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rAB STRACT

Collaborative platforms associated with Web 2.0 tools provide a space
for approximation and interaction between companies, customers,
suppliers and interested parties in general, who communicate, share ideas
and perform tasks together with the company's team in product
development/ services, in a collaborative process. In this sense, this paper
presents a research on the applicability of Web 2.0 tools in the feasibility of
Design Management in collaborative platforms, seeking to conceive
innovative ideas, increase productivity and serve as a competitive strategy.
As a result, it is observed that this approach based on the combination of
such tools, benefits the company's business, as well as the execution of
tasks, facilitating design actions, delivering products/services in a more
assertive and effective way.
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RESUMO

As plataformas colaborativas associadas as ferramentas Web 2.0
proporcionam um espaco de aproximacdo e interacdo entre empresas,
clientes, fornecedores e stakeholders em geral, que comunicam,
partilham ideias e realizam tarefas em conjunto com a equipa da empresa
no desenvolvimento de produtos/servicos, de forma colaborativa.
processo. Nesse sentido, este trabalho apresenta uma pesquisa sobre a
aplicabilidade das ferramentas Web 2.0 na viabilizacdo da Gestdo do
Design em plataformas colaborativas, buscando conceber ideias
inovadoras, aumentar a produtividade e servir como estratégia
competitiva. Como resultado, observa-se que esta abordagem baseada na
combinacdo de tais ferramentas, beneficia o negdcio da empresa, bem
como a execuc¢ao de tarefas, facilitando acbes de design, entregando
produtos/servi¢cos de forma mais assertiva e eficaz.
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INTRODUCTION

In the contemporary context, organizations and society in general are
faced with an infinity of information and technological resources that
enable communication in real time, without geographical barriers, in an
autonomous and participatory way, with freedom to expose and exchange
ideas, using Information Technology resources. In this way, consumers
moved from passive agents to active contributors, bringing new levels of
involvement in consumer relations. To actively participate in this scenario,
organizations understood the need to create an entire ecosystem around
their business niche, based on collaborative digital platforms, whose main
characteristicis to bring people together in a different and dynamic way of
working (BAXTER; CONNOLLY, 2014).

In this scenario, collaborative platforms are changing the dynamics of
the economy by being allies for the representation and organization of
communicated and shared knowledge (HALLIKAINEN; AUNIMO, 2020).
Through collaboration, people can benefit from updated information in
real time, share experiences and use the group's knowledge, participating
inlearning, thus expanding their individual knowledge repertoire (BAXTER;
CONNOLLY, 2014).

Collaboration is related to the processes of exchanging information
and knowledge; joint work between two or more people who have a
common goal; to a multitude of people who jointly create products; or to
connected individuals and organizations, being able to achieve
unprecedented levels of learning and scientific discoveries (SUTHERLAND
& JARRAHI, 2018). Therefore, collaboration is a process that favors
innovation, and organizations must be aware of new collaborative
management mechanisms for innovation. The collaborative processes of
communication and sharing, applied on digital platforms, occur in the
context of Web 2.0, whose main objective is to make the web a social and
accessible environment available to everyone who uses it, also allowing
each personto selectand control the information, according to their needs
andinterests (VERMA, 2017).

Communication technologies serve as a means of propagating the
creative proposals of people interested in a project, disseminated on
platforms, creating an information network that establishes new solutions
for products and services (DE FALCO et al., 2017). Thus, it is collaboration
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that allows the breadth and depth of relationships between organizations,
their customers, suppliers, etc., that can operate based on relationships of
shared interests (TROISE, MATRICANO; SORRENTINO, 2021). When it
comes to specific collaborative platforms for the creation of
products/services, they require designers and other professionals, who
are interested in constantly learning about new functions, to be able to
systematize the integrated use of Web 2.0 technologies, such as strategic
tools.

According to Kazantsev and Martens (2021), Web 2.0 tools capture and
share knowledge, in the development of the corporate culture, in the
training of new employees, in the contact between peoplein alarge and/or
fragmented organization, in the exploration of the concept the wisdom of
the crowds, and also, in the easy and agile access of people to the
information necessary to carry out their activities. Considering the
environment of digital platforms, Design Management encompasses
management activities, according to the design principles and strategies of
organizations, making it possible to understand and manage actions
related to creative processes, in problem solving, as a strategic instrument,
also in the digital space of platforms (MARTINS; MERINO, 2011). In this
sense, Design Management can be understood as a creative coordination
of tools and resources (FIALKOWSKI; KISTMANN, 2018), and can also be
thought of for application in collaborative platforms.

Therefore, for collaborative processes to take place, organizations
need to encourage collaboration, involvingemployees, suppliers, business
partners and customers. Members of organizations must know how to
work together, interacting so that information, knowledge and creative
skills are shared, which intensifies the production of knowledge of all
participants and the organization as a whole. However, many
organizations still face some restrictions regarding the dissemination of
the solutions found, mainly due to the geographic dispersion between the
operational units, which in some cases are multinational (LAAMANEN,
BARROS; ISLAM, 2018). Another issue refers to the confidentiality of
information and the drop in employee productivity, leading to restrictions
on the use of platforms in social networks, in the organizational context
(OLIVEIRA; MARCHIORI, 2012).

