg lettuce 
with the upscale, frilly appearance of 
green leaf.

WASHED AND READY 
Chop or tear for salads or use whole in 
sandwiches, burgers or wraps. Shred 
and top tacos, burritos or tostadas. 
Ready when you are—washed and 
ready to use convenience.

Grown in 

the USA

freshleaffarms.com
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product redesign & rebranding
Fresh Leaf Farms previously was positioned 

as a Simply Single line. I took on the chal-
lenge of not only redesigning this retail line, 

but give it product improvements that would 
differentiate it from current branded and pri-
vate label whole leaf offerings. The successful 

redesign increased retail distribution with US 
and Canadian customers with an 18-day shelf 
life with a superior quality product and packag-
ing, with increased velocity as compared with 
the its previous skus and competitors.

SCOPE OF WORK
• ReBranding Strategy
• New Product Development 
• Innovation
• RePackaging Design
• Identity Development
• Trade Shows
• Supplier Management
• Website Development



H nourish to flourish H
in just 3 minutes

SESAME SRIRACHA 

           SOUTHWEST CHIPOTLE 

MONTEREY RISOTTO 

CAULI-RICE CURRY

A delicious 
single-serve warm 

meal with fresh 
vegetables, grains & 

sauce ready in 
3 minutes

frst hot fresh veggie meal 
introduced nationally in U.S. in 
the produce department

Packed with 

SUPERFOODS!

HEATING INSTRUCTIONS

Only 

200-300
CALORIES

per bowl!
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innovation

FRESH VEGGIES IN A BOWL!

Founded in 1939, Mann Packing is 
an industry leading, third-gener-
ation supplier of premium fresh 

vegetables, headquartered in Salinas, 
California. 
I was tasked to develop, design and 
launch a new line of warm veggie 
bowls under the new Nourish Bowls™ 
brand. The positioning was simple: a 
delicious single-serve warm meal with 
fresh veggies, grain & sauce ready in 
3-4 minutes.
Mann’s Nourish Bowls created a new 
category within specialty vegetables 
and proved to be Mann’s most suc-
cessful new product launch in its 78 
year history, leading to Mann Packing’s 
sale to Del Monte Fresh in 2018. 

SCOPE OF WORK
• Branding Strategy
• New Product Development 
• Innovation
• Packaging Design
• Identity Development
• Marketing Plan/Campaigns
• Trade Shows
• Supplier Management
• Website Development
• Social Media



TR
IAL GENERATION

POINT OF SALE

MEDIA BLITZ

DIGITAL OFFERS

ACCOUNT SPECIFIC

IN
-STORE DEMOS

TR
ADE MARKETING

BLOGGERS

SOCIAL MEDIA

VIDEO ADS

WEBSITE

PUBLIC RELATIONS

51% of millennials defnitely 
would buy nourish bowls

marketing
plan

retailers’ acceptances at 48,000+ 
points of distribution (PODs) in 
year one in U.S. and Canada

targeted 100 food editors at 
major print publications

print + online public relations 
releases to 100+ influencers

pitched to 400+ 
blogger influencers

serving suggestion
These look

YUM-O!
Can’t wait 

to try them!

Mmmmm…

10Hs!
Love, Love,

Love!

Now I 
can grab a 

NUTRITIOUS 
lunch to take 

to work!

Oh my Gosh!
You have a 
hit here!

 Perfect!

marketing Y loved by millions Y
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RESPONSIBILITIES AS 
DIRECTOR OF INNOVATION

Led the new product develop-
ment team/process from concept 
through launch for Mann branded 

items for the
retail, club and foodservice channels.

Developed and launched Nourish 
Bowls™ creating a new veggie bowl 
segment within specialty vegetables.

Initiated and fostered new supplier re-
lationships for packaging innovations, 
ingredients, and others.

Negotiated new supplier contacts, 
NDA, contracts, and costings.

