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ABSTRACT

For this master degree project I have confronted the phenomenon of a new 

generation of users who identify themselves more with services they can 

reach than with things they actually own. Such insight relates to both an 

increasing environmental awareness and socio-economical factors that 

conflict with the way the automotive industry has been developing. 

Commercial vehicles are a segment that could logically benefit from apply-

ing a service-approach to its design and development process.  What is the 

aesthetic that derives from the needs of these future users? That has been 

the main question and focus of my thesis. My goal was to explore such 

aesthetic in a tangible application in the interior design of a multi-purpose 

van. I partner with Volkswagen Commercial Vehicles in this process. 

My conclusion is that the “Aesthetic of Use“ lies in a triangularity of vehicle 

architecture, surface treatment  and flexibility of usage. With this under-

standing I developed an “evaluation key” to help me judge the ideation 

material in order to select the best design proposal to illustrate a service-

based vehicle for VW. The chosen interior design proposal represents a 

modular system offering two distinct configurations: Labour and Premium.  

The Labour architecture could be upgraded by applying and changing rent-

able components and would act as the base for the Premium version. The 

modular principle of this architecture would allow to serve the different 

needs of the users by mixing and combining these components.
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The Aesthetic of Use  

 

The Master Degree Project is the final step of my almost three years long 

lasting Transportation Design Master in Umeå and sets an end to my life 

as being a student. It suppose to be my final statement as a student and 

the beginning of my professional career as a Designer. During my studies 

I always tried to regard my projects from a conceptional direction, just to 

make it as interesting and fun as possible. My highest goal was to inspire, 

me as much as my surrounding people, colleges, teachers, students and 

friends. I regarded this as the biggest success, when it worked out, but I 

faced a lot of misconceptions, too. 

 

When I met my supervisor Peter Levko we took a look through my portfolio 

and the projects I was doing so far. He mentioned this fact as a positive 

element of my work and my personality as a Designer, but he said at the 

same time, that I would have to bring these conceptual skills back into real-

ity. Otherwise I would never leave my thought bubble. This would be the 

biggest challenge for my Master Degree and for me and my professional 

development as a Designer. And thats why we went for the most difficult 

and challenging topic: An Interior of a Commercial Car! 

 

In the Appendix you find a project I did in advance with my friends and 

student colleges Desmond Wong and Jacob Cyriac, the BeoAir Interior. We 

tried to create an atmosphere for self reflection by combining different 

levels of interactions in between the passenger and the architecture.  

We regarded BeoAir as some kind of aesthetical teaser for the Degree 

Project, something to start from. 
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„The car faces a new era. Volkswagen faces a new era. That means: We are 

facing huge new challenges. And like some big names of other industries 

painfully got to know is: Who does not go with the time, leaves after a 

while. 

Why did I mention that? Because it has to be a wake-up call for us at 

Volkswagen. A warning of a deceiving sense of security. A warning not to 

ignore the huge catalysms of our society. And a warning for a manage-

ment, which does not take the right decisions and consequences out of 

this. (...) 

The question is: Is our company ready for the change? Are we brave and 

healthy enough for that? Or should we just shut our eyes and hope the 

best? 

The answer of Volkswagen is simple: We are not waiting till we get 

changed, we take the responsibility for our destiny. We stop talking, we 

start doing. (...) 

Our world has changed: Political conflicts are braking out all over the globe, 

ideological changes are shaking the trusts into our society, economical 

crises are the result. The outcome for our business are dramatically - it does 

not matter if you take a look to Russia, India or South America. 

 

But not only the world, even our brand is changing in a speed rate, we 

never experienced before. (...) If we look back to the year 2007, when we 

started our new program, we see a totally different world: There was value 

for carbon dioxide emissions, electric mobility was not put on the table 
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at all. And the digital world was still in its very early days. The first smart-

phone - the iPhone was released at the end of 2007. 

 

Our sector changed in the past seven years faster and stronger than in all 

decades before. 

 

But not only the business circumstances switched, even Volkswagen 

changed dramatically since then. (...) The number of our brands grew from 

8 to 12. We hired 250k people, we doubled our sales volume to  

200 billion € per year. (...)“, (Dr. Martin Winterkorn on the management conference 

in Dresden 2015) 

 

The chairman of the board of management at Volkswagen Dr. Martin Win-

terkorn discribes in his speach at the management conference in Dresden 

at the beginning of the year the situation of his company in a changed 

world and gives a hint towards the challenges Volkswagen and the whole 

sociaty would be facing in the near future. 

Volkswagen was following a very expansionary politic during the last 

decade. A politic which drew a negative, almost imperial image of the 

company and maybe the whole country; Germany. 

