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« 2012 is the 10 years anniversary of Electrolux
Design Lab

« The competition is open to graduate and
undergraduate design students worldwide

« 10 Finalists are selected by the Electrolux
Design Team

* Aninternational jury selects the winners at a
final event

— First prize € 5000 and 6 months paid
Internship at Electrolux Design

— Second prize € 3000
— Third prize € 2000

» Finalist concepts are exposed globally
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 From the total number of contributions
there will be a selection of nominees,
among the nominees we will select 25
semi-finalists who will compete for 10
places in the final event

 The selection will be based on adherence
to the brief and the aesthetic and
conceptual qualities of the contribution

« The finalists will gain worldwide publicity
and several of the previous winners are
today employed by Electrolux
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A jury of high-level designers and experts,
Including Henrik Otto SVP Design Electrolux
will judge entries based on intuitive design,
iInnovation and consumer insight

Before submitting your design ask yourself:
Is it daring, and truly innovative?
Are the aesthetic qualities good enough?

Is it something you believe in, rather than
something you think we expect?

Is the concept based on consumer insight?

Does it truly respond to the brief?
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. \ As demohstrated m\thg Cube by Electrolux, the world of professional cooking
N is albaboutthe é\xpe‘ri’ebce‘.‘ It’s not about achieving the perfect inner
\temperatute of a\steak for the sake of science or performance. It's about .
' designing the best possible experience for your guests. The creative force
T &‘ehind the Xperi nc is\the merger of inturtive'and innovative appliances:ithe
. dreativity of thie chet and carefully sefected high quality ingrédients.

\

challeng desi stldq‘nts to draw inspiration from professional

experience. ore atofs"‘ chels; architects, interior designers, hotels etc.) to
'd",e Ign home appliantes that wilkprovide a fuller sensoryrexperience. It might
[l@foughystat@lof the art technology or it might be through a clever blend of

' Lfs and'stffaces.
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