Given the above, the objective of this research is to show the
applicability of Web 2.0 tools in enabling Design Management in
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collaborative platforms, in search of conceiving innovative ideas,
increasing productivity and serving as a competitive strategy. The
importance of this work is justified by the relevance of collaborative
platforms for product design, as organizations can disclose problem
situations, facilitate communication, as well as the sharing of ideas
between designers and other team members interested in the project. All
participants can benefit from the debate around information, knowledge
and new ideas that can lead to innovations using Web 2.0 tools. The
relevance of the research is also highlighted, because digital collaborative
platforms can enhance open innovation, through the development of
virtual communities, social networks that include companies and
consumersthatactas co-creatorsininnovation processes.

2 METHODOLOGY

The research carried out is of a basic nature. Regarding the approach
to the problem, a qualitative research was carried out, which respected the
criterion of presenting a dynamic relationship between the real world and
the subject, not being based on statistical methods and techniques.
Considering the objectives, this study is characterized as a descriptive
research. Firstly, a literature review was carried out on the following
contents: (i) principles and applications of Web 2.0 tools; (ii) characteristics
of collaborative digital platforms; (iii) tools available for application on
collaborative platforms; and (iv) Design Management in the Collaboration
Era.

Then, six Web 2.0 tools were selected, which can be used in
collaborative platforms. This selection was guided considering the
following criteria: (i) having free access; (ii) be geared towards application
in project management; (iii) use the experiences of employees, professors
and clients in the solution of projects. Data analysis was used in an
interpretive way, based on the assumptions of the qualitative and
descriptive research technique, as it aims to understand, describe and
interpret the collected data that prove the applicability of Web 2.0 tools in
the feasibility of Design Management in collaborative platforms. Next, the
theoretical framework used in the research and the six selected tools will
be presented.
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2.1 Principles and Application of Web 2.0
Tools

The World Wide Web is a way in which information can be spread over
the Internet. According to Diard Jr. (2000, p. 24), the Web is a public space
that allows the circulation of all types of information, be it text, images,
sounds, graphics, videos, etc. However, the Web in its beginnings was
static and served to make content available where the end user could not
change it. The pages had read-only hyperlinks, with no interactivity
between the page creator and the user. This generation of the Internet is
known as Web 1.0. However, with technological evolution, the Web has
grown, has undergone changes in terms of volume, data and power, andin
the dynamics of how information is produced, captured, organized,
stored, retrieved, interpreted, transmitted, and finally used (The 'REILLY,
2005). This dynamic change in which technologies can enhance creativity,
collective information and, above all, collaboration between users, was
called by O'Reilly (2005) as Web 2.0, a network, a platform, covering all
connected devices, whose applications are those that take full advantage
of the intrinsic advantages of the platform. Therefore, Web 2.0 emerged as
a way to create a new space for interaction, collaboration, information
sharingand global communication, fostering collective intelligence.

According to Shuen (2018), the Web 2.0 concept s closely linked to the
domain of collaborative learning that allows the user, in addition to access
to information, by also building himself as its producer, and developing
collaborative processes of sharing and global communication. Shuen
(2018) also explains that Web 2.0 makes software available as a continually
updated service, which gets better as more people use it, consuming and
recombining data from multiple sources, including individual users,
providing their own data and services in away that allows editing by others,
creating network effects, through an“architecture of participation”.

Today's society is increasingly dependent on these technologies.
Updating such technologies has become of great importance in almost all
social niches. Web 2.0 offers users countless possibilities of
communication that can help in the management of collaborative
platforms. Complementing, Tarapanoff and Alvares (2015) emphasize that
Web 2.0 can be a work platform, reinforcing the practices that will allow the
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appreciation of experiences among users. For the authors, the dynamics
of its open participation interactivity enables the exchange of information
and collaboration between users through platforms, such as: blogs,
microblogs, monoblogs, videosharing, wikis, Facebook, Instagram, etc.,
whose architecturesinformation are handled differently.

Tarapanoff and Alvares (2015) report that organizations can benefit
fromthe application of Web 2.0 tools, with: (i) the possibilities of interacting
with their users, in real time, through the use of this platform; (ii) use of the
large volume of data (Big Data), made available from the generation and
exchange of information between users, including organizations, as a
basis for analysis; (iii) use of new methodologies and tools for accessing
and retrieving information, available for application on the platform, and
(iv) using methodologies from different areas of the human and social
sciences that focus on the individual, communities and society . In
addition, the large volume, veracity and speed with which the data are
produced make it extremely difficult to organize data and prevent dynamic
and timely access to information.

Given the above, with the availability of Web 2.0, the competitiveness
of the contemporary market grows, with changes in customer behavior
patterns and the intense consumption of products, creating a need to
develop new products and services more efficiently and quickly, by the
companies. Inthis environment, like Web 2.0 tools, collaborative platforms
are created, whose characteristics will be presented below.

