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«It 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...»

Antoine de Saint-Exupéry
Aviator and writer, 1900-1944.

Terre des Hommes, 1939.
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ABSTRACT_ 

004_

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. 

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.



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, I 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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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.
AI, 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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LIVING IN 2025: TARGET CUSTOMERS.

The primary target customers are mostly from the generations X, Y and Z as they are professionally 
active and can potentially afford buying/renting a car. Boomers are not excluded but are secondary 
target.

 - XYZ Gen represent 92,5% of the workforce in 2025. 

 - Their needs in mobility are intensive. 

 - They have in common to have lived through the transition between analogical and  digital and 
               between fossil and renewable energy-fuelled economies.
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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. 
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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.
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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. I 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.
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CIRCULARITY: CHANGING HOW WE DO THINGS.

As described by the Ellen McArthur Foundation, the circular economy is based on three principles, all driven by design : 

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.

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.

3)  Regenerate nature:
      There’s no concept of waste in nature. Everything is food for something else – a  leaf that falls from the tree feeds the forest. 
      By returning nutrients to the soil and other systems, we can enhance natural resources.
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CIRCULARITY: CONTROLLING THE LIFECYCLE.

The life cycle of a product can be controlled in two, non-excluding ways:

1)  Active life cycle control:
     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    
     (which is also who built it) is responsible of its return into the system by a complete up-cycling or by replacing the needed parts. 
     The product doesn’t disappear in nature.

2)  Passive/indirect life cycle control:
     Consist on designing and using simple and easy to manufacture, recycle, assemble and disassemble parts. Some examples could be:
 -  Reducing the amount of parts,
 -  Naked and anodised metals instead of chemical paints,
 -  Recycled mono-materials instead of composites,
 -  3D printing to reduce offcuts

Less and simpler components and materials also have a great secondary effect; they require less energy to be produced.
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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 Honoré (2004) «The central tenet of the slow philosophy is taking time to do 
things properly, and thereby enjoy them more.».

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!
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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, AI Engineer.

Yearly revenues: EUR 120k / Owners of a 3-bedroom apartment.

If 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.
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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.
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SAAB, THE REBIRTH -  THE NYTÄNDNING 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 I 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-
tainty about the future.
This situation opens-up the door to the imagination for an hypothetical come-back, the Nytändning Projekt 
(Project Reawakening in Swedish).

For this rebirth, I 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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THE NYTÄNDNING 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 Skåne.
   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).

   This iteration of the 1949 logo started to appear in the early 60s. 
   The objective of this redesign was to amplify the aircraft heritage.
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THE NYTÄNDNING 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:



024_

THE NYTÄNDNING PROJEKT :  FROM NINES TO NAMES.

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.

To mark this new era, I wanted to use only alphabetical names that have a scandinavian origin, in order to 
really highlight the cultural roots of the brand.

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 
be used for an hypothetical future development of the brand.

Following this logic, it’s an evidence for me that the first model has to be called «ODIN».

ODIN - Óðinn

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.
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THE NYTÄNDNING PROJEKT :  FAMILY MATTERS.

As mentioned, using the names of Norse gods offers the advantage of creating a virtual hierarchy/family 
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 
principal vehicles (parents) would give certain aesthetic traits to future models (descendents), creating a 
family with similar characteristics but still individually distinguishable.

On that basis, it seemed logical to use Odin for the first vehicle of the brands rebirth. A second potential 
vehicle could use the name Freyja (Frigg).

Both would be the flagships of the brand from which all the other models would derive in terms of aesthe-
tics and design philosophy.

ODIN

ODIN

THE ALL-FATHER
SEGMENT : F / SEDAN

FLAGSHIP / LUXURIOUS / 
THE RATIONAL FACE 

OF THE BRAND

GOD OF LIGHT

SEGMENT : C

HATCHBACK

PRACTICAL / 
DYNAMIC / 
PREMIUM.

