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Abstract

Volvo Abisko is proposing the possibility to experience 
the Arctic wilderness and the surrounding nature in 
a responsible way. The author has been hiking in the 
north, every time asking - what if everybody could 
experience this? Would it be possible to get into the 
wild with minimal impact on the environment? What 
if you wouldn’t need the expertise, the knowledge, or 
even the equipment to get into the pristine nature and 
to interact with the untouched Arctic? Volvo Abisko 
is representing the dream of offering this experience 
for a broader audience. Abisko - Ábeskovvu in the 
Same language - is one of the oldest national parks 
in Northern Sweden, which has been home to the 
Sami who followed herds of wilds between the forest 
land and the mountains. Ábeskovvu - “the forest by 
the great water”, where “the great water” refers to 
Scandinavia’s largest mountain lake Torneträsk.

There were several moral questions during the 
process - is it the right choice to encourage people 
to visit these pristine areas? If the goal is to reduce 
the impact on nature, is it the right choice to create a 
physical service in such a fragile region? During the 
research and process, the decision was to design 
something that people can physically visit. Even if the 
digital appliances open a lot of opportunities, such as 
virtual traveling by virtual reality, the author believes 
that the experience is ideal when the user can engage 
all the senses to feel the surrounding nature. The 
idea of proposing sustainable development through 
design, instead of restricting access from people to 
certain regions, was quiding the project during the 
way.

The creative process followed the boundaries set by 
the research, and the seamless functionality of the 
whole service was the priority. Analog sketching was 
the primary tool to discover shapes, and exploring 
the form in 3D helped to understand the space and to 
make multiple objects to work as one.

The design focus of this project is transportation as a 
service, which is applied to the growing Arctic tourism 
sector. The concept includes an electric vertical take-
off vehicle (eVTOL) and a cabin, which is designed to 
be used with the vehicle. The vehicle enables a safe 
and exciting journey into the wild, letting the users 
observe the environment from the bird’s perspective. 
Eventually, the vehicle can land on the cabin, which is 
designed to give shelter for the users to spend time in 
the wild - being a base for a hiking adventure or just an 
attractive place to spend a night in solitude.
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For the author Volvo Cars has been always the brand 
that represents the word “lagom” - meaning things are 
in perfect balance. Considering the future of premium 
experiences, Volvo is an interesting platform to study 
human-centric design and sustainable approach. 

Questioning the essence of the future premium 
experience is an interesting topic, and the Scandinavian 
background of the brand creates a fresh opportunity to 
find alternative ways to achieve those experiences. The 
author is also interested to study how the brand could 
translate in the future, beyond cars and daily mobility. 
The possibility to extract the knowledge from the 
design studio in Torslanda, Gothenburg, will also help 
to learn about the brand and bring a lot of credibility to 
the design. 

Design, by all means has always been the ambition 
for the author, and transportation design as a field 
offers the platform for broader visions and conceptual 
thinking. The author has always been interested in 
car design and observing the surrounding industry, 
thinking that there has to be the ability to create more 
value instead of investing loads of money to produce 
just another car. Throughout the studies and internship 
periods, the author has seen the raising value for the 
holistic approach in the car industry. Reflecting on the 
personal past projects the author wants to focus on 
the bigger picture, have a credible design in a suitable 
context. The experiences from the internships and 
studies encouraged the author to grasp the unusual 
scenario in the car industry, to think the whole service 
as one product - allowing a broad base for the 
conceptual ideation. 

The author has grown up in Northern Finland and has 
a lot of experience of the Arctic and its challenges, but 
also about its opportunities. Having the experience in 
hiking and traveling in the north, especially in coastal 
Norway, has given the ambition to investigate the 
possibilities within that field. The author has noted 
the international tourists arriving in Finnish Lapland 
year after year, and it indicates there’s a demand for 
sustainable solutions to have unique experiences. 
The intensity of our society and urban life without the 
presence of nature might make people respect the 
rough, pristine wilderness. 

Modern tourists are looking for deeper connection 
to the local culture and environment, to have a 
meaningful and authentic experiences. Unique 
locations are attracting people, but in the other hand, 
nature shouldn’t become a commercial playground. 
(SKIFT REPORT, 2014) The author believes that 
connecting people with wilderness doesn’t have 
to mean disruptive infrastructure or exploiting the 
environment. 

First thoughts

Introduction
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The Arctic is more impacted by global warming than 
any other area in the world. It is warming at a rate of 
almost twice the global average, and it means massive 
changes for the rest of the world too. (WWF) Climate 
change seems to be a viral topic in our daily life, and 
our society has even created the role models of the 
modern era; such as Greta Thunberg, Swedish climate-
activist, who has already influenced society’s point of 
view dramatically. The young generations are aware 
of the climate crisis, and shifting the habits to reduce 
carbon footprint is increasing all around the world. 
(Barbiroglio, 2019)

The disappearing Arctic is attracting an increasing 
number of tourists to the already fragile environment. 
The environmental vulnerability of the Arctic is making 
the region a unique destination, and paradoxically 
the ones visiting the Arctic are supposed to be 
environmentally conscientious (Lee, Weaver, 
Prebensen, 2017). Besides climate change, also the 
industrial growth threatens the Arctic wilderness - 
increasing tourism and new business opportunities 
lure the services to expand to the areas where the 
infrastructure doesn’t exist. The Arctic regions are now 
dealing with a challenge, that can have long-lasting 
consequences in the flora and fauna. For example 
Iceland has faced a massive load of tourists in the past 
years, who came to experience the unique geography. 
The majority of tourists come to Iceland to see the 
nature, while creating pressure on the environment. The 
infrastructure has to adapt, and it has already created 
the impact on the character of Iceland’s landscapes. 
(Meyer, 2018) Many other countries are having similar 
challenges - for example in 2019, there were over 3.1 
million overnight stays only in Finnish Lapland. Masses 

Relevance

like that create already a huge need for infrastructure 
and increase environmental pressure. (House of 
Lapland, 2020)

Coming generations set the value for the experiences, 
and they seek exotic places to discover. Understanding 
the globe and putting effort into sustainable traveling 
has made an impact on tourism and mobility, and 
making the difference with individual choices is 
important for people. Individual actions are important 
also for other reasons - at the same time this project 
was done, in Spring 2020, the global COVID-19 
pandemic shook the world’s economy and especially 
the tourism industry. People were recommended to 
keep social distancing and avoid public gatherings. 
Nobody knew for how long time that status would stay, 
but it would certainly have a long-lasting impact on 
tourism. According to the recommendations, the mass-
tourism as we knew it, can’t exist. There’s a probability, 
that customized experiences for small groups will be in 
high demand.  

The tourism experience starts and ends with 
transportation. The purpose of transportation isn’t only 
getting people from point A to point B - the journey 
itself has high importance. Mobility is an essential 
service element of tourism, and in some cases it can 
even be the main focus of the whole experience. 
Transportation is driving the tourism industry, and this 
symbiotic relationship is also creating innovation and 
technological developments in the transportation 
industry. Still - lack of collaboration is noticeable 
between transportation planning and tourism 
destination marketing. (Page, Ge, 2009)

Besides the above mentioned, the arrival of 
autonomous technology challenges traditional car 
manufacturers to think beyond cars - how to stand 
out from the crowd with the experience and service. 
Creating the infrastructure or service around the 
product might help to strengthen the brand image and 
position in the future markets.                 