 

Volkswagen seems to be at a strategical turning point now, where they 

leave its very conservative growth oriented company politics, after they 

managed to fulfil almost all of the goals, towards a more future and      

society oriented direction. This switch creates a little change to more in-

novative and user focused solutions. 

 

This is the chance to draw a more positive image of the company by taking 

things more serious, to build up authenticity and to set an end to the 

„winter of opportunities“. 
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Why Volkswagen Nutzfahrzeuge?  
 

My experience in the car industry is that the design process deals less and less 

with the actual use of the things and that is something which disappoints 

me very much. Car industry tries to create a world around the mobility which 

has not much to do with the use of mobility, it tries to sell an image with the 

product that brings the user into another context than his actual personality. 

 

The consumer buys the car and adopts its image and suits it towards his 

personality. My boss Peter Levko pointed it out one day, when he said a car is 

80% car and 20% person. A commercial car like the Volkswagen Caddy or the 

Transporter for example is 20% car and 80% person. 

 

In my opinion the Car Industry or Institutions in general are loosing credibility 

because they do not seem to find the right answers to problems of our time. 

Or they seem to treat them not serious enough. Electric mobility is a good 

example for this offset.  

 

I think that Volkswagen Commercial Cars can make a difference. The usage is a 

significant part of the image and the design. And I truly believe that the Com-

mercial Cars Sector has a huge strategical potential when it comes to electric 

mobility.
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At the moment the phenomenon of electric mobility is fought out on the 

back of rich privatiers which can easily afford a Tesla for example and buy 

that image of a highly reflected LOHAS person, which does care about the 

planet for the prise of 120.000$. This is silly and does not make sense. 

 

Wouldn´t it make more sense if a city craftsman-guy, which has to cal-

culate his daily distances for his workload during the day anyway, would 

use electric mobility in a professional way? Never the less of course when 

you think about public transportation, busses for example, which have 

their round courses, would not pollute the inner cities with their smog and 

noise. That makes sense! 

 

Volkswagen Commercial Cars seems to be the perfect place to develop 

concepts to help the phenomenon of electric mobility on its way to grow. 

If you take a look at the history of Volkwagen and the development of 

its product portfolio, you realize that the part of Commercial Cars and its 

image was way bigger in the beginning of the brand. The T1 was a perfect 

fit to its time, when europe was destroyed after World War 2 and when it 

was needed to start something new. The T1 submitted that feeling of „We 

can do it! Lets get things started!“, We gonna build a bright, pacifistic and 

friendly future. Together!“ 

 

But what would a car, maybe a commercial car like the Transporter would 

look like, which fits into our times? 

The german word „Nutz“; „Der Nutzen“, means „Use“. I see a huge aestheti-

cal potential in the usage of things. Usage is a basic thing in scandinavian 

lifestyle, culture and design. Volkswagen Nutzfahrzeuge do not want to 

show off and maybe thats why it is probably the most scandinavian car 

company on the continent right now...  
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PROCESS
I had to orientate myself, especially to frame the volume of the Degree 

Project. Thats why I started to research the companies history and the role 

of Commercial Cars at Volkswagen and the society. But to find a way to deal 

with the complexity of  the topic was the real challenge. I had to construct 

a tool to judge my decisions during each design step: The Evaluation Key. 

It is composed by the People, the Target Group, the Brand, the Persona in 

constellation with the Scenario, a requirement Matrix and an aesthetical 

comparison. I investigated three Scandinavian Companies with their tipical 

designs composed in a triangularity to it. This is how I constructed a field of 

design directions to orientate myself. The Evaluation Key was a very helpful 

tool during the Interior Ideation Process and the 3D-Development. 
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ORIENTATION

What is Volkswagen Commercial Cars? This was the first question I was 

confronted with when I got that offer to do my thesis there. I had no 

idea. 

So I started to search for products they were releasing during the last 

couple of years and brought them into a relation to each other. Size wise 

and theme wise. 

The brand portfolio of Volkswagen Commercial Cars reaches from the 

VW up! (small), over the Caddy, Amarock, the Transporter 6th Genera-

tion to the VW Crafter, which is the biggest car in the line. Besides Volks-

wagen Commercial Cars published some very interesting show cars like 

the „Volkswagen-et- Concept“ from 2011 and the „Volkswagen-e-Co-

Motion Concept“ from 2013, which were both dealing with an ecological 

city delivery scenario. 

Then there was the well known „Volkswagen California Bulli Concept“ 

from 2011 of course, which was very close to get into production and 

just recently the „Volkswagen Tristar Concept“ which was published 

in 2014 and served an area, based on the T6 of professional rugged 

craftsmanship.  