2.2 Characteristics of Collaborative Digital
Platforms

The phenomenon of social networks, with real-time interaction,
collaboration and information dispersion are part of the reality of a
significant portion of the world's population. Human life has come to
depend on these information systems, as they have become the basis for
practically all branches of human activity. In this environment, digital
platforms have gained dimensions never thought of, with the main
characteristic of bringing people together in a different and dynamic way
of interaction. Its objective is not only to gain productivity, but also to
improve communication and collaboration between the employees of the
organization and society who are involved in this process.
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Another important feature refers to how companies benefit from
collaborative digital platforms to overcome the challenges imposed by the
market and innovate their processes. For this, organizations have invested
in customer participation in the process of creating value for the product,
through collaborative platforms for managing ideas. The process of
remote collaboration and innovation are being combined and generating a
trend called open innovation associated with social networks and
collaborative platforms (GABRIEL et al., 2016). Open innovation practices
made it possible for companies to use knowledge external to the
organization to generate improvements in internal processes, increase
revenues and create and modernize products (MCCORMACK, FALLON;
CORMICAN, 2015). The purpose of using collaborative platforms is to
promote the involvement of customers, suppliers and employees in the
creation of products. According to Gabriel et al. (2016), this approach has
become a strategy and trend in the business market.

Thus, companies began to explore the creativity, ideas and knowledge
of the final consumer for their own benefit, especially with regard to the
identification of better solutions to be implemented. From the
combination of the different knowledge and skills of employees, value is
created more effectively and efficiently (FROW et al., 2015). Therefore, it is
understood that the purpose of using social networks and collaborative
platforms refers to promoting the involvement of customers, suppliers
and employees in the creation of products and in the improvement of the
platformitselfand the productitself.

Collaborative digital platforms provide tools that support joint actions
and activities of their members, and the discovery of affinities among
themselves, fundamental for the agile establishment of partnerships. They
also have great potential to, through collaboration and networking, solve
problems and develop proposals more effectively.

Silva (2018) presents some of the main positive points in the use of
collaborative platforms indicated in the idea management process:
identifying potential co-creators; foster the efficiency of employees in
acquiring, sharing and managing knowledge; create elements of
collaboration and competition as a promising approach; collect innovative
ideas generated by consumers; generate collaboration for valuable results
in terms of idea quality; develop significant potential for learning and
creative insights; generate opportunities for innovation and ease of
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interaction; improve the efficiency of the innovation process; develop
contacts between employees; arouse interest in new projects or ideas;
formdigital platforms for generating ideas; enrich ideas using collaborative
incremental contributions; reduce risks of rejection and disappointment;
improve the quality of established relationships; improve communication
between experts; and identify professional opportunities.

In collaborative platforms, companies are able to have subsidies
related to the knowledge needed for their projects, fostering the efficiency
of employees in acquiring and sharing information, exchanging ideas, in
collaborative networks around the world as a way to reduce distances and
allow possibilities increasingly promising collaborations. For that, there are
tools available for application in collaborative platforms. The six tools
selected for the research will be presented below.

2.3 Caracteristicas das Plataformas Digitais
Colaborativas

Many tools are available to organizations in order to foster project
management based on efficiency and flexibility, which streamline the
execution of the entire project. For this study, six platforms applied to
project management were selected: Design Sprint, Trello, Slack, Bitrix24,
Artia and Hibox.

Design Sprint is based on a five-day approach to solving critical
business issues by designing, prototyping and testing solutions with
customers. It was developed in 2011 by Jake Knapp, John Zeratsky and
Braden Kowitz at Google Ventures and has become a practical guide onthe
subject. Since then, it has been used by companies from different areas to
quickly and efficiently resolve issues related to their business (PERPETUO,
2018). The method adopted in the Design Sprint quickly aligns teams
under a shared vision, with clearly defined objectives and deliverables,
being a tool to develop hypotheses, prototype an idea and test it quickly,
with the least investment possible in a scenario, as realistic as possible.
(BANFIELD et al., 2016). Known for imposing speed and innovation on
product development, Sprint can also be used to create new processes,
create or update a brand or even define a vision for the impact an
organization wants to bring to the world (BANFIELD et al., 2016). ). Google
Ventures has already applied Sprints to hundreds of companies such as
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Nike, Flatiron Health and Medium, Adobe, L'Oreadl, Nestlé, and Roche,
helping them to enter new markets, design new products, develop new
features, define marketing strategies. , among other issues (GOOGLE
VENTURES, 2018).

Trello is a project management platform tool that uses a scheme of
lists, cards and boards to organize all the tasks that must be done in the
development of a project. It also allows the inclusion of other materials
belonging to the project, such as email, spreadsheets, photos and invoices
(PEREIRA JR., SCHROEDER; DOLCI, 2019). Its internet connection makes it
possible to monitor and control the activities of the boards, move cards
between lists, attach documents, transmit messages and update the
progress of projects and processes in real time. It also makes it possible to
diagnose problems during the execution of processes and their correction
in a timely manner, aiming to allow all team members to visualize each
other's tasks and to interact remotely, without the need to be gatheredin a
place for this purpose. activity (MELLO; SOUZA, 2018).

Slack is a full-featured collaboration tool, from online file sharing
andvideo conferencing meetings, that lets you connect with remote teams
through real-time chat channels. It facilitates project management by
bringing together in a single platform the varied needs of different types of
professionals and teams (CAPTERRA, 2020).

Bitrix24 is a tool that provides a series of resources for a company to
take advantage of, which facilitate document management and
communication between company members and management tools for
project teams. For project management, it presents a complete Kanban
that includes a column “in approval”, for tasks that need moderation,
generating reports of each activity so that the manager can visualize how
much time each employee spentin each stage of the project (SILVA, 2018).

