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«|T SEEMS THAT PERFECTION IS FINALLY ATTAINED NOT WHEN
THERE IS NO LONGER ANYTHING TO ADD, BUT WHEN THERE IS

NO LONGER ANYTHING TO TAKE AWAY...»
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ANTOINE DE SAINT-EXUPERY
AVIATOR AND WRITER, 1900-1944.
TERRE DES HOMMES, 1939.
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/ABSTRACT_

THE COVID-19 PANDEMIC HAS IMPACTED US ALL IN WAYS THAT GO FURTHER THAN WE CAN MEASURE. THERE IS NO
PART OF OUR SOCIETIES THAT WERE LEFT UNTOUCHED.

BUT THE CONSECUENCES ARE NOT ONLY NEGATIVE. DURING THE LOCKDOWNS, FACING THE FRAGILITY OF OUR LI-
VES AND CIVILISATION, A LOT OF PEOPLE WERE ABLE TO RECONNECT WITH THEMSELVES AND DECIDED TO CHANGE
WHATEVER WAS WRONG. AT THE SAME TIME, WE ALL OBSERVED HOW OUR WAY OF LIVING WAS DESTRUCTIVE FOR THE
ENVIRONMENT AND HOW SLOWING DOWN AND BEING CAREFUL HAD INMEDIATE EFFECTS AND HOW NATURE COULD
HEAL IN UNSUSPECTEDLY FAST WAYS. IT ALL SHOWED US THAT ANOTHER WAY WAS POSIBLE, A BETTER WAY EQUALLY
BENEFICICAL FOR US AND NATURE, MORE SYMBIOTIC, MORE NATURAL.

MY SECONDARY RESEARCH EVIDENCED THAT THE PANDEMIC REVEALED SOME HIDDEN PROBLEMS, LIKE MENTAL HEALTH
ISSUES THAT WERE THE SYMPTOMS OF OUR WAY OF LIFE. THE LOCKDOWNS AND RESTRICTIONS ALSO REVEALED TO THE
GENERATIONS X, Y AND Z HOW UNHEALTHY THEIR LIFES WERE AND MOTIVATED THEM TO TAKE THE LEAD FOR CHANGE.
TRANSPORTATION HAS A CENTRAL ROLE IN THAT CHANGE TOWARDS A SUSTAINABLE LIFE AND SOCIETY. IT IS IN OUR
NATURE TO TRAVEL. IT HAS A HEALING EFFECT ON OUR PHYSICAL AND MENTAL HEALTH. AND IT IS POSSIBLE TO DO IT
IN A SUSTAINABLE WAY.

004_

MY RESEARCH LED ME TO PROPOSE A SUSTAINABLE VEHICLE, BASED ON THE CIRCULAR ECONOMY FOR LONG DISTANCE
TRAVEL. THE AIM OF THE VEHICLE IS TO PROVIDE A SAFE, CALM, RELAXING, MINIMALISTIC AND HEALING PLACE TO DIS-
CONNECT FROM INTRUSIVE TECHNOLOGY AND ENJOY THE JOURNEY.




A\ITRODUCTION_

THE 2020/21 LOCKDOWNS SHOWED US HOW MOBILITY IS ESSENTIAL IN OUR LIVES. IT'S ONE OF OUR MOST FUNDAMEN-
TAL FREEDOMS, IT BRINGS US CLOSE TO EACH OTHER, IT PROVIDES US NEW EXPERIENCES AND ALLOW US TO EXPAND
OUR KNOWLEDGE OF OUR ENVIRONMENT. LAST BUT NOT LEAST IT'S ALSO A FORMIDABLE SOURCE OF PLEASURE.

BUT IF WE CONTINUE THE MOBILITY MODEL OF THE LAST CENTURY, THEY WILL BE NO MORE ENVIRONMENT TO DISCO-
VER AND WE WILL PUT OUR OWN EXISTENCE (AS A SPECIES) AT RISK.

LUCKILY FOR THE PLANET (AND US), THE CHANGE AS STARTED. AS WRITTEN BY NICHOLAS STAFFORD IN A FORM TRENDS
ARTICLE « THE AUTOMOTIVE INDUSTRY IS GOING THROUGH AN EVOLUTIONARY ADJUSTMENT AS WE SEE THE EMER-
GENCE OF AN INDUSTRY-WIDE TRANSITION FROM INVESTMENT IN GASOLINE INTERNAL COMBUSTION ENGINE (ICE)
POWER TO BATTERY ELECTRIC POWER AND AUTONOMOUS VEHICLES ».

THE AUTOMOTIVE INDUSTRY IS IN A SHIFTING MOMENT THAT IS REVOLUTIONISING THE OBSOLESCENCE ORIENTED WAY
IN WHICH WE PRODUCED, USED AND DISPOSED OF CARS SINCE THE 1950S. SOCIAL CONSCIOUSNESS, ENVIRONMEN-
TAL AND WORK REGULATIONS, TECHNOLOGICAL PROGRESS AND EXTREME WEATHER CONDITIONS ARE PUSHING FOR
CHANGE. ALL COMBINED, IT IS LIKE ALL HUMANITY IS WAKING UP OUT OF CHILDHOOD INTO ADULTHOOD.

IN THE MOST RECENT YEARS, | HAVE SEEN SOME PROGRESS IN DIFFERENT AREAS. SOME CONSTRUCTORS HAVE
CONVERTED THEIR FIRST VEHICLES INTO ELECTRIC CARS, OTHERS HAVE IMPROVED THEIR PRODUCTION LINES, BUT IT
IS VERY FRUSTRATING FOR ME TO OBSERVE THAT NONE HAS DONE A COMPLETE WORK FROM A TO Z TO REALLY « (R)
EVOLUTIONISE » THE AUTOMOTIVE INDUSTRY TO FACE THE CHALLENGES OF THE 21ST CENTURY.

THE PROCESS OF THINKING, PRODUCING, USING AND RECYCLE ANY OBJECT, IN THIS CASE A VEHICLE, CAN'T BE DONE
ANYMORE WITHOUT CONSIDERING, INCLUDING AND INVOLVING ALL THE PROCESSES, PEOPLE AND PLACES THAT ARE
DIRECTLY AND/OR INDIRECTLY TOUCHED BY IT DURING ITS ENTIRE LIFE CYCLE.

AN ESSENTIAL AIM OF THIS VEHICLE, THROUGH ALL ITS LIFE CYCLE, IS TO REDUCE THE ARM TO NATURE TO ZERO, OR
TO ITS MINIMUM POSSIBLE.

THE ELECTRIFICATION OF VEHICLES OPENS UP NEW POSSIBILITIES AND HAS A DIRECT IMPACT ON THE USAGE, THE IN-
TERIOR SPACE, THE HANDLING AND DRIVING SENSATIONS.

THE BIG GOAL OF THIS PROJECT IS TO PROPOSE A VEHICLE THAT RECONCILIATES REASON WITH PASSION.
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/OBJECTIVE: A SUSTAINABLE LIFESTYLE_

LIVING IN 2025: STATE OF THE WORLD.

BASED ON THE CURRENT TRENDS, AND GIVEN THE CLOSENESS OF IT, IT IS EASY TO IMAGINE WHAT 2025 COULD LOOK
LIKE. WE KNOW THAT THE FUTURE STARTS NOW, BUT NO MATTER WHAT WE DO TODAY, WE WILL INHERIT A SERIES OF
UNSTOPPABLE THREATS LIKE GLOBAL WARMING, THE AGEING OF THE DEVELOPED COUNTRIES POPULATION OR THE
POPULATION INCREASE AND THEIR MIGRATION TOWARDS CITIES THAT WILL NEED DAMAGE LIMITATION. HOPEFULLY, WE
COULD BE FINALLY LEAVING THE PANDEMIC STATE OF COVID-19 TOWARDS AN ENDEMIC SITUATION. BUT THE ALL THE
SECONDARY HEALTH EFFECTS OF IT WILL STILL HAVE TO BE IDENTIFIED AND TREATED.