“Arctic tourism develops as a fashion trend, 
though it lacks the necessary infrastructure”
Sergei Korneyev, Deputy Head of the Russian tourism authority

3



11

Sustainability 

According to the source, the Arctic is currently 
experiencing an remarkable level of economic and 
industrial activity. Increased human activity in such area 
is creating concerns pertaining to environment and 
local communities.  (Trump, Kadenic, Linkov, 2018)

The EU is committed to implementing the United 
Nations (UN) 2030 Agenda for Sustainable 
Development to achieve great progress in its three 
dimensions – economic, social, and environmental – in 
a balanced and integrated manner (EEAS, 2017.) Activity 
in the Arctic is more than the current infrastructure can 
maintain. “Tourists do not stay in the oceans around 
Iceland but interfere in good and bad ways with life 
on shore. In the context of tourism policymaking, it is 
important to acknowledge how tourism activities are 
connected to the environment and visited societies 
and to view tourism as more than just another industry, 
similar to that of mining and fisheries.” (Ren, Chimirri, 
2018)

The author believes the Arctic development has to 
follow sustainable development goals (SDGs). Resilient 
infrastructure and sustainable industrialization should be 
the key factors to maintain Arctic tourism. According to 
the SDGs, the pristine wilderness requires a sustainable 
use of the terrestrial ecosystems, and the services 
should protect nature instead of exploiting it. SDG 
number 12 - responsible consumption and production 
- should also be a fundamental principle when 
developing Arctic tourism. 
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PROCESS 

This thesis is investigating the possibility to enhance 
responsible transportation in the Arctic region. To have 
a rich foundation for the design, the author began to 
research the Arctic context and its restrictions. The 
responsible consumption is highly related to the Arctic, 
so the research is steering towards sustainable energy 
and interaction with nature. The increasing flow of 
people and industry in Arctic areas guided the author 
to get an understanding of the reasons behind it, and 
this thesis is taking a broader view of tourism and 
Arctic experiences. Tourism trends seem to always 
relate to our society, so having a look at the lifestyle 
and values of the coming generations will guide the 
project to answer to one of the main questions - why 
is the Arctic attracting people? 
 
The sensitive and fragile environmental context 
sets many boundaries for the design. During the 
research the author understood how vulnerable 
the slowly growing soil is in the Northern areas. This 
project is questioning the value of the vehicle in 
such an area, and the research is finding out of other 
types of mobility, above ground. Having Volvo as 
a collaboration partner, it was important to find the 
connection to the brand and the reason, how the 
topic is related to the car industry. 
 
This research is guiding the reader to have an overall 
understanding of the context and to have the basic 
information to relate to the design process. Especially 
researching the alternative mobility possibilities, the 
author decided to limit himself to the information 
needed to design a vehicle suitable to Arctic context - 
instead of diving too deep into technical requirements, 
which may have led the design in a different direction.

Since the topic is broad, the design process 
approaches the question on a global level. The 
ideation is done by traditional tools - hand sketching 
and using Photoshop. 3D modeling is used to support 
ideation and to develop the design further. Due to the 
worldwide pandemic, the author is not able to create 
a physical mock-up. To bring the design at a credible 
level without the mock-up, the author will use the 
Unreal Engine to visualize the design in a real context. 
Unreal Engine is a game engine software, which is 
commonly used for game-development, but also for 
architecture and product design visualisation.  
 
The author believes the concept could inspire and 
question the transportation industry - about the 
responsibilities but also about the possibilities. The 
hope for the author is to create discussion around 
the holistic approach and which are the future 
experiences in mobility.

Research
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The Arctic region covers large areas of Alaska, Russia, 
Greenland, Scandinavian Lapland, and Svalbard. The 
region has long, dark winters with varying snow and ice 
cover, and short, nightless summers. The area is mainly 
treeless tundra, and outside the continent seas get 
seasonally frozen (National Wildlife Federation).

Life conditions in the Arctic are harsh - in the winter 
season the temperatures reach low negatives. 
However - this unique environment has its significance 
in preserving biodiversity. The Northern polar region is 
much more diverse than Antarctica, the Southern polar 
region (Arctic Centre, University of Lapland).

The Arctic has usually been seen as an indication for 
global warming - having the Arctic permafrost makes 
it responsive to climate change. (Luton, 2016) Tourism, 
fossil energy harvesting, and industrial fishing are also 
current and future threats for the Arctic area. Besides 
global warming, the growing industry is creating a 
threat to Arctic biodiversity. The increasing amount 
of people demand more infrastructure, and create 
pressure for the environment (Keil, 2017).

The Arctic region

The Arct ic  Circ le  
66°33´48.0´´

The harsh Arctic climate can be challenging to live 
in. Still - the North Polar area has been inhabited for a 
long time, and explorers, researchers, and lately even 
tourists have also found the mesmerizing environment. 
However, the Arctic environment sets many boundaries 
for transportation - lack of roads makes commuting 
difficult, and many remote areas are not accessible 
by cars. In Greenland there are only 150 kilometers of 
roads, and virtually no roads between settlements. 
Aviation and boats are the major form of transportation, 
and in the winter time the locals are using snowmobiles 
(Lumholt, 2017).

In remote, Arctic areas the nature can be present in 
daily life. In Svalbard it is the polar bears literally live 
next door and people are legally obliged to have 
a deterrent - usually a gun - in case of a polar bear 
encounter (Nikel, 2020). Being in nature is possible 
when people follow some simple procedures - storing 
the food properly and camping in a safe location 
is important in Arctic areas. Besides the wildlife, 
interaction with nature is necessary in order to make 
the design functional. One great example of the 
interaction is between architecture and permafrost - 
raising the building ensures that the cool air prevents 
the permafrost from melting. Optimizing the window 
position also prevents heat loss and increases daylight 
inside. 
 
Many companies see the potential of the growing 
Arctic, but the shortage of roads, ports, and power is 
braking down the investments. The untapped potential 
and opportunities in the northern regions will lead 
to the continued expansion of cities and towns, says 
Matthew Jull, co-director of the Arctic Design Group 
(Aldrerton, 2017).

Life on the Arctic
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Platoberget, Svalbard Fleinvær, Norway

There are no major cities in the Arctic. Local 
communities live in small towns, usually near the coast.

A lot of scientific research about climate and 
environment is happening in the Arctic, and for 
example the Svalbard has one of the fastest internet 
infrastructure in the world. 

The architecture in the Arctic has to interact well with 
nature and have the minimum impact on environment.

Unique experiences and untouched nature are fueling 
tourism industry in the Arctic recently.

Transportation is mainly relying on planes and boats. 
For instance in Greenland you can go to another town 
only by plane or boat.

Settlements Science

Architecture

Tourism

Infrastructure

/ picture from Tasiilaq, Greenland / picture from Platoberget, Svalbard

/ picture from Fleinvær, Norway

/ picture from Kakslauttanen, Finland

/ picture from Disko Bay, Greenland
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Creating a new infrastructure for vulnerable areas 
requires sustainable energy solutions. Arctic areas 
are usually seen dependent on fossil fuel, more 
specifically diesel. This reliability has high logistical and 
environmental issues, making the remote communities 
less self-sufficient. Renewable energy sources, like solar 
and wind power, offer an effective way to increase 
independency for remote communities and the shift 
away from the use of fossil fuel.