Artia is a project management tool that has functions that include:
financial control (comparing the estimated cost with the real one),
employee hours recording system, performance reports and Kanban,
facilitating the work of all those involved (EUAX, 2020).

Hibox is one of the most communication-focused project
management tools, with features that help teams exchange information:
group and individual chat, file sharing and video calls. When a task is
assigned to a person, they are automatically alerted about it, preventing
miscommunication. Hibox works together with some Artificial Intelligence
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tools, which replace about 7% of team members, freeing up the team of
professionals to focus on creativity. Itis also worth noting that some of the
digital technological tools that can be used to share projects of products,
services and processes.

In these digital environments, Design Management can show itselfas a
differentiating action, within the strategic management of the product,
being able to stand outin the era of collaboration.

2.4 Design Management in the Age of
Collaboration

Design Management encompasses management activities in
accordance with the principles of design and the organization's strategy,
enabling the understanding and administration of actions linked to
creative processes in the development of products and services. For Bess
(2011), the objective of Design Management is to identify opportunities for
the organization to understand the target audience of the project, as well
as the market, and to identify and communicate the ways in which the
project can contribute to the strategic value of the organization.

Design Management is the administration of project activities,
based on the company's objectives in the short, medium and long term. It
helps the organization to increase its efficiency, remain competitive and
differentiate products and services (MARTINS; MERINO, 2011). Design
Management is strategic and innovative. Its actions and scope involve the
knowledge and skills of the organization's members, as well as the concern
with customers (internal and external environment), and with the
perception of their experiences, which lead them to the desire for the
product. They encompass the processes, which focus on the design and
development of products or services, new technologies, the application of
creativity and innovation processes, in view of the benefits that can
differentiate the company in the market, promoting its competitiveness. In
this sense, Design Management can be understood as a creative
coordination of tools and resources, and can also be thought of for
application in innovation processes, such as open platforms. Mozota
(2011) presents that design should be thought of as a strategy, process
and/or style, while management should be thought of as command and
control, as an art of collective action and how to manage change. In this
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way, Design Management allows for a better understanding of customer
needs and promotes innovation, committed to its goals, mission and
objectives, coordinating its resources at all levels, being built in the long
term. The concern of Design Management is concerned with tangible and
intangible assets, allied to processes and the creation of a product or
service. It involves the entire company, seeking to develop a creative
environment, with a vision of the future, with innovative ideas, for the
business model and products, always maintaining the essence of the
brand. In this sense, Design Management is integrated, it presents itself
with levels of design insertion whose approach shows how companies
observe it (GERLITZ, 2016).

The level of strategic design corresponds to the implementation of
design to unify and transform the company's vision (strategy, culture,
identity, core competence, market information, innovation in the
management process). At this level, design is incorporated into the
organization's policies, mission, and strategic vision. It assumes that
Design Management must be used from the highest level of organizations,
that is, it must be seen as a strategic tool. Design, then, must be a tool to
achieve organizations' goals through the adequacy between their
capabilities and the operating environment (MOZOTA, 2011; SILVA, 2018).
The tactical (functional) design level refers to the organization and
assignment of design functions in the company. In other words, organize
work methods, integrate innovation management, manage the
communication process, manage the production process, integrate and
interact, catalyze. At this level, design presents itself as part of the
organization's system/process, linking to other sectors of the organization.
Therefore, the tactical level is concerned with the place of design in the
organization and with identifying the specific functions of design adapted
to solving the organization's management problems. Depending on the
relationships with different departments or sectors, there will be different
positions and uses of design as a tool in the company (MOZOTA, 2011;
SILVA, 2018). The operational design level corresponds to the execution of
projects in the company. This involves the project itself, product
development, web page development, packaging design, brand
management. At this level, design has its tangible manifestations in the
physical form of products (MOZOTA, 2011; SILVA, 2018). The Design
Management Manual (SPADA, 1997) states that having management at an
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operational level means: determining the nature of the project, which
consists of evaluating the difference between the objectives and the
company's capacity; organize and develop the entire process that must be
followed during all phases and decision levels, bringing the knowledge of
the administration and socializing with the team members; and define the
technical team.

It is possible to perceive, at these levels, a need to highlight the
insertion and influence of design within business organizations. However,
when verifying that design is inserted in an organization at an operational
level, it is not possible to affirm that this is Design Management, unless
design permeates throughout the organization and is part of its strategies
(BAXTER & CONOLLY)., 2014). Based on Mozota (2011), Bess (2011) and
Silva (2018), the following is a summary of the actions that can be taken at
the performance levels of strategic, tactical and operational design.

Performance of Design Management at the Strategic Level: with a
prospective vision of the business; increasing competitiveness, carrying
out situational diagnoses, defining fields of action; in business planning,
market strategies, product creation and production; maintenance of the
brand's corporate identity; in product design and its entire cycle; in the
dissemination of products and services; in the inclusion of the culture of
design and innovation; in the formalization and management of detected
problems, and customer feedback that impact the brand's positioning; in
the dissemination of trends and the unfolding of the strategic vision (as an
opinion maker).