GOD OF THUNDER

SEGMENT : D

SEDAN /
HATCHBACK

PRACTICAL / 
DYNAMIC / 

DESCENDANT OF 
THE 900.

GOD OF PEACE

SEGMENT : E

SEDAN /
HATCHBACK

ELEGANT / 
FAST / 

LUXURIOUS.

GOD OF MISCHIEF

SEGMENT : S

SPORTS CAR /
ROADSTER

FUN / 
PERFORMANT / 
ACCESSIBLE /

DESCENDANT OF 
THE SONETT.

GOD OF SPEED

SEGMENT : S

GT

ELEGANT / 
FAST / 

LUXURIOUS.

GOD OF WAR

SEGMENT : J

MID-SIZE SUV

REAL OFF-ROAD / 
ELEGANT / 

LIGHTWEIGHT /
DYNAMIC.

GODDESS OF LOVE
SEGMENT : S / HYPERCAR

FLAGSHIP / PERFORMANCE / 
THE PASSIONATE 

FACE OF THE BRAND

FREYJA

FREYJA

BALDR

BALDR

2025
2026

2027
2028

2029
2030

TIMELINE

THOR

THOR

FREYR

FREYR

LOKI

LOKI

HERMOD

HERMOD

TYR

TYR
...
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THE NYTÄNDNING 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 Trollhättan, in the South of Sweden.

There is 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 Göta älv 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.
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SAAB ODIN_ 

FROM THE INSIDE OUT, INTERIOR ARCHITECTURE STUDY.

MARKET SEGMENTATION.
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FUEL CELL HYDROGEN. PACKAGE STUDY.

FUEL CELL HYDROGEN

Lower height Longevity

Better autonomy

Faster refuelling

Less refuelling stations

Green/blue Hydrogen not guaranteed

Lighter

Future solid state batteries 

Recharging stations

Weight

Batteries recycling Higher height

Batteries production Bad mass-compounding

Batteries longevity

BATTERIES



FUEL CELL PACKAGE STUDY. PACKAGE AND BENCHMARK.

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.
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TESLA MODEL S_

MERCEDES-BENZ EQS_
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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.

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.

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.

HATCHBACK FASTBACK SEDAN

AERODYNAMICS.
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INTERIOR INSPIRATIONS. PROTECTION

HOME SWEET HOME
MINIMALISM

NATURAL
PEACEFUL

HYGGE

I t  a l l  s t a r t e d  f r o m  t h e  f e e l i n g  o f  c o s i n e s s  a n d  c o m f o r t  o f  a  w i n t e r  l i g h t  o n  a  t a b l e .

T h e  w i n d o w  l o u v e r s  p a r t i a l l y  o b s t r u c t e d  t h e  s u n l i g h t ,  c r e a t i n g  a  c o n t r a s t  b e t w e e n  t h e  w a r m t h  a n d  h o p e  o f  t h e  l i g h t 
a n d  t h e  c o l d n e s s  o f  t h e  s h a d e .
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INTERIOR RESEARCH.



033_

INTERIOR RESEARCH.
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EXTERIOR INSPIRATIONS.

T h e  l o u v e r  s h a d e s  t h a t  i n s p i r e d  t h e  i n t e r i o r  m a d e  m e  t h i n k  a b o u t  t h e  l a m i n a r  f l o w  i n  a  w i n d  t u n n e l .
T h i s  a l l o w e d  t o  c r e a t e  a  c o n n e c t i o n  b e t w e e n  t h e  i n t e r i o r  a n d  t h e  e x t e r i o r .
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EXTERIOR RESEARCH.

D I R E C T I O N  1  : 
H A T C H B A C K

D I R E C T I O N  2  : 
S E D A N
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EXTERIOR RENDERS.
K E Y S K E TC H _

R E I N T E R P R E T I N G  T H E  C L A S S I C  D E S I G N  C O D E S  W I T H O U T  F A L L I N G  I N T O  R E T R O - D E S I G N_
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EXTERIOR RENDER.
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3D RENDERS.