SCIENCE AND TECHNOLOGY WILL BE THE PILLARS OF A SUSTAINABLE FUTURE. HYPER CONNECTIVITY WILL CONTINUE ITS
EXPANSION IN ALL THAT WE'LL USE. COMMUNICATIONS AND TRANSPORTATION WILL CONTINUE THEIR RACE TOWARDS
HIGH CAPACITY/EFFICIENCY. TECHNOLOGY WILL ALSO HELP TO MET THE CLIMATE WARMING LIMITATION OBJECTIVES
THROUGH GREEN ENERGIES AND BY IMPROVING THE WAY WE WILL PRODUCE OUR INCREASING NEEDS OF RAW MATE-
RIALS AND FOOD.

Al, QUANTUM COMPUTING AND ROBOTISATION WILL START ENTERING OUR LIVES WITH THE OBJECTIVE OF IMPROVING
OUR PRODUCTIVITY AND EFFICIENCY. BUT IT COULD ALSO PRESENT A THREAT IF MISMANAGED.

ULTIMATE EXPRESSION OF HUMAN PROGRESS AND INEQUALITIES, SPACE TOURISM WILL CONTINUE ITS EXPANSION.
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GENERATIONAL REPARTITION IN 2025 @ Global Population, Aged 20-65

: : LIVING IN 2025: TARGET CUSTOMERS.
:  BORN - AGETODAY : AGEIN 2025
. : : =% THE PRIMARY TARGET CUSTOMERS ARE MOSTLY FROM THE GENERATIONS X, Y AND Z AS THEY ARE PROFESSIONALLY
SI|Ent . 1 9251 '53;45 b 96 ?6 S S 100 80 L ACTIVE AND CAN POTENTIALLY AFFORD BUYING/RENTING A CAR. BOOMERS ARE NOT EXCLUDED BUT ARE SECONDARY
Boomer P 19461964 0 /5-57 /9-61 ] ] TARGET.
007_ A i i : XYZ G 9
x 1945 -1979 564 - 47 60 - 464 : - EN REPRESENT 92,5% OF THE WORKFORCE IN 2025.
Millenials (Y) 1980 -1995 41 - 26 45 - 30 - THEIR NEEDS IN MOBILITY ARE INTENSIVE.
2 1996 -2009 25-12 29 -16 - i son - Lo - THEY HAVE IN COMMON TO HAVE LIVED THROUGH THE TRANSITION BETWEEN ANALOGICAL AND DIGITAL AND
LR LT R R Y PEP PP PP PR PPD TP PP RPN Err e e BETWEEN FOSSIL AND RENEWABLE ENERGY-FUELLED ECONOMIES.
A|pha 2010 -2025 11 15-0 mGenerationZ g Millennials mGeneration X @ Baby Boomers
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COVID GENERATIONS? IMPACT OF THE PANDEMIC ON GENERATIONS Y AND Z.

TRAVEL

AS REPORTED BY A 2021 SURVEY FROM DELOITTE, THE PANDEMIC HAS CHANGED THE PRIORITIES OF ALL THE WORLD'S
POPULATION. GENERATIONS X, Y AND Z ARE ESPECIALLY EAGER TO REGAIN THEIR FREEDOM AND WANT TO MAKE UP
FOR ALL THE LOST TIME, NOT ONLY DURING THE LOCKDOWNS, BUT FOR ALL WHAT THEY DIDN'T DO BEFORE THE PAN-
DEMIC. TWO-THIRDS OF GEN Y AND Z ARE «EXPECTING TO MAINTAIN OR INCREASE THEIR RATE OF PERSONAL OR WORK
TRAVEL AFTER PANDEMIC RESTRICTIONS ARE LIFTED».

ENVIRONMENT

AT THE SAME TIME, THE LOCKDOWNS ALSO SHOWN THAT CHANGE WAS POSSIBLE IN THE ENVIRONMENTAL ASPECT
AND THAT INDIVIDUAL ACTIONS CAN HAVE AN IMPACT. IN THE SAME DELOITTE SURVEY, ALMOST 70 % OF BOTH GENE-
RATIONS WERE OPTIMISTIC ABOUT THE FUTURE.

BUSINESS RELATIONSHIP
ALMOST A THIRD OF THE SURVEY'S RESPONDENT SAID THAT THEY STARTED, DEEPENED, STOPPED OR LESSED THEIR
CONSUMER RELATIONSHIP WITH BUSINESSES DUE TO THEIR POSITIVE OR NEGATIVE IMPACT ON THE ENVIRONMENT.

MENTAL HEALTH
SURPRISINGLY, THE LEVELS OF STRESS AND ANXIETY AMONG GEN Y AND Z HASN'T CHANGED DURING THE PANDEMIC.
THAT BEING SAID, IT REMAINED REALLY HIGH, PARTICULARLY FOR WOMEN.

% who strongly/tend to agree with the statement,
“The environmental changes seen during the
pandemic make me more optimistic”

MILLENNIALS 67%

0% h 10064

GEN Z5 69%

0% h 100%

LEVELS OF STRESS HAVE REMAINED HIGH THROUGHOUT
THE PANDEMIC, PARTICULARLY FOR WOMEN
Proportion who say they are stressed “all” or “most” of the time [%)
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have experienced
mental health issues

GenlZ

Millennials

Gen X

Boomers

Silent Gen

TOP STRESS DRIVERS
% who said the following factors contribute to stress

The svelfars ef ey Taemily

by lang-taren financial ftury

Lincertaity cner when LR pandermi: il end

My jobifcaneer prOspects

My darn-day finances

My pivpscalmental heald

The socislpoddicsl clmute

G4 Towhat extent oo each of the following contribute o your feelings of andety or stress? Base
A who feel stressed currendy, millennials 13415, o Gen 27557 B Milennials

MENTAL HEALTH : THE SOURCES OF STRESS AND ANXIETY IN GEN'S X, Y AND Z.

THE DELOITTE SURVEY DETECTED THAT THE LEVELS OF STRESS AND ANXIETY AMONG GEN Y AND Z HADN'T CHANGED
DURING THE PANDEMIC BUT WERE ALREADY REALLY HIGH, PARTICULARLY FOR WOMEN, PRIOR TO IT.

IN AN ARTICLE ABOUT MENTAL HEALTH, NATASHA DEVON (DEVON, N. (2021). SEEMS TO CONFIRM THAT THE GENERA-
TIONS X, Y AND Z ARE EXPERIENCING MORE MENTAL HEALTH ISSUES THAN THEIR PREDECESSORS.

THE DELOITTE SURVEY GOES INTO THE DETAILS OF WHAT GENERATES STRESS.
IT SEEMS THAT THE BIGGEST STRESS FACTORS ARE LINKED TO ANTICIPATING OR PLANNING THE FUTURE, LIKE THE JOB/
CAREER PROSPECTS, THE LONG-TERM FINANCIAL FUTURE OR THE FAMILIES WELFARE.

AS REPORTED BY THE WORLD HEALTH ORGANIZATION: “MENTAL HEALTH CONDITIONS CAN HAVE A SUBSTANTIAL EF-
FECT ON ALL AREAS OF LIFE, SUCH AS SCHOOL OR WORK PERFORMANCE, RELATIONSHIPS WITH FAMILY AND FRIENDS
AND ABILITY TO PARTICIPATE IN THE COMMUNITY. TWO OF THE MOST COMMON MENTAL HEALTH CONDITIONS, DEPRES-
SION AND ANXIETY, COST THE GLOBAL ECONOMY US$ 1 TRILLION EACH YEAR.”
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THE 2030 AGENDA FOR SUSTAINABLE DEVELOPMENT.

ADOPTED BY UNITED NATIONS MEMBER STATES IN 2015, THE 2030 AGENDA FOR SUSTAINABLE DEVELOPMENT FIXES
17 SUSTAINABLE DEVELOPMENT GOALS WHICH ARE AN URGENT CALL FOR ACTION BY ALL OF US. ALL COUNTRIES RE-
COGNIZE THAT ENDING POVERTY MUST GO HAND-IN -HAND WITH TACKLING CLIMATE CHANGE AND STRATEGIES THAT
IMPROVE HEALTH AND EDUCATION, REDUCE INEQUALITY AND SPUR ECONOMIC GROWTH.