As you can see, Volkswagen Commercial Cars has a huge range through 

all kind of areas which they have to solve with a high number of varia-

tions of their models.
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VOLKSWAGEN CHRONOLOGY
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VOLKSWAGEN CHRONOLOGY | ONLY COMMERCIAL CARS
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To understand the complexity and versatility of Volkswagen Commercial 

Cars, I took a closer look at the Transporter as the most prominent icon of 

the brand. 

 

I defined three rough areas which the Transporter has to cover: 

 

1st. BUSINESS | AUTHORITY, covered by the Transporter Multivan. 

 

2nd. LABOUR | ACTIVITY, covered by the Caravelle. 

 

3rd. FAMILY | FRIENDS | INDIVIDUALITY, covered by the California. 

 

Then I tried to fill these directions with meanings like Precision, 

Simplicity, Empathy and Quality for Authority. Sustainability, Robust-

ness, Roughness, Trust and Safety for Activity. And Equality, Sensitivity, 

Freedom, Choice and Pedagogics for Individuality. 

 

These are all meanings which somehow are related to the Transporter 

and which cannot be regarded on their own. They blur into each other 

and sometimes one meaning is more important for a specific use then 

the other one. But the Transporter is everything at the same time.
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POC

POC is a swedish company, built on a strong mission; to do everything 

they can to possibly save lives and to reduce consequences of accidents, 

for gravity sports athletes, by developing and renewing what personal 

protection is all about. POC has in many ways already set a new standard 

when it comes to technical solutions, construction, material combina-

tions and engineering, with patented solutions, to increase the degree 

of protection. 

POC works in a cross scientific way in Stockholm. The organization 

involves competencies from different fields, such as engineers, mate-

rial specialists, industrial and graphic designers, neurologists and back 

specialists. Stockholm is an important centre for some of Europes lead-

ing research and development experts in the areas of safety, medicine, 

health care, advanced product development and testing.
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Klättermusen

Klättermusen is a very interesting company from Åre / Sweden which 

are specialized in outdoor and climbing equipment. 

The philosophy of Klättermusen is to reduce the footprint of human-

kind while experiencing the nature. They accomplish that goal by very 

original technical solutions on details, by spending very high attention 

to quality, materials and a smart recycling system. 

If you have bought a Klättermusen product and you have been using it 

for years, it does not matter how long, and you do not want it anymore, 

maybe because something is broken, you can give it back to Klätter-

musen. They will give you a certain  amount of money as a deposit back 

and they are going to reuse the materials of the product for new ones. 

The broken product will be brought back into the lifestyle-cyrcle and the 

customer gets the feeling of being part of a Klättermusen-Community 

by sharing a certain idea of sustainability. 

 

Klättermusen would be in between LABOUR | ACTIVITY and FAMILY | 

Friends | Individuality.
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BANG AND OLUFSEN is a company from Strur / Denmark with a huge 

tradition and was one of the pioneers for audio systems and -products in 

Scandinavia. 

They have been one of the most innovative and relevant players in the 

game for years. Shaping the image of Scandinavian Design by the use 

of honest materials, smart ideas and solutions,  lot of extravagance 

and strong statements, when it comes to form and a little humor for 

concepts. All in all, very inspiring. 

 

B&O Play would be settled in between BUSINESS | AUTHORITY and FAM-

ILY | FRIENDS | INDIVIDUALITY.

B&O Play
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There is probably no other country which can sell its own image and 

the Scandinavian lifestyle to the world like Sweden. Pretty much 

everything, if it is architecture, products, music, art or the people 

help with their particular style and statements to shape that brand; 

SWEDEN/SCANDINAVIA. 

 

People which have a huge influence and draw that picture as some 

kind of representatives are Scandinavian world famous artists 

and musicians. If it is Erlend Øye, the lead singer of the Kings of 

Convenience and the Whitest Boy Alive, Byörk from Island, Robyn 

or Slaggsmåls Klubben have their own style but maybe a familiar 

massage: 

 

Be brave, be cool, but do not show off to much, be nice and conveni-

ent, be tolerant, reflected and strong. Be yourself! Be a Hipster if you 

want... It´s ok, as long it does not hurt somebody. 

 

I believe that this is a huge massage in a globalized world like ours, 

where conflicts and terror seems to surround us. And maybe thats 

why it is so successful. It gives hope to the young people searching for 

orientation.