Performance of Design Management at the Tactical Level: in the
planning, implementation and monitoring of activities enabling the
strategies; as a facilitator between the design sector and other sectors; in
coordinating design operations, personnel, methods and processes;
together with departments to adopt methods of design creativity; in
creating structures for innovation, projects and communications,
cultivating the concept of design; to acquire and distribute resources
necessary for the design strategy; to collaborate in the integration of all
sectors in the exchange of knowledge and information; in defining the
company's offer (product, service and information); in the delimitation of
operating markets; in anticipating customer needs, market trends and
incorporation into the company's offerings; in the creation of the project of
the physical space of the company - selection of products and collections;
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and inventory management through the product life cycle; in advertising
management; in monitoring skillsand competences; in the explanations of
processes, procedures and standards for Design Management; and in the
location of the services, determining the objectives of the responsible
team.

Performance of Desigh Management at the Operational Level:
works in the practice of design processes, and in the execution and
development of projects; in defining the methodology, the technical team
and the functional, symbolic and aesthetic specifications of the product;
encompasses the use of research related to production processes and
customer service activities; influences the way the company and its brand
are expressed and perceived by the public; it involves, in the work
relationship, the strategy and operationalization of the design; in the
physical organization of the store, showroom or other spaces seen by
customers; in the application of the corporate image; in maintaining the
quality of presentation of products and spaces; and in maintaining the
integrated quality of service.

Based on these fundamentals, Design Management promotes the
understanding of design among the company's participants (internal and
external), creating a favorable mentality for the implementation of the
business strategy.

According to Silva (2018), the practice of Design Management creates
value when it generates and applies its three forces: coordinating,
differentiating and transforming, through its three levels of action:
strategic, tactical and operational, in the organizational environment. In
view of the theoretical approach, it is considered that the Design
Management used in its three organizational levels (strategic, tactical and
operational) will have an impact, both internally in the planning,
organization, production activities, as well as in its relationship with
customers, in the market positioning, among others. Therefore, it is
possible to understand its applicability with the use of web tools in
collaborative platforms. In this context, the next section presents the
analysis of Design Management in collaborative platforms with the
applicability of six Web 2.0 tools.
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3. ANALYSIS OF DESIGN MANAGEMENT IN
COLLABORATIVE PLATFORMS WITH THE
APPLICABILITYOFWEB2.0TOOLS

As presented in the theoretical framework, the concept of Web 2.0 is
related to the collaborative process, which allows access to information
and exchange of ideas in real time, during the shared development of
project execution activities. For this research, a mapping of Web 2.0 tools
available for use in collaborative platforms was carried out, six being
selected, considering the following criteria: free access, being focused on
application in project management, using the experiences of
collaborators, professionals and customers in order to generate ideas in
the solution of projects, which can be innovative and contribute to the
competitiveness of companies.

It was found that the Web 2.0 tools used in collaborative platforms
allow the idea management process to take place in real time, exploring
the full potential of employee intelligence. This process can take
ownership of Design Management and its performance levels, making it
possible to direct the development of these types of digital integration
systems, at the strategic, tactical and operational levels, necessary for the
design process during the development of products and services on
collaborative platforms.

Considering the performance of design management at the three
strategic levels, the following tasks are summarized:

« Strategic Level: identifies and creates investigations and performance
conditions, interpreting the needs of the organization and customers,
focusing on the contribution of design.

« Tactile Level: coordinates design operations, personnel, and methods,
and determines the objectives of the design team.

- Operational Level: executes and develops the projects already defined
by the technical team, as well as the functional, symbolic and aesthetic
specifications of the product to be developed.

In this context, the following is an analysis of how each of the tools fits
into the three strategic levels.
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TRELLO

Strategic Level: online project managementtool.

Tactile Level: organizes and monitors all tasks thatinvolve teams and
thatmust be doneinthe development of a project.

Operational Level: in the execution of the projects it uses a scheme of
lists, cards and tables where the tasks were organized. It transmits
messages and updates the progress of projects and processes in
real time. Can diagnose issues while processes are running and fix
them, allowing all team members to view each other's tasks and
interactremotely.

SLACK

Strategic Level: project managementtool on collaborative platforms.
Tactile Level: provides users with collaboration tools for
organizations to manage documents and communication between
their members.

Operational Level: applies multi-functional collaboration tools, from
online files, video conferencing meetings, sharing ideas between
teams through real-time chat channels.

BITRIX24

Strategic Level: seeks social collaboration and communication
strategies, as well as management tools for teams in project
management.

Tactile Level: provides users with collaboration tools for
organizations to manage documents and communication between
their members.

Operational Level: for the execution of projects, it uses a Kanban that
includes a column “in approval”, for tasks that need moderation,
generating reports of each activity so that the manager can visualize
how much time each collaborator spentin each stage of the project.

ARTIA

Strategic Level: brings together a set of knowledge, skills, techniques
andtoolsto plan, execute and monitor a project.

Tactile Level: for project management, the tool has financial control
functions (comparing the estimated cost with the real one), a system
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forrecordingemployee hours, and performance reports.

« Operational Level: uses Kanban, which facilitates the work of all
those involved, controlling the flow of activities in a simple,
interactive board, in which the team visualizes and updates
information on each activity performed.

HIBOX

« Strategic Level: your project management strategy is more focused
on communication between collaborative team members.