In the Arctic solar energy is stronger during the 
summer. The sun stays above the horizon even over 
the night, but in the winter season, it is almost non-
existent. While solar power becomes less efficient 
in the winter season, wind power has the opposite 
situation - in the wintertime it could compensate 
for the weak solar energy. The University of Bergen 
has done a lot of investigation regarding renewable 
energy sources in the Arctic, and the optimal solution 
is to combine wind and solar power, possibly with 
hydrogen. (Finne, 2018)

Renewable energy

The world’s first completely energy-positive hotel 
is being built in Norway, Helgeland coastline. It is a 
collaboration with MIRIS, Snøhetta, and Powerhouse. 
The hotel is capable of harvesting enough solar energy 
to cover both the hotel operations and the energy that 
was needed to construct the building.  
 
There are also other Arctic projects which are powered 
by renewable energy resources. As an example, 
Russia is working on creating a fully autonomous, 
year-round diesel-free facility to test and demonstrate 
environmentally friendly life support technologies 
- Snowflake International Arctic Station - which is 
supposed to be opened in 2022.  
 
Many Northern countries are pushing to create a 
more sustainable Arctic. Objectives are ambitions - for 
instance by 2040, Norway has promised all of its short-
haul flights will be on electric aircraft.

9

11

10
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Driving off-road damages soil, increases erosion and 
disturbs the natural habitat for plants and animals. In 
Northern hemisphere he growing season is really short, 
so the recovery takes a lot of time. Driving off-road is 
strictly prohibited in many Arctic areas - the off-road 
routes are marked and the rules are strict. In Iceland, 
where tourism has already caused damage, the 
landscapes are damp and therefore very soft so they 
can’t support the weight of a car (Icelandic Mountain 
Guides, 2014).

Zero trace

According to the source, the goal for outdoor 
recreation is always to leave no trace. Planning and 
understanding the environment are fundamentals 
for the outdoor activities, and the common ethics 
are adapted to different activities and environments. 
Especially the Arctic is fragile, and the goal for tourism 
is always to leave nature as unchanged by our 
presence as possible (McGivney, 2003).

Many countries have national parks, which have certain 
rules about how the visitors are supposed to behave 
during the visit. In those vulnerable areas tourists are 
informed well before activities, and sometimes having 
a guide is compulsory. Tourism requires facilitation 
to avoid any negative impact and preserve nature 
(Karijord, 2017).

“We want guests to enjoy coming here, we 
want people to live happily here, and we want 
to preserve nature. Facilitating is about the 
whole range of issues”  

General Manager Ronny Brunvoll of Visit Svalbard. (Karijord, 2017)

12
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Before the COVID-19 pandemic, tourism was predicted 
to increase in the future, by 3.3% per year up to 2030, 
reaching 1.8 billion tourist arrivals (Lee, 2017). Especially 
in Asia, where the wealthy middle-class has more 
options to travel.  
 
Tourism has always reflected our society. The future 
tourism trends are coming from the values of the 
coming generations - for instance the more sustainable 
lifestyle of Generation Z is booming ecological tourism. 
Future tourism consumption is going to evolve, and 
five megatrends can be observed in tourist choices; 
uniqueness, ecology, change, newness, and simplicity 
(Karantzavelou, 2018).

One main future trend is experiential tourism. It tends to 
focus on travel, which creates a path to self-discovery 
and meaningful experience with the environment 
and the culture of the destination. (Peak, 2014) The 
travel is also more about adventure and the purpose, 
to learn new skills. This trend has also offered a good 
strategy for Airbnb, to engage tourists more with the 
destination, experiencing life like a local.

Adventure tourism and scenic tourism is becoming 
more popular in the tourism industry. There is 
a demand for memorable, once-in-a-lifetime 
experiences, which explains why certain destinations 
are attracting to get more attention. Among many 
exotic areas, the Arctic is experiencing unprecedented 
attention and an increased amount of tourists. (Ren, 
Chimirri, 2018)

This project is focusing on tourism in Arctic areas, 
and defining how tourism has developed over the 
years is having a big role in this thesis. The focus is on 
ecological and experiential tourism. Understanding the 
future needs for experiences helps to create a credible 
yet inspiring concept - to build a service that would 
have value in the context but also in the transportation 
industry. 

Traveling for entertainment has always been a crucial 
part of transportation. People have the need to have 
experiences away from home - recreation, relaxation, 
and curiosity have been driving humans to discover 
areas outside the usual living space. The way we 
experience tourism today doesn’t differ a lot from the 
tourism of two millennia ago - mainly it has just scaled 
up dramatically. Mass tourism blossomed upon post-
World War Two technological development. (Butler, 
2015)

Tourism patterns can be traced even as far as Roman 
society. The elite living in central Rome went each 
summer to their villas outside the city, to escape the 
stench and noise (Butler, 2015). In Roman culture the 
elite also visited spas, festivals, and temples, which 
indicates that purpose for tourism was amusement and 
health.  

For many centuries tourism remained the matter of 
pilgrimage, until the times of the Industrial Revolution 
when the aristocrats were able to go abroad for 
enriching their knowledge and trade. By the turn of the 
19th century, modern tourism started to take shape in its 
current form, when Thomas Cook invented the current 
tourism business-model. During the second half of the 
20th century, international tourism started to be an 
important economic activity almost for all the countries 
in the world. (Essays, UK, 2018) 

Tourism

Evolution in tourism

Future of tourism

Bucket list 

30%
Other (ECO, 

learning, relax) 

26%

Culture 

26%
Work 

15%

REASONS TO 
TRAVEL
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Attracting Arctic

The Arctic has always been the destination for 
expeditions. Today the adventure-minded tourists have 
also found the Arctic, and these days a the big part of 
Arctic economy is created by tourism. 
 
In Finnish Lapland the peak season is winter - in 
December 2018 there where 465 000 overnight stays, 
compared to June 2018 when there were only 148 000 
registered stays. Winter is the most popular season to 
visit North, since seeing snow is an exotic experience 
for many tourists. The goal is to balance those almost 3 
million overnight stays throughout the annual cycle, and 
promote also the beauty of bright summer. (House of 
Lapland, 2019)

On the Arctic archipelago of Svalbard, many of the 
residents are among those that the increased cruise 
traffic is influencing. Even if tourism is in general 
welcome, there have been increased reports of 
tourists taking snowmobiles into prohibited areas and 

Nevertheless, tourists are willing to travel far north 
to explore the wilderness. In 2019, Russia is opening 
an arctic visitor center on Guker Island, a group of 
islands above the Arctic Circle “The popularity of visits 
to the Arctic is growing year by year and therefore 
it is necessary to create attractive conditions for the 
guests,” says the national park’s director Aleksandr 
Kirilov. (Staalesen, 2019)

Climate change also has a role, making the Arctic more 
accessible by warmer temperatures - paradoxically 
leading to being less exotic as a destination. Increasing 
numbers of visits in the Arctic gives a window for new 
services since the so-called “last chance” tourism is 
trending right now, while it still exists.  

disrupting wildlife. There’s also a danger to people 
when the cruise vessel gets into the arctic storm, or it 
comes too close to the shore. (Nikel, 2019). 