SCANDINAVIAN PEOPLE
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The Transporter is the „Alleskönner“!   Which means it is so flexible 

that it can cover everything . It does not have to be everything at 

the same time, but it has to create the „Freedom of Choice“! 

 

If you put those two pictures, the strategic-aesthetic-scenario 

and the Scandinavian musicians on top of each other, you get the 

target group: 

 

I want to focus on the scenario of a van which serves needs of our 

time. Maybe which is reducing the footprint like Klättermusen, but 

would be as creative, innovative and iconic as B&O Play. I want to 

create a Transporter which can be used during the week to get to 

work and get every day stuff done, but spending a weekend with 

your family and friends at the same time. Maybe in a flexible and 

adoptive way? I don´t know yet. 

 

I don´t want to exclude somebody or something. That would not fit 

to the Transporter and Volkswagen Commercial Cars. So, thats why 

I created some kind of field of precedence or blur.

1.:  „ The POC Aesthetic“ 

POC was positioned in between BUSINESS | AUTHORITY and LABOUR | 

ACTIVITY. This area would lead into an extreme-sports-scenario. I regard 

this as the less important part. That´s why I gave this area the x-factor 1. 

 

2.: „The B&O Play Aesthetic“ 

B&O Play was positioned in between FAMILY | FRIENDS | INDIVIDUAL-

ITY and BUSINESS | AUTHORITY. This area would lead into a scenario of 

commuting people, autonomous driving, relaxing and self reflection. This 

is more relevant for me when it comes to actual technology for our time. 

That´s why I gave this topic the x-factor 2. 

 

3.: „The Klättermusen Aesthetic“ 

Klättermusen was positioned in between FAMILY | FRIENDS | INDI-

VIDUALITY and LABOUR | ACTIVITY. I want to spend the most attention 

towards this field, because it seems to be the most authentic topic and 

fits the best to the „Zeitgeist“, the relevant things of our time, creating 

smart,connective and creative solutions for our life. 

TARGET GROUP
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So, what do you think „Zeitgeist“? What is the spirit of our time? Does 

it have something to do with flexibility? Or smartness? Connectivity? 

Authenticity? 

 

I hope to find some answers to that questions, helping me to build 

up a concept which shows empathy and gains credibility, because it 

maybe just makes sense. 

 

Let´s get things started!!!   

The Zeitgeist (spirit of the age or spirit of the time) is the intellectual fash-

ion or dominant school of thought that typifies and influences the culture 

of a particular period in time. For example, the Zeitgeist of modernism 

typified and influenced architecture, art and fashion during much of the 

20th century. 

 

The German word Zeitgeist is often attributed to the philosopher Georg 

Hegel, but he never actually used the word. In his works such as Lectures 

on the Philosophy of History, he uses the phrase der Geist seiner Zeit (the 

spirit of his time) - for example, „no man can surpass his own time, for the 

spirit of his time is also his own spirit.“ 

 

Other philosophers who were associated with such ideas include Herder, 

Spencer and Voltaire. The concept contrasts with the Great Man theory as 

the result of the actions of heroes and geniuses. 

 

Hegel believed that art reflected, by its very nature, the culture of the time 

in which it is created. Culture and art are inextricable because an individual 

artist is a product of his or her time and therefore brings that culture to 

any given work of art. Furthermore, he believed that in the modern world 

it was impossible to produce classical art, which he believed represented 

a „free and ethical culture“, which depended more on the philosophy of 

art and theory of art, rather than a reflection of the social construct, or 

Zeitgeist in which a given artist lives.    
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In the analysis of the arts and culture, the concept of a „spirit of the age“ 

or zeitgeist may be problematic as a tool for analysis of periods which are 

socially or culturally fragmented and diverse.  

 

People of our time start to identify themselves rather about services they 

are using, then about products they are buying. Smart phones and the 

internet are just platforms to get an easy access to those services. 

 

Volkswagen and other car companies regard this switch as a problem, 

because it comes with a consumer behaviour change. But I regard this topic 

as my holy duty to deal with as a designer and I see a huge potential in this 

phenomenon. World is changing! Get used to it!  

 

Volkswagen Nutzfahrzeuge should find an answer for this kind of people 

because they are the customers of tomorrow. A future oriented, well-

educated, sensitive for the currant topics group of people, seeking for 

authority. Volkswagen should accompany them on their way into a better, 

smarter, connected and more sustainable world and help them to find right 

solutions. 

 

The car maybe partly consists of a service. Maybe the car would have just a 

basic adoptable and customizable architecture to be able to grow with the 

people and their different needs and reacts to new technologies.

Maybe the car could be something like an updateable platform which 

would be changing with time. 