Managed consumer research for new 
product innovation concepts (focus 
groups, online, surveys.)

leading 
innovation



and just about everything else!
H great on salads H

seasoning rubs 
complement 
each topper

Only 

30
CALORIES
per serving!

           CRUNCHY BANANAS

tropical
pineapple

cubes
cross
promoting

SERVING SUGGESTION

DRIED FRUITS SALAD TOPPERS

Founded in 1906, Mariani Pack-
ing Company, Inc. is the world’s 
largest independent and family-

owned producer of dried fruits. Mari-
ani is an industry leader and innovator 
in packaging and processing capabili-
ties as well as food safety and quality 
assurance.     
I assisted in creating a new line of Salad 
Toppers that incorporated dried fruits 
and nuts in 5 unique blend to the top-
pers segment in 2021. These blends 
are great on salads and everything else.

honey roasted
almonds

           DRIED APRICOTS

SCOPE OF WORK
• Re-Branding Strategy
• New Product Development 
• Innovation
• Packaging Design
• Marketing Plan/Launch
• Website Development

42

innovation



M
ariani Packing Co. wanted to fur-
ther establish itself as a major in-
novative produce player. This lead 
them to introduce a new line of 

salad toppers with unique fruits, nuts, and sea-
sonings that could stand out and compete in a 
stagnant category full of “me-too” products.

New Product development



ONE CRUNCHY REAL FRUIT

Delicious, crispy and craveably 
crunchy, Mariani Fruit Chips are 
made with just ONE ingredient: 

real fruit. No added sugar, preserva-
tives, stabilizers or oils.   
As Innovation Manager I was in charge 
of developing a new line of Fruit Chips 
that incorporated USDA patented 
technology for drying fruits. Working 
alongside food+tech agency Treasure8, 
Mariani introduced a 2-sku new line of 
Mango and Pineapple Chips in Retail 
US and eCommerce.

innovation
real fruit. nothing else!

H only ONE ingredient H

46

crispy & crunchyjust real, whole, naturally sweet fruit

mariani.com

made from 
REAL fruit

only 90 calories

Great
On the

Go 
Snack!!

product of
Mexico
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H from the good earth H

 #1
CINNAMON
HERBAL TEA

in US!

and the fields of five continents

H  12-SKU ORGANIC TEA RANGE  H

BEFORE

REDESIGN

H  T-BAG DESIGNS PARTNERSHIP  H
SOUTH AFRICA

ORGANIC 
ILLUSTRATIONS 
BY CATHIE BLECK

H  SUPERFRUIT TEAS  H

SWEET & SPICY

Good Earth Teas ini-
tially introduced their 
line of specialty teas 

to the health & natural trade 
in the 1980’s. Currently in 
the top 10 specialty tea com-
panies in the US, Good Earth 
was long due for a brand re-
design.

Good Earth in house design 
& marketing dept., under my 
leadership, undertook the 
design of over 60 skus + all 
the pertinent components, 
including packaging, pop 
displays, trade show booth, 
consumer ad materials, trade 
campaigns, and a new web-
site. Good Earth was then 
acquired by Tetley Tea UK in 
2009.

SCOPE OF WORK
• Branding Strategy
• New Products 
• Innovation
• Packaging Design
• Marketing Plan/Campaigns
• Marketing Collateral
• Strategic Partnerships
• Trade Shows
• Supplier Management
• Website Development
• Social Media

H  TEA SHIPPER  H

creative
direction

48
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it’s complicated
H box mechanics H

packaging design



corporate identity H business cards H brochures H presentations H trademarks
promotional H cards H logos H ads H trade shows H magazines H coupons H websites  

2/25/11

4.1
1170 E Champlain Dr
Suite 120
Fresno, CA 93720

t 559 434 6100
c 559 289 2274
f 559 434 5263

e john@balldesign.com
w balldesign.com

Spanish

Green Olives

Olive Oil
and Vinegar

Quality, Consistency and Service are our specialties

www.BORGESUSAFOODSERV ICE . comwww.BORGESUSAFOODSERV ICE . com

w w w. B O RG E S U S A F O O D S E RV I C E . c om

SPECIALTY FOODS
of the MEDITERRANEAN

SPECIALTY FOODS
of the MEDITERRANEAN

SPECIALTY FOODS
of the MEDITERRANEAN

S P E C I A LT Y   F O O D S

Quality, Consistency and Service are our specialties

Maraschino

Cherries

Specialty
Foods

Quality, Consistency and Service are our specialties

www.BORGESUSAFOODSERV ICE . comwww.BORGESUSAFOODSERV ICE . com

NEW
!