 Tactile Level: organizes the functionality of the communication of
information and knowledge.

« Operational Level: teams exchange information and knowledge via
group or individual chat, file sharing and video calling. Team
members are automatically alerted of the task that has been
assigned. Italsoworks with Artificial Intelligence techniques.

As can be seen in the previous notes, design management at the
strategic, tactical and operational levels can be applied in project
management, in its strategic definition for the company's business, in the
organization of issues related to the problem and its objectives, as well as
as their systematized tasks, thus allowing the sharing of ideas,
collaboration and incorporation of all those involved in the project
solution. For each Web 2.0 tool, design management, at a strategic level,
deals with the insertion of the company's design, that s, its transformation
value, involving strategies, knowledge management and management of
communication networks. The tactical/functional level deals with the
function of design, that is, its coordination value and involves structure,
technology management and innovation management. On the other
hand, the operational level deals with the design action, that is, its
differentiating value itself, which involves brand marketing, production
and communication.

Therefore, the adequacy of planning and its organization in the
management of the product, facilitate communication, collaboration,
interactivity and control of the performance of all activities, making it
possible to identify weaknesses so that appropriate adjustment actions
can be taken. This is in line with what Bess (2011) presents, pointing out
that design management is the successful management of people,
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projects, processes and procedures that are behind the creation of
products, services, environments and experiences that are part of of
people's everyday lives. In this context, the challenge for organizations is
the ability to be prepared to adapt to digital tools, innovations and all
business opportunities and technological processes, thus ensuring their
permanenceinthe market.

4.CONCLUSIONS

The possibilities of inserting design management in collaborative
platforms with Web 2.0 tools, aim at the use of applications and
technological tools to help users perform tasks, with a structure to
facilitate communication and collaboration between people and with
systems with common goals, as well as innovating and finalizing the
proposed actions. These virtual spaces record discussions on various
subjects, organizing ideas, planning actions, connecting thoughts,
organizing schedules and executing deliveries.

The research came across numerous online tools available in the
digital world, selecting those intended for the design result, delivering
products/services and seeking innovation with the aid of technology.

Inview of this, it appears that collaborative platforms carry out the idea
management process, exploring the full potential of collaboration
between project teams and other collaborators. Design management on
collaborative platforms, on the other hand, has great scope and
possibilities to define strategic design policies, brand communication, and
projection of prospective actions with a view to innovations.

The levels of design management: strategic, tactical and operational,
can be applied in the management of design projects, in the solution of
problems with the use of systematized methodology, sharing creative
processes with exchange of ideas, until reaching the planned objective. It
was found that design management, at a strategic level, deals with the
insertion of design in the company, with the innovation of products and
processes, seeking business strategies, information managementin social
networks and communication with customers in real time. The tactical
level deals with the role of design, coordinating processes, technologies
and encouraging innovation. The operational level involves the design
processes, including marketing actions for the positioning and
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dissemination of the brand, as well as the communication of information
and knowledge among all those involved in the processes.

In this sense, the company can positionitselfand reactin advance, plan
products and services up to the operationalization of activities in a virtual
and collaborative way, joining its creative team, with suppliers, customers
and other interested parties, expanding everyone's knowledge and the
possibilities of create innovative products/services.

5.REFERENCES

BAXTER, G.J.; CONOLLY, M.T. Implementing Web 2.0 tools in organizations:
feasibility of a systematic approach. The Learning Organization, Vol. 21
n.1, pp.6-25,2014.DOI: 10.1108/TLO-11-2012-0069.

BESS, M. L. Diretrizes para o desenvolvimento de ambientes virtuais de
aprendizagem colaborativos voltados para a producdo e elaboracdo de
projetos de aprendizagem em arte-educacdo. Dissertacdo (Mestrado).
Programa de Pd6s Graduacdao em Design, Universidade Federal de
Santa Catarina, Florianopolis, 2011

CAPTERRA. O que é Slack? Disponivel em:

http://www.capterra.com.br/blog/1456/0-que-e-slack. Acessado em
17 dejulhode 2021.

DIZARDJR.W. Anova midia: a comunicacdo de massa na era dainformacao.
Rio deJaneiro:Jorge Zahar ed. 2000.

DE FALCO, S. E.; RENZI, A.; ORLANDO, B.; CUCARI, N. Open Collaborative
Innovation and Digital Plataforms. Production Planning & Control,
vol28:16,1344-1353,2017.DO0OI: 10.1080/09537287.2017.1375143.

FIALKOWSKI, V. P.; KISTMANN, V. B. Gestdo de design e inovacdo
incremental guiada pelo significado. Estudos em Design, v. 26, n. 2,
2018.1SSN 1983-196X

FROW, P.; NENONEM, S.; PAYNE, A.; STORBACKA, K. Managing Co-creation
Design: a strategic approach to innovation. British Journal
Management, vol. 26, n. 3, p.463-483,2015.

EUAX. Ferramentas de Gestao de Projetos Home Office.. Disponivel em:

https://www.euax.com.br/2020/04/ferramentas-de-gestao-de-projetos-
home-office/ Acessado em 29 de julho de 2021

GABRIEL, A.; MONTICOLO, D.; CAMARGO, M.; BOURGAULT, M. Creativity
support systems: a systematic study. Thinking Skills and Creativity, vol.
21,2016, p.109-122,ISSN 1871-1871.DOI: 10.1016/j.tsc.2016.05.009.