2z | ENSURE SUSTAINABLE CONSUMPTION
QO | AND PRODUCTION PATTERNS

THE GLOBAL “MATERIAL FODTPRINT"

INCREASED BY 70%

senween 2000 1w 2017

%
1 MILLION 5 TRILLION
PLASTIC ORINKING BOTTLES SINGLE-USE PLASTIC BAGS

ARE PURCHASED ARE THROWN RWAY
EVERY MINUTE

=——[EVELOPING COUNTRIES ——

STILL HAVE VAST UNTAPPED POTENTIAL

FOR RENEWABLE ENERGY

NEW RENEWABLE ELECTRICITY CAPACITY

880 WATTS PER CAPITR _ 4K _ 218 WATTS PER CARITA
DEVELOPED COMNTRIES DEVELOPENG COMNTRIES

BY 2020,

=== ELECTRONIC WASTE ==
CONTINUES TO PROLIFERATE

AND 15 NOT DISPOSED OF RESPONSIBLY

EACH PERSON
GENERATED ABOUT l
7.3 KILOGRAMS T
OF E-WASTE 1.7 KILOGRAMS
m WAS RECYCLED

2018 @

DESPITE PROGRESS,

FOSSIL FUEL SUBSIDIES CONTINUE
TO THREATEN THE ACHIEVEMENT OF
THE PARIS AGREEMENT AND
2030 AGENDA

I
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e A TOTAL OF 700 POLICIES o THE 10-YEAR FRAMEWORK OF PROGRAMMES
of AND IMPLEMENTATION ACTIVITIES ~——= ON SUSTAINABLE CONSUMPTION AND PRODUCTION

WERE REPORTED

[FREM 83 COUNTRIES AND THE EORDPEAN UNION]

TAKE URGENT ACTION TO COMBAT
CLIMATE CHANGE AND ITS IMPACTS

THE CLIMATE CRISIS
CONTINUES,

LARGELY UNABATED

= RISING
BREENHOUSE BAS EMISSIONS
REQUIRE SHIFTING ECONOMIES

TOWARDS CARBON NEUTRALITY

CHRATNT GRCTASSUST el
] R

"a,
L

*'
15°C SCENARR v,
E |

s CLIMATE FINANCE

THE SUSTAINABLE DEVELOPMENT GOALS REPORT 202 1; UNSTATS.UN.ORG/SOGS/REFORT/ 2021/
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PRELIMINARY CONCLUSION.

THE LIFE AFTER THE PANDEMIC WILL BE DIFFERENT. AND FOR THE GENERATIONS X, Y AND Z, IT WILL MEAN A SUSTAI-
NABLE LIFE STYLE THAT EMBRACES EVERYTHING, FROM TRAVEL, TO SHOPPING AND POSSIBLY ALSO A BETTER LIFE-WORK
BALANCE THAT REDUCES STRESS AND ANXIETY.

MY OBJECTIVE IS TO RESPOND TO THESE POINTS WITH A SUSTAINABLE VEHICLE THAT ALLOWS ZERO EMISSIONS TRAVEL
IN A COMFORTABLE AND PEACEFUL MANNER. | SEE MY VEHICLE AS A PIECE OF A WIDER PUZZLE TOWARDS A MORE
SUSTAINABLE LIFE STYLE.
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/PROBLEMS AND QUESTIONS _

IDENTIFYING THE PROBLEMS AND POSSIBLE ANSWERS.

PROBLEMS

QUESTIONS

ANSWERS

CAR PRODUCTION IS HARMFUL FOR THE

.......
‘‘‘‘‘‘‘

o +How can we ™
ENVIRONMENT, ;
: produce, use e GRS
= @ VEHICLESLIFECYCLEISNOTSUSTAINABLE and upcycle <7
i FRIHEENMRDNISENE. _ carsinasus- | ~ ~ CRADLE TO CRADLE
;L; o DATTERIES ARE COMPLEX TO PRODUCE  “fainable way?-
O AND RECYCLE. o
Q T T
= @ LONG RANGE EV'S NEED LARGE AND ..
HEAVY BATTERIES.
Z prove use effi- * -~ FUELCELL
CING EFFICENCY. . distance travels /<< ~ = ~AERODYNAMISM
% and through 7~ MINIMALISM
e ime?
— COMPARED TO COMBUSTION VEHICLES it
£ T - ; .
<L = ® Ev's LACKS DRIVING SENSATIONS. SHow the vehicle: _— MINIMALISM
= icancontrbuteto® _ --
U (1] g CAR'SCULTURE/PHILOSOPHYARENOTIN  : improve mental i< - _
= T ° SYNCWITH SUSTAINABLE LIFE ‘- ] ~ SLOW LIFE

health?

..........

----------
.....

“TECHNOLOGY:

ECOLOGICAL

- CIRCULAR ECONOMY ="

.............
-® -
*

NARRATIVE BEHIND THE DESIGN
- HERITAGE

AERODYNAMICS o L ey - HUMAN CENTERED
FUEL CELL
............. s FUNCTIONAL
; ; j : LOGICAL ]
. - USER FRIEMDLY T o
. : HUMANIZED TECHNOLOGY [ » CAR PROPORTIONS
{ FROM THE ™. SA A B : MINIMALISM : | EMOTIONS
: INSIDE OUT ) & = i CIRCULARITY: -SIMPLE :
‘EXPERIENCE. " OD.IN- : TIMELESS
: i T 50 MORE WiTH ESS.-‘ 7 DRIVING SENSATIONS
.
.......................... AUTONOMY ., .+ «HOME SWEET HOME» INTERIOR
i MINIMALISM y
AERODYNAMICS ~~"romeess"™’ SLOW LIFE
-, &SLOWLIFE . - TIMELESS
. e - STRESSLESS
- MATURAL CYCLES

_________



P TAKED  iMAKED  iWASTE]
o s | || s
Z LINEAR ECONOMY
| .'. . . . .o. .o. .o.
= (CRADLE TO GRAVE)
Z 0000000000000 00000000000000000000000 o0 .‘.. ...' .... .... .... ) .. .. ’
CIRCULARITY: CHANGING HOW WE DO THINGS. D Y
AS DESCRIBED BY THE ELLEN MCARTHUR FOUNDATION, THE CIRCULAR ECONOMY IS BASED ON THREE PRINCIPLES, ALL DRIVEN BY DESIGN : WASTE & POLLUTION
1) ELIMINATE WASTE AND POLLUTION:
WE NEED TO CONSIDER WASTE AND POLLUTION AS DESIGN FLAWS RATHER THAN INEVITABLE BY-PRODUCTS OF THE THINGS WE MAKE.
BY CHANGING OUR MINDSET AND HARNESSING NEW MATERIALS AND TECHNOLOGY, WE CAN ENSURE THEY'RE NOT CREATED IN THE FIRST PLACE.
013 , - - - - - - - - - - - - - - — - - — — — — — — — — — — —
- 2) CIRCULATE PRODUCTS AND MATERIALS:
WE CAN DESIGN PRODUCTS TO BE REUSED, REPAIRED, OR REMANUFACTURED. BUT MAKING THINGS LAST FOREVER ISN'T THE ONLY SOLUTION.
WHEN IT COMES TO PRODUCTS LIKE FOOD OR PACKAGING, WE SHOULD BE ABLE TO KEEP THEM IN CIRCULATION, SO THEY DON'T END UP IN LANDFILL. DESIGN OUT
WASTE & ......-o . Cooo...'...
3) REGENERATE NATURE: POLLUTION
THERE'S NO CONCEPT OF WASTE IN NATURE. EVERYTHING IS FOOD FOR SOMETHING ELSE - A LEAF THAT FALLS FROM THE TREE FEEDS THE FOREST. 4
BY RETURNING NUTRIENTS TO THE SOIL AND OTHER SYSTEMS, WE CAN ENHANCE NATURAL RESOURCES. % . F
2 .-' NEW WAY . KEEP PRODUCTS
O CIRCULARECONOMY :
9 : TO DESIGN & MATERIALS
(CRADLE TO CRADLE) - 1
s . Y INUSE
O  sereereeseessessessiiiiiiiiiien, v 1 y
T
REGENERATE .
(UPCYCLING)