 

The Transporter for example is surly used by its owner differently during 

the week than on the weekend. How would the car react to the different 

needs of the customers?  
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SERVICES  +  CONNECTIVITY
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In Europe, a special „Harlekin“ or „Harlequin“ model was released in 1995. 

The Polo Harlequin was an unusual edition featuring a multi-coloured body 

with each panel in a different colour: Flash Red, Ginster Yellow, Pistachio 

Green and Chagall Blue. It used the same engines as normal Polos, only the 

colour of the panals was the difference. Priginally limited to 1.000, around 

3.800 of this series were produced. There were 2500 Polo Harlequins made 

in the UK between 1996 to 1998. 

 

Volkswagen originally created the Design series to tour at International 

Auto shows. Due to the huge public response of the original four Design 

series, 60 more were produced. Only 264 were made and offered in 1996, 

mostly in the United States. A few of them were sold also in Mexico. 

 

The Harlequins were produced by swapping the body panels of four differ-

ent coloured Golfs. They are usually designated by their base colour (the 

colour of the car with no body panels attached).  

 

This concept should picture the precision, Volkswagen was able to generate 

during the production process. If you build four proper cars in different 

colours, put them apart again, just to mix the single parts and rearrange 

them again, only to find out how it goes and precise they fit together, you 

should recognize the quality.

PRINCIPLE HARLEQUIN
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However this was of course a marketing idea, just for commercial purposes.  

Kind of a silly one and it somehow failed, because it did not capture qual-

ity at all. But it drew another picture: A pacifistic and democratic one. A 

picture of tolerant customers with self esteem, which want to be and act 

different. Customers, which do not regard a car as a status symbol any-

more, but as a tool created just for one purpose: Mobility. 

 

The biggest problem of this concept was probably that it came out to early. 

The Harlekin would be the perfect Hipster-Car and would generate a huge 

revival today. I am sure that its so ugly and silly that it would be cool again. 

 

Volkswagen produces a huge precision in its products nowadays without 

using the Harlekin at all. Eventhough they somehow follow the same prin-

ciple with its MQB-System (Modularer Querbaukasten), which creates the 

possibility of sharing parts in between the brands and the models without 

problems and rearranging them in a huge variability.   

 

Dr. Winterkorn regards this system as a key technology for the future. And 

that is probably right but they do not show that. Their design is based more 

on quality and precision, which pushes the products more towards the 

premium sector, not on usability and variety. At least they do not commu-

nicate that in their design.

This is why the Harlekin Concept fits so good to Volkswagen Nutzfahrzeuge 

and implicates the possibility to create a new and unique design language 

for the brand. Maybe not based on the look of the Harlekin, but on its 

democratic principle.
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Uber is an international  app-based transportation network and taxi com-

pany which has its head quarter in San Francisco/California. The company 

uses a smartphone application to receive ride requests and then sends 

these trip requests to their drivers. Customers use the app to request rides 

and track their reserved vehicle´s location. 

As of 16th December 2014, the service was available in 53 countries and 

more than 200 cities worldwide and was valued at more than US$40 bil-

lion. 

 

Since Uber´s launch, several other companies have emulated its business 

model, a trend that has come to be referred to as „Uberification“.  

 

Uber is the subject of ongoing protests from taxi drivers, taxi companies 

and governments, who believe that it is an illegal taxicab operation that 

engages in unfair business practices and compromises passenger safety. 

As of December 2014, protests had been staged in Germany, India, Spain, 

France and England, among other nations, while incidents involving pas-

sengers have been documented in December 2014. 

 

Uber was banned in Spain and two cities in India, it continues to be 

involved in disputes with several governmental bodies, including those of 

the US and Australia. 

UBER
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Uber is a game changer! Just like other upcoming services it creates a very 

immediate connection in between the user and his needs. 

 

If you are in a new city at the airport or the central station and you need 

to get to the city-centre, you can have a look at your phone and you might 

think, that somebody is just going to that direction anyway. You can send a 

request and that person can spontaneously decide if he stops by and gives 

you a ride to make some extra money. 

 

There would be no need for a taxi fleet standing and waiting in a queue in 

front of the station, polluting the area with their exhaust fumes, noise and 

ugly colour. That is a huge waste of resources all this stored metal and fuel 

in the taxi line. 

 

This is a good example how a more easy accessible service  can reduce 

the footprint of an environment, safe resources and act its part in a more 

sustainable, more future oriented world. 

 

Of course this change causes problems with the established protagonists of 

the taxi business. But maybe this system is just not contemporary anymore. 

They cannot stop this development. They should try to profit from that 

phenomenon, maybe by becoming part of it and using it for them.