JUN.27
2016
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H  BUSINESS PORTFOLIO H

& BUSINESS CARDS  

H  BUSINESS CARDS H
H  PROMOTIONAL ITEMS H

H  COUPONING H H  INVITES H

H  CORPORATE SELL SHEETS H H  POSTCARDS H

H  OUTDOOR BANNERS HH  STAMPS H

H  EVENT POSTERS H H  TRADE SHOW POP-UPS H H  CORPORATE PRESENTATIONS H

DANIEL 
SOLYMAR 
AVILA

CONTACT

408.505.0663

danielsavila1999@gmail.com

Orlando, Florida

EDUCATION

Edgewater High School
Orlando, FL
H.S. Diploma, May 2018

•	Sound	Design	and	Audio	
	 Programming	coursework
•	Emphasis	in	Lighting	Design		 	
	 and	Theatrical	Production
•	President	of	Drama	Club		 	
 (2017–2018)
•	Coursework	in	Speech	and		 	
	 Communication,	Sociology	
	 and	Psychology
•	Continuing	education	in	Audio		
	 and	Visual	Production

Lighting & Sound tech
Astute Lighting and Sound Technician 
equipped with vast knowledge-base 
spanning industries and fields, derived 
through 3 years’ experience in academ-
ic-related transcription. Expertly utilizes 
Road Hog Full Boar 3, Midas M32 Sound 
Board and Allen and Heath GL2800 Analog 
Sound Board. Adept time manager with 
extraordinary attention to detail and accuracy.

3

TECHNICAL CREDITS
 
TECHNICAL DIRECTOR Edgewater H.S.
Hairspray	|	Dir.	Natalie	Hawkins

LIGHTING DESIGNER Edgewater H.S.
The Brothers Grimm Spectaculathon	|	Dir.	Natalie	Hawkins
All I Really Need To Know I Learned by Being in a Bad Murder Mystery | 
Dir.	Emma	Boles
Macbeth	|	Dir.	Natalie	Hawkins
25th Annual Putnam County Spelling Bee	|	Dir.	Natalie	Hawkins
Little Shop of Horrors | Dir. Dana Miller

LIGHTING / SOUND DESIGNER Edgewater H.S.
The Absolute Most Cliched Play in the History of the Entire Universe | 
Dir. Dana Miller

SOUND OPERATOR Edgewater H.S.
Seussical Jr.	|	Dir.	Scott	Borish

RUN CREW Edgewater H.S.
Almost, Maine	|	Dir.	Scott	Borish
Les Misérables	|	Dir.	Scott	Borish

THEATRE CREDITS

The Brothers Grimm Spectaculathon | Prince 1, Dwarf 2	|	Edgewater	H.S.,	
Dir.	Natalie	Hawkins
Hairspray | Fender, Guard	|	Edgewater	H.S.,	Dir.	Natalie	Hawkins
Macbeth | Banquo	|	Edgewater	H.S.,	Dir.	Natalie	Hawkins
Honk Jr | Father Swan	|	Howard	M.S.,	Dir.	Aaron	Penfield

WORK HISTORY
 
Technical Director / Lighting & Sound Designer
Edgewater High School, Orlando, FL  08/2016 – 05/2018

•	Managed	and	programmed	all	lighting	cue	sheets	in	Road	Hog	Full	Boar	3
•	Created	shot	lists,	booked	talent	and	locations	and	prepared	the	location	and		
	 set	for	shooting
•	Led	daily	production	meetings	and	weekly	production	calls
•	Coordinated	with	and	supervised	vendor	studios
•	Coordinated	with	the	talent	relations	department	to	facilitate	execution	and		
	 payment	of	talent	contracts

Lighting & Sound Designer
Christ City Church, Orlando, FL	 	 08/2017	–	Present

Celebration Church, Orlando, FL	 	 04/2018	–	Present

SKILLS

•	Strong	graphic	and	visual	sense	 •	Field	production

•	Works	well	under	pressure	 	 •	Project	management

•	Leadership	 	 	 	 •	MS	Office	Suite

•	Skilled	multi-tasker	 	 	 •	Budgeting

•	Lighting:	Roadhog	Full	Boar	3	(OCPS),	GrandMA	2	(Victor	West,	OCPS)	

•	Sound:	Allen	and	Heath	GL2800	(Bruce	Green,	OCPS),	Midas	M32R	

	 (Victor	West,	OCPS)

ADMIT
ONE Fr

id
ay

, F
eb

ru
ar

y 
25

, 2
01

1 
•

 5
:3

0p
m

Ta
pa

s/
Re

fre
sh

me
nts

/M
us

ic/
Co

nv
ers

ati
on

Br
ing

 a 
sm

all
 di

sh
 or

 dr
ink

 to
 sh

ar
e

Vi
lla

 L
uc

ia
 in

 F
re

sn
o

42
62

 W
. F

iga
rd

en
 D

r., 
Su

ite
 25

3

If 
yo

u a
rri

ve
 af

ter
 6p

m,
 ca

ll 4
08

.5
40

.8
25

6 

for
 ga

te 
ac

ces
s &

 di
rec

tio
ns

. G
ra

cia
s.

no.1

staff only
Come meet Betsy, the cow!