A D V E N T U R E S !
E X P E R I E N C E S !
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Glamorous camping

The tourism industry is filled with made-up words 
which are describing new experiences and niche 
vacations. Glamping - glamorous camping is a 
particularly popular way of camping with 21st-century 
tourists, who want to get authentic yet approachable 
adventure experiences. The word “glamping” first 
appeared in the United Kingdom in 2005, and it was 
added to the Oxford English Dictionary in 2016. 

A form of camping involving accommodation and 
facilities more luxurious than those associated 
with traditional camping: ‘glamping is likely to 
satisfy any city slicker seeking a little refuge in 
nature — without foregoing any of life’s luxuries’.

Oxford English Dictionary

Even if the word is new, the concept itself is not. There 
are examples even from the 16th century - when the 
king of Scotland, King James V, was visiting the Earl of 
Atholl. The Earl prepared the whole experience for the 
King, pitching lavish tents and equipping them with 
the provisions of his home palace. (Lindsey, 2016) The 
early commercial version of glamping started at the 
beginning of the 20th century when an African safari 
became a bucket-list destination for wealthy tourists. 
Those travelers were seeking adventure but they 
were not willing to sacrifice comfort and convenient 
daily life. (Bull, 1992) Glamping today encompasses 
many accommodation experiences. The main idea is 
to take the tourist away from the superficial activities, 
and engaging with the local culture and nature. The 
accommodation can be something from small domes, 
pods, and tents to bigger lodges, cottages, and 
treehouses. 

Easier access and the desire to connect with nature 
and each other, glamping and and camping are 
getting more fundamental part of outdoor lifestyle. The 
diversity of camping accomodations and increased 
access to services, such as Wi-Fi, is attracting people 
who may not have been interested in camping before.

The easy access to services has also inceased the 
feeling of safety and security. Being connected makes 
people feel safe, but also encourage their experience 
for others. Over 25% of Millenials and Gen X campers 
say, that sharing experience in social media is important 
factor. (Houghton, 2018)

14

15

16

17
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Shifting society
Generation Z & A

Generation Z is composed of people who are currently 
(2020) 18 to 22 years old and in many ways they have 
more similarities with Generation X than with Millennials. 
They tend to be practical and driven, who are aware 
of their values and passions. Companies appealing 
to consumer’s emotions and doing good is nothing 
new. However, it is now a virtual expectation that 
companies engage in purposes beyond purely making 
money. (Wells, 2018)  The challenge for the brands is 
being meaningful for the audience, being able to build 
emotional connections. Having diversity, not only in 
democratic metrics but also in a wide range of styles 
and topics is important when the consumers have 
a lot to choose from. The communication has to be 
authentic and natural, the future audience wants to feel 
involved and related. (WIRED, 2017)

Even if the Generation Z is the current young 
generation, the following generation is the major target 
audience since the project is based on future scenarios. 
Generation Alpha will have even higher exposure to 
technology. Generation Z grew up with social media, 
and for them it’s a tool, but for Gen Alpha, it’s a way of 
life. Today the analog life is morphed with digital life, 
and people go online to interact and connect with 
other people, do business or entertain themselves. 
Services and other people are always accessible, and 
that makes newer generations impatient customers. 

Their learning habits also changed, which require 
new teaching methods, since they are used to rapid 
information gathering, and multitasking is a basic skill 
for them. (Nagy, Kölcsey, 2017) On the other hand, 
especially Generation Alpha will be a class of super-
specialists, when many people are specialized for a 
specific task. 

Generation Alpha will be highly influenced by the Gen 
Y and Gen Z role models. Having strong ethics and 
values, many Gen A kids express the will to do their 
part for saving the planet. These values will direct their 
consuming habits by supporting brands, which are 
doing good for the world.  
 
Observing and improving our physical world is 
important for the coming generations. Living in the 
digital world makes people exposed to everything in 
daily life. Understanding the analog world and being 
aware of the vulnerability of our planet, the Alphas 
are seen “old fashioners” - they play out in nature and 
appreciate family time and real contact. Even if the 
technology is integrated into life, Gen Alpha tends to 
spend time doing handicrafts and playing outside. 
(Beano, 2019)

Values & Lifestyle

18
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Nature and human

The perception of nature has changed over the 
generations. For decades nature was seen as an 
endless resource - purely a benefit for industrial 
growth. Urbanization has been a consequence of 
the industrialism, which brought people away from 
nature. Nature began to be something dangerous and 
unknown, and people today are facing “Nature Deficit 
Disorder” - meaning people spend less time outdoors 
and get disconnected by the natural environment.  
 
Due to climate change and environmental awareness, 
public opinion has shifted - it is important to appreciate 
the uniqueness of our environment and take action to 
protect it. “The Generation Alpha is being encouraged 
to get back to nature by their millennial parents – 
perhaps as a reaction against their own more cosseted 
upbringing.” (Beano, 2019)  
 
The expectations from a 24/7 functioning society make 
people willing to disconnect from the world once in a 
while, and finding the relief from natural environment 
makes people travel to nature.

Slowness

Slow travel has enabled people to learn and relax. 
Creating memories and getting connected with 
the destination, tourism has been evolving beyond 
ecotourism. When done right, the slow travel leaves a 
positive impact not only for the local environment and 
communities but also for the tourist himself. (Pook, 2019)

Slowness has been gradually introduced as a response 
to the intense way of living - taking time to have richer 
experiences. It has been incorporated into various 
concepts, such as food and travel, to denote the value 
of time invested in the consumption, appreciation, 
and delayed, rather than instant, the gratification of 
experiences.

Magnus Lindkvist, futurologist

“We need to understand the digital revolution 
as one of the greatest challenges humanity is 
facing. In this age, we must once again become 
researchers of our own curiosity. We must dare to 
experiment so we do not lose our humanity and 
empathy”

19
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Alternative mobility

The Arctic is usually lacking infrastructure – roads and 
railways are not existing everywhere and getting to 
remote places can be extremely difficult. Northern 
areas have been discovered in different ways, and 
many expeditions in the early days were done by 
planes and airships. Airships have a complex history 
with accidents in the past, but these days they are a 
flexible and cost-effective option for helicopters in 
remote areas. Three-dimensional traveling is not as 
dependent on infrastructure as cars, and that’s why 
many car companies are interested especially about 
VTOL (vertical take-off and landing) vehicles.