GERLIZT, L. Integrating Design Management Concept in Entrepreneurial

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LOG0/2022.1.02



i | Laboratorio de Orientacio da Génese Organizacional - UFSC

LOGO

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LOG0/2022.1.02



Organizacional - UFSC

da Génese

ao

| Laboratorio de Orientac

IS
(7

LOGO

Practices: evidence from the cross-border project. 9th International
Scientific Conference Business and Management 2016, May 12-13,
2016, Vilnius, Lithuania. DOI: 10.3846/bm.2016.07

GOOGLE VENTURES. The Design Sprint. Disponivel em:
http://www.gv.com/sprint/. Acessado em 29 de julho de 2021.

HALLIKAINEN, H.; AUNIMO, L. Adoption of Digital Collaborative
Networking Platforms in Companies: study of Twitter usage in
Finland. In: Camarinha-Matos, L.M.; Afsarmanesh, H.; Ortiz, A. (eds).
Boosting Collaborative Networks 4.0. PRO-VE, 2020. IFIP Advances in
Information and Communication Technology, 2020, vol 598. Springer
Cham.DOI:10.1007/978-3-030-62412-5_8.

HIBOX. Disponivel em: http://www.hibox.co/pb/guide/ferramentas-para-
gestao-de-tarefas-e-projetos/. Acessadoem 29 dejulhode 2021.

KAZANTSEV, N.; MARTENS, I. Industry 4.0 Digital Platforms: Collaborative
Business Models for SMEs. In: Voigt KI., M. Muller J. (eds) Digital
Business Models in Industrial Ecosystems. Future of Business and
Finance. Springer, Cham, 2021.DOI: 10.1007/978-3-030-82003-9 8

LAAMANEN, M.; BARROS, M.; ISLAM, G. Collective representation on
collaborative economy platforms. In: CRUZ; I.; GANGA, R.; WAHLEN, S.
(eds) Contemporary Collaborative Consumption. Kritische
Verbraucherforschung. Springer VS, Wiesbaden, 2018. DOI:
10.1007/978-3-658-21346-6_3

MCCORMACK, B.; FALLON, E. F.; CORMICAN, K. An Analysis of Open
Innovation Practices in the Medical Technology Sector in Ireland.
Procedia Manufacturing, vol. 3, p. 503-509, 2015.

MAGISTRETTI, S. DELLERA, C. DOPPIO, N. desig sprint for SMEs: an
organization taxonomy based on configuration theory. Management
Decision, vol.58 No 9, pp. 1803-1817, 2020. DOI: 10.1108MD-10-2019-
1501

MARTINS, R. F. F.; MERINO, E. A. D. Gestdao de Design como Estratégia
Organizacional. 2°. ed. Londrina: EDUEL, 2011.

MELLO, A.C.; SOUZA, L. H. G. Solucdo Simplificada para o Monitoramento e
Controle de Projetos Utilizando a Ferramenta Trello. Revista Boletim
do Gerenciamento [S.l].vol 2., n. 2, nov. 2018. ISSN: 2595-6531.

MOZQOTA, B. B. Gestao de Design: usando o design para construir valor de
marca e inovagao coorporativa. Porto Alegre: Bookman, 2011. ISSN:
8577807827

OLIVEIRA, I.; MARCHIORI, M. Redes Sociais, comunicacdo, organizagdes.
Sdo Caetano do Sul, SP: Difusao Editora, 2012.

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LOG0/2022.1.02



Organizacional - UFSC

da Génese

ao

| Laboratorio de Orientac

IS
o

LOGO

O’REILLY, T. What is Web 2.0: design patterns and business models for the
next generation of software. Disponivel em
https://www.oreilly.com/pub/a/web2/archive/what-is-web-20.html.
Acessadoem 01 dejunhode2021.

PERPETUO, M. M. M. M. Um Estudo da Aplicacdo de Design Sprint para
Redesenho de Processos. Tese (Doutorado.) Universidade Federal do
Rio deJaneiro, Rio deJaneiro, 2018.

SHUEN, A. Web 2.0: A Strategy Guide: Business thinking and strategies
behind successful Web 2.0 implementations. O'Reilly Media, 2018.
ISBN-10: 1492049727

SILVA, G. G. Modelo Conceitual de Integracao da Gestdao de Design em
Plataformas Colaborativas. Tese (Doutorado em Design). Programa de
Pds Graduacdo em Design, Universidade Federal de Santa Catarina,
2018.

SPADA, G.N. Manual de Gestao de Design. Porto: Porto Editora, 1997.
ISBN-10: 9729445060

SUTHERLAND, W.; JARRAHI, M.H. The sharing economy and digital
platforms: A review and research agenda. International Journal of
Information Management, vol. 43, 2018, Pages 328-341, ISSN 0268-
4012.DOI:10.1016/j.ijinfomgt.2018.07.004.

TARAPANOFF, K.; ALVARES, L. Perspectivas em Inteligéncia Organizacional
e Competitiva na Web 2.0: uma visao geral. In TARAPANOFF, K. (Org.)
Analise da Informacgado para Tomada de Decisdo: desafios e solu¢des.
Curitiba,Parana: Intersaberes, p.21-60, 2015.