PRODUCTION. | USE | _END OF LIFE

. :  DESIGN ! o DRIVING : @ RECYCLING CREDITS  :
s : @ TESTING : © DISMANTLING PROCESS :
Z : : ] ; ] b
. |5 i ®MINING RAW MATERIALS : : E o« NON-RECYCLABLE
< : e TRANSPORT : : : : MATERIALS
CIRCULARITY: CONTROLLING THE LIFECYCLE. (Z) o 1 1 1 1 1
Q= i e MANUFACTURING 3 4 3 :  LANDFILL
THE LIFE CYCLE OF A PRODUCT CAN BE CONTROLLED IN TWO, NON-EXCLUDING WAYS: g e ASSEMBLY : : : :
i : o DISTRIBUTION
1) ACTIVE LIFE CYCLE CONTROL: 3
CONSISTS ON NON GIVING THE PROPERTY OF THE PRODUCT TO THE USER. THIS WAY, WHEN THE PRODUCT REACHES THE END OF ITS LIFE, THE OWNER - = = = - = - == = = == = = = = — = = = — = = — — — — 4= —
(TWH|CH IS ALSO WHO’BUILT IT) IS RESPONSIBLE OF ITS RETURN INTO THE SYSTEM BY A COMPLETE UP-CYCLING OR BY REPLACING THE NEEDED PARTS. : o LESS NEED OF NEW ! o LIGHTER VEHICLES : o DELAY THE END OF LIFE '
HE PRODUCT DOESN'T DISAPPEAR IN NATURE. : : 3 ] 3
014 52 i MATERIALS : « AERODYNAMICS ; : o BUY-BACK STRATEGY
2) PASSIVE/INDIRECT LIFE CYCLE CONTROL: Z 3 L_) 2 RECVCLAD WTIERIAL 3 : ® LONGER LIFE SPAN : ® RENTAL STRATEGY
CONSIST ON DESIGNING AND USING SIMPLE AND EASY TO MANUFACTURE, RECYCLE, ASSEMBLE AND DISASSEMBLE PARTS. SOME EXAMPLES COULD BE: 8 6 < : @ LESS & CLEAN TRANS- : o EASY TO REPAIR : :
- REDUCING THE AMOUNT OF PARTS, A=z= : PORT : : UPDATABLE
_ W< = e
NAKED AND ANODISED METALS INSTEAD OF CHEMICAL PAINTS, z S o RENEWABLE ENERGY :

- RECYCLED MONO-MATERIALS INSTEAD OF COMPOSITES,

- 3D PRINTING TO REDUCE OFFCUTS : o LOCAL/ NATIONAL : : : : :
SIRRIE SUPPLIERS e et e e et e w

LESS AND SIMPLER COMPONENTS AND MATERIALS ALSO HAVE A GREAT SECONDARY EFFECT; THEY REQUIRE LESS ENERGY TO BE PRODUCED.



SLOW LIFE.

THE SLOW MOVEMENT
THE SLOW MOVEMENT AIM IS TO RECONNECT US WITH FOOD, PLACES, PEOPLE AND LIFE BY SLOWING DOWN. IT'S AT THE BORDER BETWEEN ECOLOGY,
MINIMALISM, ORGANIC NUTRITION AND PHYSICAL AND MENTAL WELLBEING.

IN A WAY, AND WITHOUT KNOWING IT, A LOT OF PEOPLE HAVE EXPERIENCED CERTAIN ASPECTS OF SLOW LIFE DURING THE RECENT LOCKDOWNS, AND IT
WAS IN MOST CASES REALLY APPRECIATED. WE ALL STOPPED AND RECONNECTED WITH OURSELVES AND NATURE.

THE AIM OF THE SLOW MOVEMENT IS WELL EXPLAINED BY CARL HONORE (2004) «THE CENTRAL TENET OF THE SLOW PHILOSOPHY IS TAKING TIME TO DO
THINGS PROPERLY, AND THEREBY ENJOY THEM MORE.».

015_
DOWNSHIFTING

DOWNSHIFTING CONSISTS IN PEOPLE WHO ADOPT LONG-TERM VOLUNTARY SIMPLICITY IN THEIR LIFE. THEY ACCEPT LESS MONEY THROUGH FEWER WOR-
KED HOURS IN ORDER TO HAVE TIME FOR THE IMPORTANT THINGS IN LIFE. DOWNSHIFTERS ALSO PLACE EMPHASIS ON CONSUMING LESS IN ORDER TO
REDUCE THEIR ECOLOGICAL FOOTPRINT.

THERE ARE TWO PRIMARY ASPECTS TO DOWNSHIFTING. ONE IS ABOUT CONNECTION - CONNECTION TO LIFE, FAMILY, FOOD, PLACE - AND THE OTHER IS
ABOUT MAINTAINING A HEALTHY BALANCE - BALANCE IN THE PERSONAL, WORK, FAMILY, SPIRITUAL, PHYSICAL, AND SOCIAL ASPECTS OF THEIR LIFE.

BASICALLY DOWNSHIFTERS SEEK A LIFE FILLED WITH MORE PASSION AND PURPOSE, MEANING, FULFILMENT AND HAPPINESS. A LIFE TO LOOK BACK ON
WITH NO REGRETS.
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SCENARIO: THE GRAND TOUR, A HEALING JOURNEY.

FOR A SPECIES LIKE HUMANS, THAT ARE NATURALLY NOMADS, BEING IN LOCKDOWN DURING MONTHS WAS A TRAUMATIC EXPERIENCE. IT HAS SHOWED US
HOW PRECIOUS AND FRAGILE OUR FREEDOM WAS. IT HAS ALSO MOTIVATED TO TRAVEL EVEN MORE AND BETTER THAN BEFORE, ONCE ALL THE RESTRIC-
TIONS WILL BE LIFTED.

BUT IT RAISES A QUESTION: HOW TO TRAVEL BETTER?
THE QUESTION AUTOMATICALLY EXCLUDES TRAVELLING BY PLANE. THE SOLUTIONS ARE THEN « LIMITED » TO GROUD/WATER TRAVEL.
IN THE 17TH AND 18TH CENTURY, THE GRAND TOUR WAS AN EDUCATIONAL TRIP ACROSS EUROPE FOR YOUNG MEN OF THE UPPER-CLASS.

IT COULD LAST FROM A FEW MONTHS TO SEVERAL YEARS. THE OBJECTIVE WAS TO VISIT AND ADMIRE THE ARTISTIC WONDERS OF CLASSICAL ANTIQUITY AND
THE RENAISSANCE AND DISCOVER OTHER CULTURES AND ENJOY LOCAL GASTRONOMY.
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SCENARIO: THE GRAND TOUR, A HEALING JOURNEY.

IN 2025, A GRAND TOUR AROUND CONTINENTAL EUROPE SEEMS THE BEST WAY TO ENJOY LIFE, CELEBRATE THE RECOVERED FREEDOM AND TAKE A BREAK
FROM OUR DAILY STRESS. IT OFFERS A LARGE AMOUNT OF DESTINATIONS WITH AN INFINITY OF POSSIBLE STOPS AND EXPERIENCES ALONG THE WAY.

BUT IT HAS TO BE DONE IN A SUSTAINABLE WAY. ALTHOUGH HIGH SPEED RAILWAYS ARE SPREADING ACROSS THE CONTINENT, THEY CAN'T GO IN THE MOST
REMOTE (AND BEAUTIFUL) PLACES. THEREFORE, THE BEST WAY TO TRAVEL IS STILL AN AUTOMOBILE, ELECTRIC OF COURSE.

WHILE BATTERY EV’S ARE STILL LIMITED BY THE WEIGHT AND CAPACITY OF THEIR BATTERIES, FUEL-CELL VEHICLES ARE THE MOST EFFICIENT OPTION FOR
THIS KIND OF LONG DISTANCE TRAVEL (1000KM AND MORE).

THAT IS WHERE MY VEHICLE COMES INTO PLAY. IT IS A SUSTAINABLE CAR, BASED ON CIRCULARITY FOR ITS ENTIRE LIFE CYCLE, THAT CAN FIT 5 PEOPLE, IN A
RELAXING AND PEACEFUL SPACE THAT LEAVES THE PASSENGERS ENJOY THE JOURNEY AS MUCH AS THE DESTINATION. THE ATMOSPHERE IS MINIMALISTIC,
SIMPLE, ESSENTIAL. IT'S A BUBBLE THAT DISCONNECTS YOU FROM THE TECHNOLOGICAL AND VIRTUAL WORLD AND HELPS YOU RECONNECT WITH YOURSELF
AND NATURE.

COME AND ENJOY THIS HEALING JOURNEY!