Electric vertical take-off and landing (eVTOL)

The eVTOL can be described as a vehicle that fits 
somewhere in between a drone and a conventional 
airplane. The eVTOL is capable of vertical takeoff and 
landing and the electric rotors provide lift and thrust. 
Many transportation companies are developing eVTOL 
vehicles for a taxi, rescue, and delivery applications. 
The development of battery technology has fuelled 
the interest in eVTOL’s, and car companies can apply 
and develop autopilot technologies for these vehicles 
to reach a certain level of autonomy. (Kinjo, 2018)

In urban areas eVTOL is a great solution for short 
distance traveling. There are still some concerns that 
have to be solved for future use; noise pollution and 
the range of use. When bringing a rotor aircraft in 
nature, it will make a lot of noise pollution in a silent 
environment. Still - compared to helicopters, eVTOLs 
are significantly quieter. Change from the piston 
engine to electric engine makes a huge difference, 
but the real noise reduction comes from the rotating 
speed of the blades - eVTOLs can rotate propellers 
around half the speed than a helicopter. (Captain, 2017) 
On average the eVTOL can be 15db quieter than a 
light-weight helicopter. (Colucci, 2018)

Developing battery technology is opening up new 
opportunities all the time - however, eVTOL’s are 
highly dependent on a functioning charging network. 
The aircraft needs a lot of energy, and most of the 
power is needed on take-off and landing. The cruising 

range varies from several tens of kilometers to a couple 
of hundreds. Longer range often means less weight, 
which means reducing the passenger capacity. For 
instance eVTOL provided by Uber and Hyundai - S-A1 
- has a 100km range combined with 290km/h cruising 
speed. It is capable to fly with four passengers and one 
pilot (Lambert, 2020).

eVTOLs can be multiple different types of vehicles - 
for instance vectored thrust, lift + cruise and wingless 
multirotor designs. 

  

https://i0.wp.com/evtol.
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Uber and Hyundai collaboration “S-A1” - Vectroded thrust

Airbus CityAirbus - Wingless multirotor 

Camcopter S-100 - Extensive search-and-rescue vehicle
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Cable transport

Many scenic tourist destinations are using cable cars or 
aerial trams, to bring tourists even in the most remote 
places. There are several different types of cable 
transport systems, but mainly they can be divided into 
gondolas and aerial tramways.  
 
Lifted transportation offers the possibility to 
experience the untouched nature easily - for instance 
The Aiguille du Midi cable car in France takes hikers 
from the town of Chamonix to the summit of Mt Blanc 
in just a couple of minutes. The gondolas can be also 
unsupported for a long distance - in Canada PEAK 
2 PEAK gondola has an unsupported span of 3024 
meters. (Cooper, 2015)

The interest in cableways has grown recently, it being 
a convenient and cost-effective way of transportation. 
It has been used worldwide in different appliances - 
even in Svalbard. There the cable car used to transport 
coal from the mines down to the harbor (Björkman, 
2018). The length of the cableways varies, some of 
them being just hundreds of meters when the longest 
ones reach over 10 kilometers - for example, Norsjö 
aerial tram in Sweden is 13.2km long. 
 
Even if the environmental impact is relatively low and 
cable transport is one of the most sustainable ways of 
transportation, they do break the natural harmony of 
the environment. The main issue is visual pollution - the 
cable and the supporting construction are difficult to 
blend into nature. On the other hand, the cableway is a 
quiet and accessible way to move.
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https://
en.visitsvalbard.
com/

Lighter-than-air (LTA)

Lighter-than-air vehicles use a gas, which has a lower 
density than normal athmospheric gases, to lift the 
vehicle. So far these aircrafts has been used mainly 
on recreational purposes, but recently there has 
been investigation for commercial use. The usual 
applications are free balloons and airships.  
 
Balloons are unpowered aircrafts, which are using 
the wind for cruising. They are constructed by using 
a fabric gas bag (envelope), and the passengers 
sit inside a gondola or a basket. The typical way to 
make balloon buoyant is to heat the air inside the 
envelope or to use helium. Balloons are mainly used 
for recreational use - many tourism locations offer a 
sightseeing flight by a hot-air balloon. The challenge 
with balloon is the lack of control, so the aircraft is 
relying on the direction of the wind. 
 
Airships can be separated in different categories by 
their structure. The airship can bee rigid, semi-rigit or 
non-rigid. Non-rigid airship doesn’t have an internal 
structure, and the shape is relying on the pressure 
inside the envelope, when rigid ones have the 

frame inside. All airships have solid gondolas, engine-
powered propellers and solid tailfins. Airships have 
usually a huge footprint, meaning that the cigar-shaped 
envelope makes it massive.

The history of airships is long - the first manned flight 
was done already in 1783. Those aircraft were simple 
balloons, which were using hot air and/or hydrogen. 
Over a hundred years later, the first rigid airship was 
invented - Zeppelin. (Bellis, 2019) The airships continued 
using hydrogen, until the dramatic Hindenburg 
accident in 1937. Hydrogen is an extremely flammable 
gas, and it is believed to be the main reason why the 
airship set fatally on fire. (Kelly, 2019) Hydrogen is not 
used in manned flights anymore for safety reasons, and 
helium has replaced it as a lifting gas - even if being 
twice heavier than hydrogen but still being significantly 
lighter than air. 
  
Airships do have the same challenges as well - difficult 
weather might make takeoff and landing hard. In the 
Arctic, where storms can last for days, the usage of the 
airship has to be carefully planned.
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Volvo Cars

Volvo is a premium car brand from Sweden, founded 
in 1927. In 2019 it sold over 700 000 cars worldwide, 
and over history it has set the benchmark especially on 
safety.  
 
The brand has a long history with estate vehicles, 
offering a versatile solution for families being a human-
centered manufacturer. Recently Volvo has focused 
a lot also on sport utility vehicle (SUV) markets, which 
communicates also with the Scandinavian heritage of 
the brand.

“As a designer you have the passion the in blood. 
That is always something that roots you to the 
ground. You have this creative need to try new 
things and push the boundaries.“

Robin Page, Head of Design of Volvo Cars

Human care

The safety innovations have strengthened Volvo’s 
image as a human-centered brand. Over the years 
Volvo has been the forerunner in safety - being the 
first brand to implement a three-point safety belt, the 
first booster cushion for children, and a side-impact 
protection system. The goal for Volvo is to reduce the 
number of people who die or get seriously injured in a 
new Volvo to zero.  
 
Volvo is listing three main challengers for road safety - 
speeding, intoxication, and distraction. They began to 
tackle the challenge by limiting the top speed on all its 
cars to 180kph from 2020. 

Sustainability

Like many other car manufacturers, Volvo has put a lot 
of emphasis on being a more sustainable manufacturer. 
Volvo released its first, fully electric car in 2020, and 
its goal is to reduce its carbon footprint per vehicle 
by 40% by 2025. In the big picture, their vision is to be 
carbon neutral across all the value chain by 2040. 
 
Volvo has also the ambition to reduce waste and 
manufacture cars with more sustainable materials. After 
2025, Volvo plans to make 25% of all plastics in cars 
from recycled materials. Volvo has already investigated 
the materials made from 100% recycled PET bottles, 
discarded fishing nets, and cork with its Polestar brand.

https://assets.volvocars.com/se/~/media/sweden/pages/

28
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“Swedish life is, by nature, a kind of luxury. Our 
aim is to bring this experience to our customers“

Tisha Johnson, Interior Design Manager of Volvo Cars

Freedom to move

Together with its corporate mission “Freedom to 
move” Volvo launched a new mobility brand - M. It’s 
established to provide shared mobility services, which 
has the vision to offer a premium experience versus car 
ownership. The service has begun in 2019 in Sweden 
and the USA, and the mission is to make mobility as 
convenient as possible, that the user doesn’t have to 
worry about anything. 

Many car manufacturers besides Volvo are starting to 
consider mobility more as a service instead of owned 
objects. M- sub-brand is representing the intention of 
creating a better life, and as Håkan Samuelsson - CEO 
of Volvo - said; “Volvo Cars is becoming more than just 
a car company.”