Arrangements made possible by the marketing department.

H  RESUMES H

H  WEBSITES H

M
AD
E 

WITH LOVE
 

I
N CALIFORN

IA
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front of business cards: 88.9 mm x 50.8 mm

full bleed, CMYK



H corporate marketing H



H corporate presentations H

Update! 



and loveY
H brands i touched H50

Grace
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H  WORLD NEWSPAPERS  H

H  VINYL MUSIC  H

H  SALT & PEPPER SHAKERS  H

H  MILITARY BERETS  H

H  JAPANESE KIMONO  H

H  LA LOTERÍA  H

H  REAL BOOKS  H

H  NATIONAL FLAGS  H

H  COPPER & ZINC PENNIES  H

H  WORLD BANKNOTES  H

“Taken” from an undisclosed 
San Diego seafood restaurant

Portuguese Military Beret 
Mozambique 1961 – 1974

48-US Star flag in service for 
47 years until July 4, 1959

Saved from the 2011 Tohoku 
earthquake & tsunami in Japan

6
0



If you don’t like 
what is being said, 

change the 
    conversation.

—DON DRAPER MADMEN

yo
u

 sh
o

u
ld

 to
o

H
 i read these

 H
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MIND BLOWING!!

WHY DID YOU DO THAT?

A BOOK ABOUT ITSELF

STREAMLINE WHAT 
YOU KNOW ABOUT 
BUSINESSREAD THEM ALL HERE

AVAILABLE IN ENGLISH

GENIUS. BUT HE 
NEVER FINISHED 
THE MONA LISA :(

CREATIVITY & THE
ARTIST IN THE WORLD

CALL ME ISHMAEL.

DO THE KONDO NOW

BE YOU
BE HAPPY
BE ONE

MESSAGES
WITH PUNCHIT’S SCIENTIFIC MAN!

I HAVE SLEPT
WITH YOU

FOCUS, 
FOCUS

TO BE
COMPLETED

TOUGHEST SOBs

$500,000 WORTH

PSYCHO-CYBERNETICS

KICK ASS 
PRESENTATION & 
CREATIVITY TIPS
HERE

THE MAN WITHOUT FEAR

PAULA GAVE ME THIS :)ZEN IN A BOOK

BREAK THE RULES!?
I DESIGNED THESE!

36 PAPERS IN A BOOK

POSSIBILITIES HERE

KIT LOVES FLAGS

TRUE



Roberto By the Numbers

4
10

WORKED IN 
CONTINENTS

WITH 
PROJECTS IN 

COUNTRIES

500+
PRODUCTS DESIGNED & LAUNCHED

2
PRESENTATIONS MADE TO U.S. PRESIDENTS

25,000,000
PRODUCTS IN U.S. HOUSEHOLDS

2
U.S. PACKAGING DESIGN PATENTS

2
DESIGNED 

AWARD-WINNING BOOKS

64
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QUESTIONS 

with ROBERTO

What is it that you really do?  
I’m a product designer by trade. Working with 
marketing teams and designing new products and 
brands are my passion.

What’s your personal brand like?  
Fun, with attention to detail, memorable and exciting.

Most challenging factor for designers?  
Quieting the creative voices in our heads.

What’s your favorite beverage?  
Jasmine Green tea from the Fujian province in China.

What’s your favorite color?  
I don’t discuss colors or politics, but lime is cool.

What type of books do you read?  
History, bios, design, poetry and anything by Yuval 
Noah Harari.

How do you want to be remembered?  
As a guy following his passion with a cool story.

Are you social?  
On Linkedin & Instagram. And Medium.

What’s your next project?  
What’s on your mind?

What will you do now?  
Tea time ;)
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G E T  I N  T O U C H

+1.408.540.8256

ROBERTO@ROBERTODIDTHIS.COM

ROBERTODIDTHIS.COM

/IN/ROBERTOAVILA

USA & EUROPE
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