ANXIETY/STRESS FREEDOM/TRAVEL FRIENDSHIP/SHARING

EXPERIENCE GASTRONOMY RECONNECT




018_

PERSONA.
GENERATION Y / MILLENIALS (BORN: 1980-1995 / AGE IN 2025: 45-30)

KEY WORDS: PROACTIVE / CONFIDENT / DIGITAL NATIVE / TEAM ORIENTED / TECH SAVVY / ENVIRONMENTALLY INVESTED

DURAND-LENOTRE FAMILY
ENGHIEN-LES BAINS, ILE DE FRANCE, FRANCE.

HENRY DURAND, 40, CYBER SECURITY EXPERT.
- FANNY LENOTRE, 38, Al ENGINEER.

YEARLY REVENUES: EUR 120k / OWNERS OF A 3-BEDROOM APARTMENT.

|F THE ACTIVITIES DURING THE WEEKDAYS ARE QUITE REPETITIVE (GOING TO WORK, GROCERIES, ETC.), THE WEEKENDS ARE MORE ORIEN-
TATED AROUND VISITING CULTURAL SITES WHILE STAYING IN NICE AIRBNB'S.

YEARLY SUMMER VACATIONS ARE GENERALLY ENJOYED WITH FRIENDS IN FRANCE OR IN CONTINENTAL EUROPE AS THEY DON'T WANT TO
USE AIRPLANES FOR SUSTAINABILITY REASONS. CHRISTMAS/NEW YEAR VACATIONS ARE SPENT ALTERNATIVELY WITH FANNY AND HENRY'S
PARENTS IN NORMANDY AND ALSACE.

TO MAKE THEIR TRAVELLING MORE PRACTICAL AND EXTEND ITS RANGE AWAY FROM THE BIG RAILWAYS LINES, THEY ARE LOOKING FOR A
SUSTAINABLE VEHICLE WITH A LARGE AUTONOMY, A GREAT INTERIOR SPACE THAT MAKES THE JOURNEY AS GOOD AS THE DESTINATION
ITSELF.

PERSONALITY

INTROVERT EXTROVERT
_——-
ANALYTICAL CREATIVE
.
CONSERVATIVE LIBERAI
1 — ]
PASSIVE ACTIVE
- n

CAR TASTE

ESTHETIC
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CONCLUSION.
THE CURRENT PANDEMIC IMPACT IS SO DEEP AND LARGE THAT WE WILL NEED SEVERAL YEARS TO MEASURE AND ANALIZE THEM PRECISELY.

MENTAL HEALTH WAS ALREADY AN ISSUE FOR A LARGE PORTION OF PEOPLE OF GENERATIONS X, Y AND Z BEFORE COVID-19. ONE OF THE RARE
POSITIVE CONSEQUENCES OF THE CRISIS WAS TO PUT THE SPOTLIGHT ON THIS ISSUE, REVEALING THAT IT WAS MORE EXTENDED THAN IMAGINED.
THE SILENCE ABOUT IT HAS BEEN BROKEN AND PEOPLE STARTED TO AKNOWLEDGE AND TREAT IT. THE MOST COMMON SYMPTOMS ARE ANXIETY
AND DEPRESSION AND ARE CAUSED BY STRESS AT WORK AND UNCERTAINTY ABOUT THE FUTURE.

THE REPEATED LOCKDOWNS HIGHLIGHTED HOW SLOWING DOWN COULD HELP HEALING NATURE AND HOW THE NEED FOR TRAVEL AND FREEDOM
AND ALL THE ENRICHING EXPERIENCES THAT COME WITH IT WERE UNDERESTIMATED WHILE TAKEN FOR GRANTED.

THE SLOW LIFE PHILOSOPHY SEEMS TO BE A REASONABLE AND BALANCED WAY TO RESPOND TO THESE ISSUES. SLOWING DOWN, FOCUSING ON
WHAT IS NATURAL, SIMPLE, ENJOYABLE, DOWNSHIFTING, EXPERIENCING REAL THINGS WITH REAL PEOPLE AND DISCONNECTING FROM OUR COM-
PUTERS, SMARTPHONES AND TABLETS.

THIS WAY OF TAKING THE TIME OF EXPERIENCING LIFE COULD BE THE SOLUTION TO THE MENTAL HEALTH ISSUES THAT COME WITH OUR MODERN
SOCIETES.




PERSONAL BRIEF.

BASED ON THE PREVIOUS CONCLUSION, THE OBJECTIVES OF THE PROJECT WILL BE:
- PROPOSE A SUSTAINABLE VEHICLE THAT FOLLOWS THE RULES OF CIRCULAR ECONOMY,
- PROPOSE A VEHICLE THAT PRIORITIZE THE WELLBEING AND PLEASURE OF ITS OCCUPANTS,
- PROPOSE A VEHICLE THAT PUTS THE FOCUS ON THE EXPERIENCE OF TRAVELLING,
- THE TRAVELLING EXPERIENCE HAS ALSO TO BE ABOUT THE JOURNEY,
- THE VEHICLE WILL PROMOTE MINMALISTIC VALUES, TO AVOID DISTRACTIONS AND ENHANCE THE RECONNECTION WITH
THE ENVIRONMENT AND PEOPLE,
- THE BRAND VALUES AND IMAGE SHOULD BE COMPATIBLE WITH THE PREVIOUS OBJECTIVES.




/SAAB, THE REBIRTH - THE NYTANDNING PROJEKT_

OLD AND NEW DNA, PHILOSOPHY, VALUES.

USING THE BRAND SAAB FOR MY PROJECT WAS AN EVIDENCE FROM THE BEGINNING, NOT ONLY BECAUSE MY FAMILY HAD
SEVERAL MODELS FROM THE BRAND AND | PERSONALLY ALWAYS WAS A BIG FAN, BUT ALSO DUE TO THE VALUES AND THE IMAGE
OF THE BRAND, ALWAYS ORIENTED TOWARDS INNOVATION, DYNAMISM, SAFETY, PRACTICALITY, ECOLOGY... ALL QUALITIES
PRESENTED IN AN ORIGINAL YET COHERENT WAY.

FOR DIFFERENT REASONS, THE BRAND HAD TO CEASE OPERATIONS IN 2012. SOME ASSETS WERE SOLD TO EVERGRANDE
THROUGH NEVS.

THE BRAND SAAB WASN'T SOLD AND ITS STILL THE PROPERTY OF SAAB AB.

LAST MONTHS, SOME RUMOURS THAT THE PRODUCTION ASSETS WERE AGAIN FOR SALE APPEARED, GIVING SOME NEW UNCER-
021_ TAINTY ABOUT THE FUTURE.

THIS SITUATION OPENS-UP THE DOOR TO THE IMAGINATION FOR AN HYPOTHETICAL COME-BACK, THE NYTANDNING PROJEKT

(PROJECT REAWAKENING IN SWEDISH).

FOR THIS REBIRTH, | PROPOSE TO UPDATE AND ENRICH THE BRAND'S VALUES IN LINE WITH MY RESEARCH CONCLUSIONS AND
PERSONAL BRIEF:

- SUSTAINABILITY THROUGH CIRCULARITY AND CRADLE TO CRADLE DESIGN,

- (GOING BACK TO THE AIRCRAFT ORIGINS OF THE BRAND, WITH A PARTICULAR EMPHASIS ON AERODYNAMICS AND, IN
THE INTERIOR, WITH A REAL COCKPIT EXPERIENCE THAT OFFERS NEW AND INCREASED DRIVING AND TRAVELLING
EXPERIENCES FOR THE DRIVER.

- FOR THE OTHER PASSENGERS, CREATING A LIVING SPACE WITH CODES FROM INTERIOR DESIGN, ESPECIALLY INSPIRED
BY THE HYGGE PHILOSOPHY.
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Vabis (18%1) Scania (1708)
|

Scania - Vabis (1711)

[1949)

i .LF-_. SR
SAAD

Saab (1937)

Ursaab logo (1746)

(1960s) (1969)

Saab Automobile AB
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© sanB

Saab Technologies (19%5)

Scania (20040)

Saab (2010)

THE NYTANDNING PROJEKT: FROM PLANES TO GRIFFINS.

THROUGH TIME, SAAB HAD SEVERAL LOGOS.
THE MOST ICONIC AND SYMBOLICALLY INTERESTING ELEMENTS ARE THE SCANIA GRIFFIN AND THE SAAB PLANE.