Scandinavian heritage

From all the car brands, Volvo represents the 
Scandinavian design the most. The cars are influenced 
by the environment and culture of Sweden - both form 
and materials. The interiors are inspired by Scandinavian 
homes, having clues from traditional interior design 
with calm and minimalistic aesthetics.

Making the interior space natural, warm, and inviting is 
Volvo’s interpretation of Scandinavian luxury. Relying on 
quality materials, such as wood, and refining the design 
to created a well-crafted impression is part of Swedish 
design heritage. The jewellery-like details are bringing 
depth to the calm interior, making the overall feeling 
luxurious.
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Research summary

People are curious by default, and having experiences 
in unique locations is getting popular with the current 
and coming generations. The industrial revolution 
isolated people from nature, but today nature is 
valued in a completely different way - there’s a need 
to protect it and embrace its diversity. Specially the 
coming generations - Gen Z and Alpha - are aware of 
industrial consequences on nature and ecotourism is 
booming partially because of them.

One of the industrial consequences are expanding 
infrastructure and climate change. People have spoiled 
many areas on earth, and there’s barely any pristine 
wilderness left. Specially the Arctic is suffering the most 
- the climate change hits the Northern hemisphere 
dramatically. According to the studies, the Arctic 
wouldn’t have any ice cover during the summer season 
by 2040. 

However, the traffic to the Polar area is booming - 
the tourists want to see the Arctic before it has gone 
for good. The number of tourists has increased the 
whole 21st century, and many locations are struggling 
to handle the growing masses and protect the 
environment at the same time. Iceland has been an 
example of Arctic tourism. In 2018, 2.3 million people 
visited Iceland and that has helped the country out 
of an economic recession. At the same time many of 
those tourists left their mark on nature. For example 
offroad driving is illegal in Iceland, but still many tourists 
tend to think that it is alright to drive on the untouched 
soil.

The contradiction of the current situation occurs exactly 
in places like Iceland. Tourists travel to Iceland to 
experience the raw nature and diverse flora and fauna 
- but to make it possible the tourists have to be able to 
reach those places. The growing infrastructure makes 
the environment artificial and the popularity of the 
location makes it less unique.  
 
In the Arctic the infrastructure is relatively low - in many 
areas there are not even roads between settlements. 
Flying is the most convenient type of transportation, 
and today helicopters and planes are used in the most 
remote regions. Those aircraft are still loud, produce 
fossil emissions, and have also their own issues with 
infrastructure. These days the development of electric 
aircraft is rapid, and even many car manufacturers are 
giving their own vision on that field.  
 
The future of Arctic tourism relies on responsible 
consumption - the industry has to grow on nature’s 
conditions. Volvo as a brand is pushing sustainability 
in mobility, and being a benchmark of responsible 
mobility is a strong statement. The mobility sector 
is changing from ownership to services, and Volvo 
established the M-brand to be more than just a car 
manufacturer. 
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Goals

The goal of the project is to propose a responsible 
way to experience the Arctic and making remote 
areas more accessible without unnecessary load 
on the environment, whilst offering an appealing way 
to understand the surrounding nature. The aim is 
to propose a tourist service for the year 2040, which 
could attract people to travel into the wilderness and to 
ensure a safe yet memorable way to connect with the 
unknown environment. 
 
This project is set to investigate the possibility to 
create an Arctic service with a speculative design 
approach. The major goal is to establish a system, 
which is supporting both stationary use and exploring 
experience. To achieve that, the system is going to 
include an architectural complex, which is supported 
by an electric vertical take-off and landing vehicle. For a 
brand like Volvo, the goal is to inspire by stretching the 
borders of the brand - by applying its values, design, 
and future vision with the concept.

Wishes

The author’s personal ambition is to establish an 
inspiring story, which is hypothetical yet credible. As 
usual, the design process is not simple, but the author 
hopes to tackle the complexity of this project bringing 
it to the resolved level. The design should be fresh and 
give an understanding of the context for the viewer. 
 
The author wishes to propose a vision, that inspires 
those who are connected to the project. Besides 
inspiring, the author believes that the project has 
the potential to create discussion about future 
transportation, experiences, and car manufacturers’ 
position in the industry.

33



29

CREATIVE PROCESS

The vision

During the research the author found out that authentic, 
immersive nature experiences are gaining value in 
tourism markets. Nature destination means usually loads 
of effort for the person - preparation and knowledge 
in advance - that makes many to give up on that 
experience.  
 
As tourism trends such as glamping are getting more 
popular, the goal for the project is to create a service, 
which would allow people to approach wilderness 
safely and attractively. Especially people with less 
experience with hiking can easily turn down the 
chance to go hiking, being scared of the challenges 
and inconvenience of daily routines. Since technology 
has developed far to make virtual traveling possible, 
nature could be discovered from the home living 
room, but the author believes that in the future it is 
even more important to let people see and feel pristine 
nature, and to understand the diversity of nature. 

Wild nature has a lot of challenges to deal with; moving 
from one place to another and covering the basic 
needs. The author has experience in hiking in the 
wild and understands the difficulties that one could 
face in a remote area. At the same time the beauty of 
surrounding nature is worth all the challenges to reach 
the destination, and bringing that experience for all the 
others is intriguing.  
 
Volvo as a brand creates the fundamentals for the 
project, making the service premium and attractive 
even for the most inexperienced users. The main 
objective of the project is to create an inviting platform 
to get into the Arctic wilderness.

34
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VOLVO / EXPERIENCE CENTER 

Concept ideation

Getting to the Arctic wilderness is not easy - 
offroad driving is illegal and the flora and fauna 
are fragile. The harsh environment demands a 
lot of preparation, and the beginner’s mistakes 
could become major obstacles on the journey. 
 
Instead of a car, the author decided to create 
a vehicle that can move above ground to 
avoid damage to the soil. To make the service 
complete, the vehicle has to be supported by 
the architectural complex, which could offer a 
docking station for the vehicle. 

The author began the ideation thinking about 
the idea of encouraging people to learn and 
explore nature. Getting people to know the 
environment, the author thought of designing 
an experience center - a house which could 
be learning center for people and charging 
station for the vehicle. The type of a vehicle 
was also important - the journey to nature has 
to be quiet, probably with the help of helium.

The whole service, including the vehicle and architectural unit, would be provided by Volvo. 
It could be maintained by M-service, which is offering the experience for the tourists - easy 
access to the Arctic wilderness. The users would get into nature using the flying vehicle, without 
leaving any physical trace on the environment. During the flight the passengers could observe 
nature - have the panorama window into the pristine wilderness. The vehicle could land in 
the environment, where there’s no access by car or any other commercial vehicle, to let the 
passengers discover the surrounding nature.
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Volvo Abisko 

Instead of creating a lighter-than-air vehicle, the author 
chose to design eVTOL-vehicle. Vertical take-off- and 
landing has its benefits in an Arctic environment, being 
easier to control in challenging weather. To create a 
holistic service, the concept includes a vehicle and a 
cabin which are fundamentally connected. The vehicle 
can bring four passengers to the cabin, which has the 
capacity also to host four persons. The cabin has the 
functions to cover the basic needs - sleeping, lavatory, 
and simplified kitchen.

The vehicle and the cabin are designed to be used as 
a unit. When the vehicle has landed, it can be used as 
an extension for the cabin - for instance as a viewpoint 
to the surrounding nature.