I truly believe that it gets more relevant for car companies like Volkswagen 

to include services like Uber into their concepts. Otherwise their products 

could lose credibility and authenticity. And that is what Dr. Winterkorn was 

concerned about when he was speaking about a new era in car design. 

 

Maybe a part of commercial vehicles can be a service...
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Frej is a swedish artist. His band Slagsmålsklubben is known for its dynamic 

Synthesyser Sound mixed with some HipHop-Elements. 

 

But more important is that Frej is a typical Hipster and stands as an 

example for a huge number of todays well-informed, well-educated, well-

connected young generation, which is actively searching for  

authenticity. 

 

They are tired of lazy conservative fear driven discussions. They want to get 

things done and they are coming up with their own optimistic, flexible, 

crowd driven, democratic and decentralized solutions. 

 

The average young europeans are academics without a job and no money. 

Frej is an exception. He has a job... 
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THIS IS FREJ
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WEEKEND

WEEKDAY
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But Frej uses his Bulli differently on the weekend 
than during the week.

FREJ LIKES HIS T3!
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Frej´s Bulli is used during the week mainly in the city, either to commute 

to work or to get some everyday stuff done. Its not only been used by Frej. 

He shares it with his friends, if they need to get something and they need 

a car, they would borrow it. I think they might even share the costs for that 

car. 

 

On the weekends Frej and his friends like to go to the country-side  

especially during the summer, to have some outdoor activity or just a nice 

time with a BBQ and some beers. 

 

Sometimes, on a couple of certain weekends during the summer, Frej and 

his friends use the Bulli to visit some festivals. They would not mind to 

drive a couple of hundred kilometers to see their favourite bands and to 

meet some other friends at those locations. 

 

Besides, this is Frej´s job. He is working on a couple of festivals during the 

summer. 
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FREJ LIKES TO SHARE HIS CAR WITH HIS FRIENDS.
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LINNÉA
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THIS IS FREJ´S CREW.JON

PONTUS
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CONSTELLATION

Frej and his girlfriend Linnéa are using the car of course the most. 

Usually his friends and band mates Jon and Pontus are with them 

and sometimes, maybe only a couple of weekends per year, Jon 

and Pontus are taking their girlfriends with them.  

 

So the layout of the car would be 4 + 2. It should be comfortable 

for at least four passengers, but usable by six passengers without 

any problems. Otherwise it would not be a transporter. 

 

If you multiplicate the single characters with each other and 

divide them threw the number of days per year, you will get the 

usage algorithm for that car. 

 

But of course Linnéa, Jon and Pontus are using the car differently 

for their own purposes.

ALWAYS OFTEN

( ( ( ( ) ) 
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USUAL SOMETIMES

) ) 
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I want to remember that the Volkwagen Transporter is dealing 

with efficiency, comfort and lifestyle at the same time. Therefor 

it has to be a very variable car and it has to create the freedom of 

choice.  

 

I try to picture the different needs of use by describing the back-

grounds of the single characters.
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Linnéa is Frej´s girlfriend. She studied fashion in London, but is 

working as a grafic designer in a consultancy in Stockholm. She is 

helping out when the band needs a new tour poster or new cover 

for an album. Eventhough the dream of having an own boutique 

is still not dead.

Jon is the creative part of the group. Most songs are results of 

his experimental approach of mixing sounds and topics. He is 

somehow the intellectual and introverted counterpart to the ex-

troverted and excentric Frej. But most important, he is the daddy 

of two children and uses the car sometimes for family activities.

Pontus is not a musician, but he is the technician of the group. 

He is taking care about the sound system and makes sure that 

everything is working the right way during the gigs. Besides he 

has a bar, which is used as the base of the group.
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EXTERIOR EXPLORATION
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EXCHANGABLE PARTS



74



75

The design of the vehicle is based on two things: straight geom-

etry and divided volumes. This treatment allows  the car to have 

an elegant shoulder which increases the height visually and the  

wind resistance at the same time. Stretching the single elements 

horizontal as much as possible helps the car to appear modern 

and elegant .  

 

The reason for dividing the grill into two pieces and to pull the  

grill-graphic upwards is that we can try to avoid an angle in be-

tween the windshield and the hood. Besides it allows a modular 

treatment in between the grill/light graphic of the exterior and 

the dashboard at the interior. It reaches into the interior as well 

and can be part of the dashboard so that it builds one module 

with the infotainment. 

 

The customer can rent a configuration specialized onto the pur-

pose of its need and changes the appearance of his car as well. 
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Following the Top-Down-Principle the windows could be 

pushed upwards in a simple way to  create an agreeable climate 

especially when the car is standing. The window panel could be 

switched to a sunroof-element. 