THE GRIFFIN WAS ORIGINALLY THE LOGO OF SCANIA AND WAS INSPIRED BY THE GRIFFIN OF THE COAT
OF ARMS OF THE SWEDISH CITY OF SKANE.

THE GRIFFIN IS A LEGENDARY CREATURE WITH THE BODY, TAIL AND BACK LEGS OF A LION AND THE HEAD
AND WINGS OF AN EAGLE.

IT SYMBOLIZES STRENGTH, INTELLIGENCE, COURAGE AND LEADERSHIP.

THE GRIFFIN IS PROPERTY OF SCANIA AND SAAB AB. THE NAME SAAB IS ALSO PROPERTY OF SAAB AB. BOTH NEED THE AP-
PROVAL OF THE OWNERS TO BE USED, WHICH THEY HAVEN'T GIVEN TO THE CURRENT OWNERS (NEVS).

] =

5N = THIS ITERATION OF THE 1949 LOGO STARTED TO APPEAR IN THE EARLY 60S.
; THE OBJECTIVE OF THIS REDESIGN WAS TO AMPLIFY THE AIRCRAFT HERITAGE.

NI
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THE NYTANDNING PROJEKT: S.A.A.B. SWEDISH AUTOMOTIVE AKTIEBOLAGET.

FOR THIS NEW CHAPTER, IT COULD BE INTERESTING TO SLIGHTLY CHANGE THE NAME OF THE BRAND IN ORDER TO REFLECT
MORE ACCURATELY ITS ACTIVITY WHILE KEEPING A CONNECTION TO THE PAST. THIS COULD ALSO AVOID LEGAL IMBROGLIOS.

AS AN ESSENTIAL ELEMENT OF A BRAND'S IDENTITY, THE LOGO HAS TO REFLECT THE HISTORY OF THE BRAND, ITS CURRENT
SITUATION AND ITS AMBITION FOR THE FUTURE. TO DO SO, IT WOULD BE NECESSARY TO UPDATE THE LOGO AS WELL, FOR
EXAMPLE, BY REPLACING THE GRIFFIN, NOT ONLY FOR LEGAL REASONS, BUT ALSO BECAUSE IT HAS HISTORICALLY ALWAYS BEEN
MORE RELATED TO SCANIA THAN SAAB.

NEW BRAND'S TYPOGRAPHY:

NEW POSSIBLE KEY SYMBOLS

The Propeller Plane
Reference tn the aircraft
heritage of the brand.

Swedish Airforce insignia
Mzkes reference to current
Saab fighter jets.

The Shield
Reference to the Ursaab logo.
symbolizes protection.

The Phoenix

Mythological immaortal bird
that arises from the ashes of
its predecessor.



j t E J | + THE NYTANDNING PROJEKT: FROM NINES TO NAMES.

n b F R < x ALMOST ALL SAAB MODELS USED A NUMERICAL NAME STARTING WITH THE NUMBER NINE. WITH THE EXCEPTION OF THE

SPORTS CARS SONETT, THE NON-NUMERICAL NAMES WERE ONLY USED FOR SOME CONCEPT CARS.

Fohu Urus urizas Ansuz Raide Hanu bo
[Fl1 |l.l vl “lfl"] I'.l-l IR] %, cl lﬂl

TO MARK THIS NEW ERA, | WANTED TO USE ONLY ALPHABETICAL NAMES THAT HAVE A SCANDINAVIAN ORIGIN, IN ORDER TO

H * l <> $ K Y E REALLY HIGHLIGHT THE CULTURAL ROOTS OF THE BRAND.

Tl ety 'ﬁ'; m & E:;,'_ﬂ"'[;,‘r' [f;f::';] '1:"“ GOING BACK TO MYTHOLOGY (PHOENIX LOGO), THE USE OF THE NORSE GODS IS INTERESTING BECAUSE THEY ARE ALL ASSO-
' CIATED WITH CERTAIN CHARACTERISTICS OR POWERS. THEY ALSO FORM A SORT OF HIERARCHY OR FAMILY THAT COULD EASILY

T B M F 1 P § ; BE USED FOR AN HYPOTHETICAL FUTURE DEVELOPMENT OF THE BRAND.

T"“'l"‘ ""B“'l‘“" EEE Enl “';a“." lf.ﬁ“ t'::::’;l'! T3] gz mn'}'ﬁ'r FOLLOWING THIS LOGIC, IT'S AN EVIDENCE FOR ME THAT THE FIRST MODEL HAS TO BE CALLED «ODIN».

Heimdall Baldur Brogi Idun Fjord

ODIN - ObINN

ODIN IS KNOWN AS THE FATHER OF ALL GODS.

HE WAS ONE OF THE MOST POWERFUL AND REVERED OF ALL THE NORSE GODS AND WAS ASSOCIATED WITH WISDOM,
KNOWLEDGE, HEALING, DEATH AND WAR.

HE ALSO RULED OVER VALHALLA.

Freyr Forseri Yrreie Mirmir




ODIN FREYJA

THE ALL-FATHER GODDESS OF LOVE
SEGMENT : F / SEDAN :  SEGMENT:S/HYPERCAR
FLAGSHIP / LUXURIOUS / ””” g i FLAGSHIP / PERFORMANCE /
THE RATIONAL FACE : ' THE PASSIONATE '
OF THE BRAND FACE OF THE BRAND

THE NYTANDNING PROJEKT: FAMILY MATTERS.

AS MENTIONED, USING THE NAMES OF NORSE GODS OFFERS THE ADVANTAGE OF CREATING A VIRTUAL HIERARCHY/FAMILY

HERMOD

TYR

THAT COULD EASILY BE USED FOR AN HYPOTHETICAL FUTURE DEVELOPMENT OF THE BRAND.

THIS NAME-BASED HIERARCHY ALSO OFFERS THE OPPORTUNITY TO CREATE A DESIGN NARRATIVE IN WHICH ONE OR MORE
025 GOD OF LIGHT GOD OF THUNDER GOD OF PEACE GOD OF MISCHIEF GOD OF SPEED GOD OF WAR PRINCIPAL VEHICLES (PARENTS) WOULD GIVE CERTAIN AESTHETIC TRAITS TO FUTURE MODELS (DESCENDENTS), CREATING A
- SEGMENT . C SEGMENT : D SEGMENT - E SEGMENT - S SEGMENT - S SEGMENT - J FAMILY WITH SIMILAR CHARACTERISTICS BUT STILL INDIVIDUALLY DISTINGUISHABLE.
HATCHBACK SEDAN / SEDAN / SPORTS CAR / GT MID-SIZE SUV ON THAT BASIS, IT SEEMED LOGICAL TO USE ODIN FOR THE FIRST VEHICLE OF THE BRANDS REBIRTH. A SECOND POTENTIAL
HATCHBACK HATCHBACK ROADSTER VEHICLE COULD USE THE NAME FREYJA (FRIGG).

PRACTICAL/ PRACTICAL/ ELEGANT / FUN / ELEGANT / REAL OFF-ROAD /

OYNAMIC / OYNAMIC 7 ST/ PERFORMANT / FAST / CLEGANT / BOTH WOULD BE THE FLAGSHIPS OF THE BRAND FROM WHICH ALL THE OTHER MODELS WOULD DERIVE IN TERMS OF AESTHE
PREMIUM. DESCENDANT OF LUXURIOUS. ACCESSIBLE / LUXURIOUS. LIGHTWEIGHT / TICS AND DESIGN PHILOSOPHY.
THE 2900. DESCENDANT OF DYNAMIC.
THE SONETT.
107'6 107"9 107:] 10‘1% 1079 10?’0
TlMELlNE .................................................................................................................... coe
ODIN FREYJA THOR LOKI BALDR HERMOD TYR

FREYR
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THE NYTANDNING PROJEKT: FACTORY RECONVERSION.

THE GREATEST ADVANTAGE OF BRINGING A BRAND LIKE SAAB «BACK TO LIFE» IS THAT YOU DON'T NEED TO BUILD A NEW IN-
FRASTRUCTURE WHICH CAN BE COSTLY, ESPECIALLY WITH SUSTAINABILITY IN MIND.