Integration

+

++

35

The concept



32 A B I S K O

A B I S K O

S VA L B A R D

I N A R I

T R OM SO

M / The Arctic experience service

The system is maintained by the M-mobility brand, 
offering the shared platform to establish the service. 
Users can take off from the main settlements and cities, 
which allows the easy journey into the wilderness. 
Since the Arctic towns are close to nature, the flight 
time is relatively short - around 30 minutes. 

From town to wilderness cabin - approximetaly 30 
minute flight time

The service
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After establishing the concept and service, the author 
set the guidelines and boundaries to guide the design. 
The concept ended up being broad and complex, so 
clear and practical guidelines were necessary.

The important part was to make the difference 
between the vehicle design and the architecture 
design - being visually similar outside but having 

Interior design
/ Inviting space for four passengers 
/ Lightweight, minimal amount of parts
/ Practical for hiking use
/ Breathable, durable materials
/ Open view to environment

Exterior design
/ Credible lift/weight ratio
/ Visually matching with the architecture
/ Maximizing window surface

Exterior design
/ Minimal impact on nature
/ Matching design with the vehicle
/ Simple construction

Interior design
/ Covering the basics, not being too luxurious
/ Efficient use of space for four persons

Design brief

G U I D E L I N E S

A B I S K O

different experiences inside. The vehicle should offer 
a comfortable space to be in, while the architecture 
creates the room for more authentic nature experience.
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Inspiration
Vehicle

LIGHT |   INVITING  |    NATURAL TECHNICALITY
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MINIMAL FOOTPRINT    |    REDUCTION

Inspiration
Architecture
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Ideation

The function of the cabin is to make exploring safe and 
easier for less experienced hikers. The cabin is offering 
basic comfort besides being a shelter in the Arctic 
environment, where the users can stay overnight. 
 
One of the most important things was to keep the 
design simple and blend it with nature, to avoid not 
taking over the surrounding environment. The author 
designed the cabin to be above the ground, to 
minimize the impact on soil and permafrost. 

Cabin development
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The size of the cabin is related to the size of the 
vehicle. The cabin is tapering up, so it can match with 
the vehicle on the docking point and release more 
space in the living floor. It helps also the snow and rain 
to fall.  
 
The vehicle is docked on the corner of the cabin, 
to create an extension for the architecture. The 
vehicle can be used as a viewpoint to observe the 
environment. The author wanted to emphasize the 
integration with nature, but at this point the materials 
made it look too technical.

Symbiosis

Being in a remote area, the 
cabin has to have a certain 
level of self-sustaining 
capability. When the vehicle 
is docked, the rotors are 
gathering wind-energy - that 
is supported by solar panels.

42
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Glass surface at the end of the cabin 
gives light inside and lets people see 
the sky when sleeping.

Designing the docking platform being 
seamless was challenging - eventually, 
the decision to make the platform to 
slide out when the vehicle is landing or 
taking off, worked out.

The cabin has to be easy to be 
assembled, so reducing the 
number of parts was essential. The 
cabin has one structural frame, 
where the wooden layers are 
attached.
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The interior design for the cabin was 
supposed to be calm and reduced 
- just to cover the basic needs and 
offer enough comfort to be attractive 
even for less experienced hikers.



40 A B I S K O

Exterior design

Ideation

The exterior design of the vehicle began 
by defining the number of rotors. After 
a short period of ideation, the decision 
to design a vehicle with two main 
rotors on the sides, for lift and cruise, 
and one rotor in the rear to create lift 
was succesful - using the rear rotor as a 
connecting element into the cabin.

Maximizing the window surface 
was one of the main goals 
for the exterior design. The 
sweeping, front glass creates an 
open panorama view to nature 
once the vehicle is docked.
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Safety is a fundamental part 
of Volvo’s brand, so the rotors 
have parachute units to have 
a safe landing in case of 
emergency.
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Interior

Ideation

The interior design process began by defining the experience - what is the value of 
the vehicle, both in flying, but also in stationary use. The author wanted to include 
the immersive experience of observing the Arctic nature, but safety during flight and 
practicality in hiking context, besides having an inviting space were also important 
guidelines. 

1   O B S E R V E 

+  active seating, encouraging to observe  

-  excluding contact between the passengers

2  F I R E P L A C E 

+  social space to be in nature  

-  difficult to get the view to the 
surroundings

44 45
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2  F I R E P L A C E 3  V I E W P O I N T

+  social space to be in nature  +  versatile seating

-  difficult to get the view to the 
surroundings

+ broad view to environment

46



44 A B I S K O

Architecture layout

The interior architecture with 
the “viewpoint” function was 
developed further, having a 
comfortable area to observe 
surroundings.

In the early sketching phase, the interior had a 
combination of two main seats and one big couch, 
but the safety concerns guided the process to 
include safe seating for all the four passengers 
during the flight.

FOLDING BACKREST - USAGE ON-FLIGHT
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Merging the couch area with seats made 
the design more solid, instead of having too 
complicated design and many moving parts. 
The early iterations were based on one 
simple backrest.

One of the challenges in interior design was 
to combine safe traveling with a cozy resting 
spot. The earlier sketches were having 
ergonomic issues with design, so developed 
the backrest was developed to be taller and 
the seat to give more side support.



46 A B I S K O

Seat development
 
The main function of the seats is to be lightweight 
and offer a safe way to travel. The early ideas 
were lacking ergonomics, but the simplicity and 
the strong, horizontal cut were strong, defining 
characteristics. The seats are inspired by furniture 
design, to be visually inviting, and to combine natural 
materials while being lightweight.

47
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3D DATA

Maya model

The design was developed and 
refined in 3D, using Autodesk 
Maya software. The 3D phase 
helped to make the design 
solid and uniform. Executing 
the design ended being more 
complicated as expected - many 
connecting elements were 
challenging to design to function 
as one unit.
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Unreal Engine

One of the main challenges during the 
process was to learn and apply previous 
knowledge to the Unreal Engine. The author 
decided in the early stages of the project, 
that the visualization will be done in Unreal. 
The benefit of this process is to have a truly 

contextual understanding of the design, 
evaluating the solutions quickly in realtime and 
defining the materials. Unreal Engine needs 
proper texture- and lighting data to produce 
high-quality visuals. To make this process 
work, the 3D data had to be refined and UV-
mapped thoroughly. 
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Package / The cabin

The final architecture package is defined 
by the size of the vehicle. The cabin size 
was designed to be as small as possible, 
to reduce the footprint and visual 
pollution on nature. 
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Package / The vehicle

The batteries are integrated into the 
frame, which releases space for the 
storage in the bottom of the vehicle. The 
vehicle is designed to be high enough to 
be effortless to walk in for a tall person. 
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A B I S K O

THE RESULT
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Volvo Abisko

The design is a result of integrating 
multiple elements - vehicle interior 
and exterior together and the vehicle 
and the cabin connected as well. The 
challenge was to make the design 
unified in as one, being a symbiotic unit 
when the vehicle is docked.
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The viewpoint
 
The wide, panoramic window 
combined with the couch and a 
table create an additional balcony, 
where the user can observe the 
surrounding nature.
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Intergrated docking platform

The platform for take-off and landing 
blends into the cabin. The supporting 
pillars are integrated seamlessly into 
the wooden pattern. When activated, 
the platform is pushing the vehicle 
out, making space for the vehicle to 
fly.
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Active charging

When the vehicle is docked, the 
rotors can be used to charge the 
batteries or provide the energy for 
the architectural unit. The rotors 
turn to harvest the energy from the 
wind.