 

The grill element effects the appearance of the car just like the 

configuration of the interior. 

 

In between the wheel arches might be some space for some 

additional parts like a water tank , a generator, an extra fuel tank 

or a BBQ-grill. 

 

The bottom includes the engine. This area could be exchange-

able as well. There could be a battery with an electric motor as 

a standard configuration. Or it could be adopted to a hybrid for 

longer distances on the weekend for example.
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MATRIX
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The matrix should be helping me to organize the planing of the  

modular system of the car. There are three modular areas: 

 - 1) The front area which includes the grill, the light-graphic and 

the infotainment of the interior. 

- 2) The side panels consisting of the doors. 

- 3) The back consisting of the back door. 

 

These modules should be available in three different configura-

tions: 

- Premium / Business / Authority 

- Labour / Activity 

- Family / Friends / Creativity  

 

This matrix should frame the design amplitude. 

 



FRONT / INFOTAINMENT /  
GRILL / LIGHTS 

BIG SCREEN + WOOD CASE  WOOD CASE + TABLES SINGLE SEATS + TABLES

NOTHING AT ALL + DOOR

CHILLOUT BANK + TABLES

FILT-STORAGE-CASES + WALL

NOTHING AT ALL 
(BACKPACK-ZIPPERS)?

KITCHEN-DOOR

SMALL SCREEN +  
FILT STORAGE SPACE + 
IPAD SYSTEM+ 
CUP HOLDERS

NOTHING AT ALL 
(IPAD-SYSTEM)? 

(SHOPPING-BAG)? 

(PORTABLE SOUNDSYSTEM)? 

PREMIUM / BUSINESS / 
AUTHOTITY

LABOUR / ACTIVITY

FAMILY / FRIENDS / 
CREATIVITY

DOORS BACKDOOR 1) 2) 3)
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EXTERIOR VARIATIONS
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WORTH TO DEVELOP FURTHER 
- HORIZONTAL STRETCHING 
- LESS ELEMENTS 
- A LITTLE HIGHER
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INTERIOR IDEATION 1

 
- HORIZONTAL STRETCHING 
- LESS ELEMENTS 
- A LITTLE HIGHER 
- MORE DEMOCRATIC
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AUTONOMOUS DRIVING: 
HOW TO HIDE THE STEERING WHEEL WHEN IT IS NOT NEEDED
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LAYERED ARCHITECTURE EXPLORATION
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INTERIOR IDEATION 1
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Felt is a textile that is produced by matting, condensing and pressing fibres 

together. Felt can be made of natural fibres such as wool or synthetic 

fibres such as acrylic. There are many different types of felts for industrial, 

technical, designer and craft applications. While some types of felt are very 

soft, some are tough enough to form construction materials. Felt can vary 

in terms of fibre content, colour, size, thickness, density and more factors 

depending on the use of the felt. 

 

Felt is used everywhere from the automotive industry and casinos , to 

musical instruments and home construction as felt paper. It is often used as 

a damper. In the automotive industry, for example, it damps the vibrations 

between interior panels and also stops dirt entering into some ball/cup 

joints. Felt is used on the underside of a car bra to protect the body. Gaskets 

are also often made of felt. Felt gaskets can be used for: seals, washers, 

spacers, stripping, discs, anti-vibration and anti-squeak pads, bumpers, 

bushings, noise reduction linings, vibration mounts, shock dampeners, 

heat barriers, wipers, oil and grease retainers, dust and fuel oil filters, 

sound deadening, padding, insulation, plugs, light seals, lamp bases, 

lubrication wicking, dust shields and filters.

MATERIALS
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There is an important tradition in Scandinavian Architecture and Design 

to treat the things as honest as possible. I try to transfer this thought into 

the Car-, especially into the Interior Design. Components which are used as 

furniture like tables or cupboards could be build out of untreated, maybe 

even used wood because why not? It creates an association to other more 

common fields of life like housing. And just like in a modern living room in-

terior the mix in between simple and clean architecture and warm, maybe 

antique wood components create an interesting and premium atmosphere. 

 

The cloth of the cushion material is used everywhere where the user is get-

ting in touch with the car. The seats of course, the steering wheel and the 

armrests. It is surrounding the passenger on shoulder heights in a double-

island-architecture and divides the car layout into a person focused and a 

thing related, use-part. 

 

 

 



95

2



96



97



98



99



100



101



102



The Interior Design is based on the same principle  as the Exterior. 