CONVERTING AN EXISTING INFRASTRUCTURE INTO SUSTAINABILITY IS LESS EXPENSIVE AND ARMFUL, AS YOU ARE UP-CYCLING
SOMETHING THAT ALREADY EXISTS INSTEAD OF CREATING SOMETHING NEW. THIS IS HIGHLY LESS IMPACTFUL FOR THE LOCAL
ECOSYSTEMS.

THE OLD SAAB FACTORY IS SITUATED IN TROLLHATTAN, IN THE SOUTH OF SWEDEN.

THERE 1S AN HYDROPOWER PLANT NEAR THE FACTORY THAT ALREADY PROVIDES GREEN ENERGY, BUT THE FACTORY COULD
EASILY COMPLETE THIS ENERGY SOURCE WITH SOLAR PANELS ON THE ROOF, FOR THE LONG SUMMER DAYS.

FOLLOWING THE PRINCIPLE OF CRADLE TO CRADLE, THE HEAT GENERATED BY THE PRODUCTION TOOLS COULD BE REUSED
FOR HEATING IN WINTER, AS WELL AS THE WATER FROM THE NEARBY GOTA ALV RIVER FOR COOLING IN SUMMER. THE WINDOWS
COULD BE INCREASED IN ORDER TO ENJOY THE NATURAL LIGHT OF THE LONG SUMMER DAYS AND REDUCE THE ELECTRICITY
CONSUMPTION. IN ADDITION TO THE SOLAR PANELS, THE ROOF COULD ALSO BE COVERED WITH VEGETATION IN ORDER TO
IMPROVE THERMAL INSULATION AND COOLING BY KEEPING THE RAIN WATER AND PROVIDE SHELTER AND FOOD FOR LOCAL
INSECTS AND BIRDS.




/SAAB ODIN_

FROM THE INSIDE OUT, INTERIOR ARCHITECTURE STUDY.

INSPIRED BY THE JET FIGHTER GRIPEN
2 SEATER ; 4 SEATER

5 SEATER 5 SEATER MODULARITY

LOUNGE S0
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2 SEATER

Wy ed o

4 SEATER .

ncreasing dmmg sensations | 4+ (4

Moduladty/Practicality ... ._i.

Potential application
Market segment
Potential competitors
Battery powered

Sports/Hyper car
5

@R To:la Roadster
A d

SRSl Forsche Taycan

== Lotus Bvi ja

Pininfarina Battista |

Family/Travel car
D/E |

E Tesla Model 3

Mercedes EQE
B —ms BMW i4

& Folestar 2

Family/Travel car
F

il Tosla Model S

& Mercedes EQS
@ Lucid Air
i A\udi ETron GT

- Solar Dowered

- Fuel cell powered

: _ Fimac Nevera
| AW, Hyoerion XP1

W Lightyear One
Hopium hMachina

Rimac Mevera

MARKET SEGMENTATION.
e Lightyear One
LUXURY
S VercedesEQS | = oo oo
= SAAB ODIN
(i Audi E-Tron GT
1 ELIR V00
e Tesla Model 5
B \ecedes EQE [0
W Lucid Ar
j“""-___-;‘ BMW id T EUR&0DE
w Tesla Model 3
B.EV w Eolestar 2 PRENHLIM FC-EV
| A= J L SDLAR-E\J
@GN 7ol Roadster o S—
Sl Porsche Taycan
= EUR 500K
N A Hyperion XP1
Lotus Evija o, W——
AR .
Fininfarina Battista HYPERCAR



FUEL CELL HYDROGEN. PACKAGE STUDY.

A Fuel Cell is an electrochemical energy conversion device. It utilizes hydrogen and oxygen to generate electricity, heat and FUEL CELL HYDROGEN
water,

@ The hydrogen atoms enter the anode. N

@ The atoms are stripped of their electrons in the anode.

The positively charged protons pass through the cathode and @ -
O the negatively charged electrons are forced through a circuit, '

generating electricity. .
. @Lower height @Lomgevity @Faster refuelling (X)Green/blue Hydrogen not guaranteed
028 After passing through the circuit, the elctrons combine with ” - e 4 | |
- @ the protons and oxygen from the air to generate the fuel cell's ¢ @L\ghter @Better autonomy ®L955 refuelling stations
by products; water and heat. .
‘ BATTERIES

GREEN HYDROGEN

This HZ is generated exclusively with renewable
energies like solar or wind. It is zero CO2 emis-
sions.

PURPLE HYDROGEN
This H2 is generated with Nuclear power. It is
also zero C02 emission.

(x)Batteries production (X)Weight ®Bad mass-compounding (Y)Future solid state batteries

®Batteﬂes recycling ®Higher height ®Batteﬂes longevity @Rechargmg stations
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FUEL CELL PACKAGE STUDY.

100% RECYCLED ALUMINIUM

THE CHASSIS IS EXCLUSIVELY MADE WITH ALUMINIUM. THIS ALLOWS A REALLY
GOOD RIGIDITY, LIGHTNESS AND THE MATERIAL CAN BE RECYCLED UNLIMITEDLY
WITHOUT LOSING ITS QUALITIES.

PACKAGE AND BENCHMARK.

ELECTRIC MOTOR
B HYDROGEN TANKS
@ FUEL cELL

BATTERY

N COOLING UNIT

LENGTH : 5597mm :
WIDTH: 1800mm @
HEIGHT: 1412mm

WHEELBASE: 3430mm

TESLA MODEL S_

545" | 148 gn

le— a8 (Mas]] 296 em—

88 (1967 | 897 e ——————
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AERODYNAMICS.

AERODYNAMISM IS A KEY ELEMENT OF SAAB'S IDENTITY.
IT IS ALSO A TOOL THAT HELPS BEING MORE SUSTAINABLE WHEN USING A VEHICLE.

THE OBJECTIVE OF AN AERODYNAMIC CAR IS TO REQUIRE LESS ENERGY TO FIGHT AIR RESISTANCE (DRAG).
THERE ARE VARIOUS WAYS TO DO SO;

- REDUCING THE FRONTAL SURFACE,

- REDUCING THE COEFFICIENT OF DRAG.

BASED ON THAT, IT'S EASY TO UNDERSTAND THAT A LOWER AND LONGER CAR WILL BE AERODYNAMICALLY MORE EFFICIENT.

HATCHBACK FASTBACK SEDAN

AS EXPLAINED IN A VIDEO FROM ENGINEER JULIAN EDGAR IN HIS YOUTUBE CHANNEL, IN THE AIR TUNNEL, IT BECOMES EVIDENT THAT
SEDANS AND FASTBACKS GENERATE LESS TURBULENCE THAN HATCHBACKS.

CONCLUSION

WHEN ADDING THE EFFICIENCY AND SUSTAINABILITY OBJECTIVES WITH THE BRAND'S AERODYNAMICS HERITAGE AND THE LOWER HEIGHT
ALLOWED BY THE FUEL CELL PACKAGE, IT BECOMES CLEAR THAT THE SAAB ODIN HAS TO BE A SEDAN OR A FASTBACK. OR MAYBE A MIX
OF THE TWO.

GUIDING THE HOT AIR (FASTER) FROM
THE ELECTRIC ENGINES AND THE FUEL
CELL UNIT TOWARDS THE BOTTOM/BACK
OF THE CAR CONTRIBUE TO REDUCE THE
DRAG AND INCREASE THE STABILITY AT
HIGH SPEED.



INTERIOR INSPIRATIONS. PROTECTION PEACEFUL

IT ALL STARTED FROM THE FEELING OF COSINESS AND COMFORT OF A WINTER LIGHT ON A TABLE.

NATURAL

NGGE HOME SWEET HOME

MINIMALISM

THE WINDOW LOUVERS PARTIALLY OBSTRUCTED THE SUNLIGHT, CREATING A CONTRAST BETWEEN THE WARMTH AND HOPE OF THE LIGHT
AND THE COLDNESS OF THE SHADE.




INTERIOR RESEARCH.
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INTERIOR RESEARCH.
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EXTERIOR INSPIRATIONS.
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THE LOUVER SHADES THAT INSPIRED THE INTERIOR MADE ME THINK ABOUT THE LAMINAR FLOW IN A WIND TUNNEL.
THIS ALLOWED TO CREATE A CONNECTION BETWEEN THE INTERIOR AND THE EXTERIOR.



EXTERIOR RESEARCH.

“ DIRECTION 1
. HATCHBACK




EXTERIOR RENDERS.