48



58 A B I S K O



59

Minimal footprint

The cabin has four wall-mounted, 
folding beds to use the limited 
space efficiently. When folded, 
the wall becomes one, flush 
surface.
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Cabin interior
 
The large window in the 
cabin lets the users feel 
the presence of nature. 
The interior offers enough 
comfort still not feeling too 
luxurious.
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Safety

In case of a rotor failure, 
drained battery, or other 
emergencies, the rotors 
units are equipped with 
parachutes.

Tail design

The rear part of the vehicle 
is the connecting piece with 
the architecture. The rear 
rotor is integrated into the tail, 
which is designed to create 
additional lift.
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Exterior design

The frame of the vehicle 
wraps around the viewpoint 
couch and the rear rotor, 
creating a visually strong 
feature. The headlight can be 
projected into the front glass, 
to be a visual signal for other 
possible vehicles.
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The viewpoint

The area to observe the 
surroundings. Only stationary 
use, when the vehicle has 
docked into the architectural 
unit.

Passenger seats

Four seats make the flying 
safe and create a comfortable 
journey.

Floor functions

The carpets divide the interior 
into different areas. The isle 
is leading the way towards 
the viewpoint, and the shoe 
matt in the middle keeps the 
interior clean.
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Extended space

When docked into the cabin, 
the vehicle serves as a space 
extension. The viewpoint 
creates an additional balcony, 
which is an inviting space 
to relax and enjoy the 
surroundings.
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Versatile couch

The couch is designed to 
make the viewpoint function 
comfortable and to allow 
variable seating positions. 
Depending on the position 
- sitting or laying down - the 
pillow can be adjusted to be 
in a optimal position.
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Secure seating

The information of the trip is 
projected on to the side glass 
while the seats are keeping 
the passengers secured while 
the vehicle is on air.

Advanced comfort

The passenger area has 
carpets for each user, and 
to keep them dry the air 
ventilation is integrated into 
the floor. 
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Inviting seat

The seats are designed to be 
lightweight, having a minimal 
cushion in the areas where 
there’s no need for constant 
support.
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CONCLUSION

The process included a lot of reflection and there are 
multiple learnings as an outcome from the project. 
 
Observing objectively the topic and understanding 
the importance of a holistic approach were important 
steps in the beginning. Being a broad project, the 
process had to be under control to cover all the 
necessary areas. Making quick decisions and settling 
on them over the process turned out to be a successful 
way to work on this project, although being also the 
challenging part. As a designer, there tends to be 
the constant need to question decisions and to “find 
something better”.  
 
Ending up to do such a large-scaled concept, it was 
difficult to define how to distribute my time and focus. 
To make the design credible and the whole concept 
to function, the architectural complex and the vehicle 
had to be resolved to communicate my intentions. 
The goal, in the beginning, was to design the whole 
concept thoroughly and to propose a believable, well-
thought design, and the author is satisfied to fulfill that 
goal. That proposal included the architectural unit and 
partially its interior, and both interior and exterior of 
the vehicle. Even if the main focus was on the vehicle 
interior, eventually one of the most important elements 
was the connection between the architecture and the 
vehicle. During the process the author reflected the 
responsibility and the role of being a transportation 
designer - is it needed to focus on other areas than 
the vehicle itself? On the other hand, as stated at the 
beginning of the process, being able to propose 
holistic thinking might be even more important in the 
future. The author believes, that being able to create 
a seamless design within such a complex topic is a 
valuable skill in professional work.

Proposing the immersive experience ended up having 
a high impact to make the audience believe in this 
concept. Reflecting on the author’s past experiences 
and having a strong personal connection with the 
topic, it was challenging to stay fully objective with the 
decisions - but at the same time rewarding to have a 
speculative project to investigate all the possibilities 
for such an ideal experience. When proposing such 
service, there were many ethical questions; how is it 
justified to increase the amount of tourism in a fragile 
environment? Does it have a negative impact on 
nature if people travel more, maybe even fly more? 
Understanding the value of the ethical side of the 

project in the early stages, it was important to be 
aware of the fact that the goal was to reduce the 
negative impact of tourism - perhaps even eliminate it if 
possible. It became clear during the process that being 
a designer, limiting the rights to experience is not the 
ideal way to create something fresh. Instead, it might 
be better to propose a responsible solution, which 
could lead to positive development for tourism but 
also for the environment. 

Having the possibility to work in the Volvo design 
studio benefitted the project a lot. Rich discussions and 
diverse feedback from other designers were lifting up 
the conceptual thinking. The most successful moments 
were the daily chats, quick brainstorming conversations 
which inspired and gave a lot of confidence to push 
the creative boundaries. The constant discussion is an 
evident resource for a designer, but unfortunately, that 
was not easy during the second half of the process. 
The worldwide crisis, COVID-19 pandemic, forced 
the industry to function remotely and Volvo design 
studio decided also to work from home. Losing the 
daily talks and not going to the studio were tweaking 
the workflow, and had its impact on the working 
conditions.  
 
The ideation phase was focusing a lot around the 
question of how does this service benefit Volvo and 
how such a concept could be relevant for Volvo’s 
strategy. It was important to define the idea of the 
Scandinavian luxury and implement the subbrand - M 
Mobility -  which proved to strengthen the project. 
Creating a concept that has the value of proposing 
responsible mobility, might also be relevant for 
the brand like Volvo. In the end, the author feels 
like succeeding to propose an inspiring way to 
showcase the new take on the Scandinavian premium 
experience.

The process was progressive most of the time, mainly 
thanks to the dialog with the mentors from UID and 
Volvo Cars. As mentioned, the decisions had to be 
taken at a fast pace, which set some limits for the 
exploration phase. To make the design unified and 
to create a credible, functioning unit, 3D-tools were 
implemented in an early stage. When looking back to 
the process, the decision to prioritize the overall design 
to be resolved was intentional, but still, the exploration 
process could’ve have been slightly deeper in certain 
areas. 
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There could be a possibility of adding a little “flavor” 
- being a bit more unexpected in terms of forms and 
shapes. However, the author is satisfied with the overall 
outcome and design.

Besides completing the design, the process had many 
unknown elements to tackle - visualization being one 
of them. The execution was very dependent on the 
context, and the design had to communicate well 
with the arctic environment. Eventually, the concept 
was visualized in the Unreal Engine, which is known as 
a game platform but also as an efficient architectural 
visualization tool. The strength of the software is its 
real-time interactions - seeing the outcome without the 
delay. Having diverse cinematic options, it was also a 
great tool for creating videos. In the end, bringing new 
software into the process was a valid solution, and the 
constant learning curve kept working refreshing. 
 

Overall the project was a long learning process, 
but also an important phase for the author to have 
a project with a relevant topic. Coming up with 
a surprising solution made the project solid, and 
hopefully creates discussion and questions in today’s 
transportation industry as we know it. Redefining 
mobility, considering the needs and sustainability are 
essential topics to investigate, and the author believes 
Volvo Abisko is an exciting statement to make. 
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