T h e  i n t e r i o r ’ s  a r c h i t e c t u r e  i s  i n s p i r e d  b y 
t h e  j e t  f i g h t e r  S a a b  G r i p e n ,  w i t h  t h e  p a s s e n -
g e r s  a r r a n g e d  i n  a  1 - 2 - 2  p o s i t i o n . 
T h e  d r i v e r  i s  p l a c e d  i n  t h e  c e n t e r ,  w h i c h 
i m p r o v e s  t h e  c a r ’ s  h a n d l i n g  a n d  p r o v i d e s  a 
u n i q u e  d r i v i n g  e x p e r i e n c e .

C o m m a n d s  a n d  i n s t r u m e n t s  a r e  o r g a n i z e d  t o  p r e s e r v e  t h e  s e -
r e n e  a t m o s p h e r e  o f  t h e  c o c k p i t  a n d  k e e p  t h e  d r i v e r  f o c u s e d 
o n  t h e  d r i n v i n g .  L i k e  i n  a  p l a n e ,  t h e  m o s t  i m p o r t a n t  i n f o r m a -
t i o n  a r e  p r o j e c t e d  o n  t h e  h e a d u p  d i s p l a y .

T h e  l a r g e  w i n d o w s  a l l o w  a  p a n o r a m i c  a n d  u n o b s t r u c t e d  v i e w 
o f  t h e  r o a d  a h e a d .
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T h e  c o c k p i t  d e s i g n  i s  c o n c e p t u a l i z e d  a s  a  h e a l i n g  a n d  r e l a x i n g  e n v i r o n m e n t , 
c u r a t e d  t o  e n h a n c e  t h e  j o u r n e y  e x p e r i e n c e .

T h e  l a r g e  w i n d o w s  a r e  t h o u g h t f u l l y  d e s i g n e d  i n  t a n d e m  w i t h  l o u v e r s  t o  c r e a t e 
a  c a p t i v a t i n g  p l a y  o f  n a t u r a l  l i g h t  a n d  s h a d o w s ,  i m b u i n g  t h e  s p a c e  w i t h  a  s e -
r e n e  a n d  t r a n q u i l  a m b i a n c e . 

T h e  u s e  o f  n a t u r a l  m a t e r i a l s  a n d  a  s o f t  c o l o r  p a l e t t e  f u r t h e r  a d d s  t o  t h e 
p u r i t y ,  p e a c e ,  a n d  q u i e t n e s s  o f  t h e  s p a c e ,  p r o v i d i n g  a n  o a s i s  t o  d i s c o n n e c t 
f r o m  t h e  m o d e r n  t u r m o i l s  a n d  r e c o n n e c t  w i t h  o n e s e l f  a n d  n a t u r e .

[ A L L  F O R W A R D  S E A T I N G  A R R A N G E M E N T ] [ L O U N G E  S E A T I N G  A R R A N G E M E N T ]
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Inspired by furniture, the seats contribute to the lounge atmosphere while pro-
viding great comfort during long distance travels.
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A  M I N I M A L I S T I C  A N D  N A T U R A L  E X P E R I E N C E  F O R  T H E  P A S S E N G E R S_

To keep  uncluttered 
surfaces, functio-
nal commands are 
replaced by fabric 
touch screens with 
haptic response.

LOCALLY SOURCED, CIRCULAR AND SOCIALLY SUSTAINABLE MATERIALS_

RECYCLED 
BIO-ETHICAL 

COTTON.

SEATS. SEATS, 
LAT. PANELS,
DASHBOARD.

LAT. PANELS,
DASHBOARD, 

STEERING WHEEL.

CARPET. SEAT STRUCTURE, 
STEERING WHEEL.

RECYCLED 
BIO-ETHICAL 

COTTON.
RECYCLED 

CLEAR OAK.

RECYCLED 
BIO-ETHICAL 

WHOOL.

RECYCLED 
BRUSHED 

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

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

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

W E L C O M E  O N  B O A R D
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