KEY SKETCH_

4 i ] i
N s "
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REINTERPRETING THE CLASSIC DESIGN CODES WITHOUT FALLING INTO RETRO-DESIGN_




EXTERIOR RENDER.
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THE INTERIOR'S ARCHITECTURE IS INSPIRED BY
THE JET FIGHTER SAAB GRIPEN, WITH THE PASSEN-
GERS ARRANGED IN A 1-2-2 POSITION.

THE DRIVER IS PLACED IN THE CENTER, WHICH
IMPROVES THE CAR’'S HANDLING AND PROVIDES A
UNIQUE DRIVING EXPERIENCE.

COMMANDS AND INSTRUMENTS ARE ORGANIZED TO PRESERVE THE SE-
RENE ATMOSPHERE OF THE COCKPIT AND KEEP THE DRIVER FOCUSED
ON THE DRINVING. LIKE IN A PLANE, THE MOST IMPORTANT INFORMA-

TION ARE PROJECTED ON THE HEADUP DISPLAY.

THE LARGE WINDOWS ALLOW A PANORAMIC AND UNOBSTRUCTED VIEW

OF THE ROAD AHEAD.
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[ALL FORWARD SEATING ARRANGEMENT] [LOUNGIE SEATING ARRA NG EMHIZNT

THE COCKPIT DESIGN IS CONCEPTUALIZED AS A HEALING AND RELAXING ENVIRONMENT,
CURATED TO ENHANCE THE JOURNEY EXPERIENCE.

THE LARGE WINDOWS ARE THOUGHTFULLY DESIGNED IN TANDEM WITH LOUVERS TO CREATE

A CAPTIVATING PLAY OF NATURAL LIGHT AND SHADOWS, IMBUING THE SPACE WITH A SE-
RENE AND TRANQUIL AMBIANCE.

THE USE OF NATURAL MATERIALS AND A SOFT COLOR PALETTE FURTHER ADDS TO THE
PURITY, PEACE, AND QUIETNESS OF THE SPACE, PROVIDING AN OASIS TO DISCONNECT
FROM THE MODERN TURMOILS AND RECONNECT WITH ONESELF AND NATURE.




INSPIRED BY FURNITURE, THE SEATS CONTRIBUTE TO THE LOUNGE ATMOSPHERE WHILE PRO-
VIDING GREAT COMFORT DURING LONG DISTANCE TRAVELS.
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A MINIMALISTIC AND NATURAL EXPERIENCE FOR THE PASSENGERS_

TO KEEP UNCLUTTERED
SURFACES, FUNCTIO-
NAL COMMANDS ARE
REPLACED BY FABRIC
TOUCH SCREENS WITH
HAPTIC RESPONSE.

LOCALLY SOURCED, CIRCULARAND SOCIALLY SUSTAINABLE MATERIALS_

RECYCLED RECYCLED
BIO-ETHICAL BIO-ETHICAL
COTTON. COTTON.

LAT. PANELS,
DASHBOARD.

RECYCLED
CLEAR OAK.

LAT. PANELS,
DASHBOARD,

STEERING WHEEL.

RECYCLED
BIO-ETHICAL
WHOOL.

CARPET.

RECYCLED
BRUSHED
ALUMINIUM

SEAT STRUCTURE,
STEERING WHEEL.



TO UPGRADETHE PICNIC STOPS, ODIN
IS FURNISHED WITH A HIGH QUALITY
TABLEWARE SET FOR 5 PERSONS.

ik B | C G itk

O N

THE ROOF DLO IS ALSO A SO-
LAR PANEL. ITS SHAPE REPRE-
SENTS IGGDRASIL, THE MY-
THOLOGICAL NORDIC TREE
OF WORLDS.

THE TRUNK/BOOT IS EQUIPPED WITH
A 5 PERSON LUGGAGE SET. IT ALSO
PROVIDES SEATING FOR TWO.
















047_

ABLIOGRAPHY_

McDoNouGH, W. BRAUNGART, M. (2008). CRADLE TO CRADLE VINTAGE RANDOM HOUSE.
Le QUEMENT, P. (2019). DESIGN BETWEEN THE LINES MERRELL PUBLISHERS.

SAAB AUTOMOBILE AB. (1995). FORME & FONCTION SAAB AUTOMOBILE AB.

LEWIN, T. BORROFF, R. (2010). How To DEeSIGN CARS LIKE A PRO MOTORBOOKS.

MACEY, S. WARDLE, G. (2014). H POINT, THE FUNDAMENTALS OF CAR DESIGN & PACKAGING (2ND ED.). DESIGN STUDIO
PRESS.

TUNBERG, A. (1993). SAAB 900, UNE HISTOIRE SUEDOISE NORDEN PUBLISHING HOUSE LTD.
TUNBERG, A. (1997). SAAB 9-5, UNE HISTOIRE DE PERSONNALITES NORDEN PUBLISHING HOUSE LTD.
LEWIN, T. (2017). SPEED READ, CAR DESIGN QUARTO PUBLISHING GROUP USA INC.

ANDERSON, P. (2015). THE VANILLA DAYS ARE OVER, THE STORY BEHIND THE DESIGN OF VoLvo CoNCEPT CouPE, XC
CouPE AND ESTATE VoLvo CAR GROUP LIFESTYLE COLLECTION.

MEADOWS, J. (2018). VEHICLE DESIGN, AESTHETIC PRINCIPLES IN TRANSPORTATION DESIGN ROUTLEDGE.

CoLE, L. (2021). SAAB CELEBRATION, SWEDISH STYLE REMEMBERED PEN & SWORD BOOKS LTD.

/REFERENCES_

STAFFORD, N. (2021). TRANSITIONAL FORMS: THE SHAPE OF THINGS TO COME FORM TRENDS HTTPS://WWW.FORMTRENDS.
COM/TRANSITIONAL-FORMS-THE-SHAPE-OF-THINGS-TO-COME/

LETTINK, A.(2019). NO, MILLENNIALS WILL NOT BE 75% OF THE WORKFORCE IN 2025! ANITALETTINK.COM HTTPS://
WWW.ANITALETTINK.COM/2019/09/NO-MILLENNIALS-WILL-NOT-BE-75-OF-THE-WORKFORCE-IN-2025-OR-EVER/

DELOITTE. (2021). DELOITTE GLOBAL MILLENNIAL SURVEY REPORT. HTTPS://WWW2.DELOITTE.COM/CONTENT/DAM/DE-
LOITTE/GLOBAL/DOCUMENTS/2021-DELOITTE-GLOBAL-MILLENNIAL-SURVEY-REPORT.PDF

CORPORATE FINANCE INSTITUTE. (2021). HTTPS://CORPORATEFINANCEINSTITUTE.COM/RESOURCES/KNOWLEDGE/OTHER/
MILLENNIALS/

CORPORATE FINANCE INSTITUTE. (2021). HTTPS://CORPORATEFINANCEINSTITUTE.COM/RESOURCES/KNOWLEDGE/OTHER/
GEN-X/

DevoN, N. (2021). HOW WOULD YOU FEEL ABOUT TAKING A MENTAL HEALTH SICK DAY? MILKROUND.COM. HTTPS://WWW.
MILKROUND.COM/ADVICE/MENTAL-HEALTH-SICK-DAYS

WORLD HEALTH ORGANIZATION. (2021). HTTPS://WWW.WHO.INT/HEALTH-TOPICS/MENTAL-HEALTH#TAB=TAB_2

UNITED NATIONS. (2021). UNITED NATIONS, DEPARTMENT OF ECONOMIC AND SOCIAL AFFAIRS. HTTPS://SDGS.UN.ORG/
GOALS

ELLEN MCARTHUR FOUNDATION. (2021). HTTPS://ELLENMACARTHURFOUNDATION.ORG/VIDEOS/EXPLAINING-THE-CIRCU-
LAR-ECONOMY-RETHINK-PROGRESS

HONORE, C. (2004). IN PRAISE OF SLOW HARPERSANFRANCISCO.

EDGAR, J.(2020). AERODYNAMIC DRAG AND LIFT OF DIFFERENT CAR BODY SHAPES YOUTUBE.COM HTTPS://WWW.YOUTUBE.
coM/WATCH?v=N7EYKVEL7Ds&T=473s



THANK YO