TROISE, C.; MATRICANO, D.; SORRENTINO, M. Open Innovation Platforms:
exploring the importance of knowledge in supporting online
initiatives. Knowledge Management Research & Practice, v. 19, n. 2, p.
208-216,2021.D0OI:10.1080/14778238.2020.1747368

VERMA, M. K. A Study of Awareness and use of Web 2.0 tools and services
by academic institutions of India. Library Progress (International), vol.
27(1),2017.D0OI:10.5958/2320-317X.2017.00002.2

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LOG0/2022.1.02



| Laboratorio de Orientacio da Génese Organizacional - UFSC

47

LOGO

Giorgio GilwandaSilva

Coordenador do Curso Tecnoldgico de Design Grafico, dos Bacharéis
em Design com Linha de Formacao em Design de Jogos e Entretenimento
Digital e Publicidade e Propaganda. Coordenou o CST em Producgdo
Publicitaria, Fotografia e a Pés-graduacao em llustragao, Universidade do
Vale do Itajai, Campus Florianépolis. Possui graduacao em Design Grafico
pela Universidade para o Desenvolvimento do Estado de Santa Catarina,
UDESC (2005), Especializacdao em Design Grafico e Estratégia Corporativa
UNIVALI (2006) e Mestrado pelo Programa de Pdés-Graduacdo em
Engenharia e Gestdo do Conhecimento da Universidade Federal de Santa
Catarina EGC/UFSC (Conceito CAPES 6) (2011). Doutor no Programa de Pds-
graduacao em Design da UFSC, 2015/2018. Em 2014 foi nomeado membro
do Conselho de Administracdo Superior - CAS de 2014 até 2016. Também
atuou como membro das Comissdes Assessoras do Instituto Nacional de
Estudos e Pesquisa, INEP na elaboracdo da provas do ENADE do Curso
Superior de Tecnologia em Design Grafico 2015 e 2018, mandatos das
Portarias INEP n°54 e n°151. Participa do Nucleo de Pesquisa
Interdisciplinar em Design UNIVALI. Avaliador do Banco Nacional de
Avaliadores do Sinais - Basis, Portaria n° 375, de 9 de junho de 2020.
Membro do CONSUN (Conselho Universitario) e Camara de Ensino (CaEn)
em 2021 UNIVALI. Atua como avaliadora de cursos, junto ao INEP/MEC,
compondo do Banco Nacional de Avaliadores do Sinaes - BASis.

ORCID:0000-0001-8068-6492

Tiago Vinicius Ficagna

Graduado em Design Industrial e pds graduacao em Design Grafico e
Estratégias Corporativas pela Universidade do Vale do lItajai (2002). E
mestre em Computacdo Aplicada. Atualmente é professor Universidade do
Vale do Itajai. Tem experiéncia na area de Design grafico e Design de Jogos
Digitais com énfase em Desenho de Interfaces e modelagem 3d atuando
principalmente nos seguintes disciplinas: interface, projeto de jogos e
desenvolvimento de jogos além de desenvolvimento web. Coordena os
cursos de design grafico e design de games da UNIVALI e é doutorando em
design na linha de ergonomia organizacional, focando em conhecimentos
relacionados a gamificacdo. Também atua como docente em cursos de pos
graduacdo nas areas envolvidas com a criacao de jogos e gamificacao.
Possui experiéncia na area de desenvolvimento de produtos interativos e

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LOG0/2022.1.02



Organizacional - UFSC

~

enese

daG

ao

| Laboratorio de Orientac

-
(6

I

LOGO

esign digital. Atua como responsavel por laboratérios de criacao de jogos
e criacdo grafica na UNIVALI, cujos trabalham focam em clientes internos e
externosauniversidade.

ORCID:0000-0002-5563-5412

AnitaMariadaRochaFernandes

Licenciada em Ciéncias pela Universidade Vale do Rio Doce
(1989),graduada em Tecnologia em Processamento de Dados pela
Universidade Vale do Rio Doce (1992), Mestre em Ciéncia da Computacdo
pela Universidade Federal de Santa Catarina (1996) e Doutora em
Engenharia de Produc¢ao pela Universidade Federal de Santa Catarina
(2000). Atualmente é professor titular da Universidade do Vale do Itajai,
professora pesquisadora - UNIVALI e lider do Grupo de Inteligéncia
Aplicada da UNIVALI. Tem experiéncia na area de Ciéncia da Computacdo,
com énfase em Inteligéncia Artificial, atuando principalmente nos
seguintes temas: inteligéncia artificial aplicada a saude, educacdo e meio
ambiente, data science, e big data. E coordenadora do curso de Ciéncia da
Computacao da UNIVALI na Grande Florianépolis (Campus Kobrasol), e do
Curso Superior de Tecnologia em Ciéncia de Dados. Coordena também a
P6s-Graduacdo em Big Data da UNIVALI. E professora do Mestrado em
Computacao Aplicadada UNIVALI.

ORCID:0000-0002-2986-5353 J

Recievedon:Jan.22
Acceptedin: Abr.22

e-Revista LOGO -v.11, n.1, 2022 - ISSN 2238-2542
http://doi.org/10.26771/e-Revista.LO0G0/2022.1.02