Logical straight geometry and divided stretched democratic 

volume treatment. The Aesthetics of the Use appears through a 

triangularity of clear and understandable surface treatment, the 

right and sustainable choice of  robust materials, the flexibility 

of the usage and the roomy space feeling. Everything under the 

aspect of authenticity.     

The backseat is pushed back to the very end of the car and builds 

one unit with the back door. This is one of three exchangeable 

modules of the interior and allows the passenger to have more 

space and the choice to not have a passengers bench in the back, 

but to switch it with the back door for having even more space 

for a more labour use.  

Besides it creates the possibility for the front bench to rotate so 

that the passengers face each other during the autonomous driv-

ing mode for example. 

The suicide side-slide-doors would be exchangeable as well. The 

user can choose here between different components specified 

for his needs. And last but not least the dashboard is divided in 

two pieces. The table which is the base for the architecture and 

the exchangeable Technology Cassette which allows the user 

to choose in between the more premium democratic big screen 

version and the more driver focused labour version. Connected 

to this cassette is the grill with the head lamps of the car so that 
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the arrangement of the interior would be visible on the exterior 

as well.  The aesthetic of the architecture is build on two three 

dimensional island topics illustrate the usage of the passengers. 

Cushion material is wrapping the passengers everywhere it is 

needed, the storage is treated layered like shelves to show the 

usage. 
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I arranged all the different designs in different fields to orientate 

myself. At this point I still distinguished in between the areas: 

Labour / Activity, Business / Premium and Family / Creativity. 

Later during the process me and my supervisors decided to drop 

the Family / Creativity part because this field would be the most 

abstract and less concrete one and somehow it is covered by the 

other topics. 

 

But now I would face the biggest challenge. I would have to 

bring these ideas into my design and a model. 
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EVALUATION KEY

The evaluation key was a very helpful tool to judge my design 

and to take the right decisions. Is this only aesthetic or is it really 

use? And where is the connection in between? And does it fit to 

Volkswagen Commercial Cars?

In this case for example, it helped me to evaluate the architecture 

of the premium Dashboard. I replaced the big and slim crystal 

like touch screen, you see on the left through a bigger angled 

more flexible interface, which would be easier to use. You could 

arrange the position just by dragging it like ever you want.
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RESULT
The result of the exploration, which took place during the process, was an 

Interior architecture, based on a package of a Caddy , which should be as 

flexible and adaptable as possible towards the demands of the user during 

the use of the car.   

116



117

It should be possible 

to start your trip with a 

labour setup and change it 

during the journey to a differ-

ent one, which fits better to the 

specific needs of the user, based on 

the same architecture. In this case Frej 

and his girlfriend are starting in Stockhom 

with a labour interior, because they have 

to carry a lot of stuff with them. When they 

reach Berlin they meet their friends and change 

the architecture to the premium setup to do some 

sightseeing trips by renting some components like the 

extra bench and the big screens. The question is, where 

can Volkswagen step in and help them to customize their car 

by a service?     
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PREMIUM
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FAMILY
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COMMERCIAL
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The complexity of an interior is a hard to handle challenge during 

a student project, even for a degree project. And I was thinking 

a couple of times if I should not go for another topic, something 

less complex, less evaluable and more abstract, where I could 

hide my less developed skills a little better. But I am sure that I 

took the right decision. It was right not to go for a safety degree 

project, where the result would have been quite clear from the 

beginning. It was right to try to develop something new, a new 

statement, based on a more professional materia, like an interior. 

This project had to happen right now and I think it chose me 

rather then the other way around.  

And I believe the  fact that I chose to work with Volkswagen and 

to do my degree project at the company was the right thing at 

the right time. Even though I missed my friends from school and 

the creative environment in Umeå a lot.  

 

I think I needed this professionalism to surround me at the 

Volkswagen Studio for taking the next step in my personality and 

on my way to become a professional designer. Everything has 

its plus and minus and working in a big company is not so easy. 

A lot of politics are involved. But that is part of the game as well 

and needs to be learned to deal with. The most important thing 

for me was that there are so many people which are better then 

me at Volkswagen in many different ways and I would profit from 

them in any case.  

CONCLUSION
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The biggest success for me was that I left my comfort zone. That 

was the only way to do the steps I did because I was forced to 

deal with real design, evaluable design. And it was even for me 

amazing to see the development of my skills. Even though it was 

not always easy and quite painful from time to time. I reached 

the boarders of my skill level several times during this project and 

managed to go beyond my own possibilities.  

 

But I am happy that I had the chance to do this, that I build up 

the strength to get through this and that I was not afraid to fail. 

Because thats the moment something special can happen.   
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