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Preface

All'my life, | was excited about the experience of travelling and
encountering novelty through the ride. Therefore, | was always
excited by the vehicles enabling me with such experiences and
their design. However, knowing that the product which allows
the ease of travel damages the places I like to escape to, left me
inadilemma. | began wondering if there was a way to make it
better. This thought followed me throughout my education and
research within the development of the following project.

The Automotive industry is undergoing tremendous transforma-
tion. The electrification and autonomous driving technologies
bring about the new ways we use and experience vehicles. These
changes implicate the interesting developments for the field,
however, they also bring about the new challenges.

Within my graduation, | explore some of the challenges and
opportunities the Automotive segment might encounter in the
future. For this purpose, the project included the field research
of Japanese rural areas. Besides the challenges elaborated fur-
ther in the report, | was driven by the admiration for Japanese
design, encouraged by its completeness.

From the tradition of artistry and temples brought back to
nature to decompose upon their deconstruction, to the commu-
nity values of respect and perfection, completeness is part of the
culture. Therefore, | believe this research posed a great learning
opportunity to exit the comfort zone of familiar and learn to
design with people of different needs and sensitivities.

Seeing the design as a bridge between art, society, and the envi-
ronment, this project is a reconciliation of fields of automotive
developments, novel materials and subjective well being.

| feel fortunate to have had the opportunity to experience and
learn so much within this project, and by sharing my Vision |
hope to share a small step towards my idea for a future world.

Ikigai: A reason for Being
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Executive Summary

This Master thesis was developed for Mercedes-Benz AG.
The following report elaborates the steps taken in developing a holistic interior vision for
‘Sustainable Luxury’ of Mercedes-Benz.

In seek of representation for the future societal needs, and possible future challenges and
opportunities in terms of holistic mobility conceptualisation, the research took place in the rural
areas of Japan. Therefore, this project is aimed at 'Self-reliant people accepting innovation raised
on the traditional values'

These people are seeking the segregated life, focused on the abundant luxury of time, bonds of
smaller communities, and personal fulfilment. Cherishing the community traditions, innovation
isacceptableif it preserves the experiential domain of respect towards community members and
the environment.

To fulfil the demand for such a context, the mission was 'to achieve a perception of an abundance
of less within the experience and perception of the product while keeping the identity of the
brand intact!

As the reconciliation between sustainability and luxury indicates the change of expression of
luxury in means of a form, the qualities of the premium experience are set to keeping the utmost
feeling of safety and physical ease leading to comfort. Therefore, ‘'encountering a moment for
yourself, within a shared experience, in comfort. was set as the desired interaction.

The ideation led to the development of three conceptideas, which were further validated and
iterated leading to the conclusive vision‘lkigai: A reason for being.

Ikigai presents mobility solution as part of the holistic system of sustainability and manifests as a
contribution to the context.

Thevision'lkigai'is a Level 4 shared mobility service by Mercedes-Benz, intended for the

rural communities of Japan. The on-demand service, utilising the Mercedes-Benz municipal
vehicle, grants community residents overcoming the dependence on the pre-scheduled, public
transportation of the area. The private zones in the interior space are providing users with a
possibility for individual focus and relaxation while in a shared environment. Ikigai's minimalistic
interior is enriched by the works of local craftsman. The material finishings of unique algae-based
materials and bio-luminescent lights, produced in the village, are limited to the vehicle design
specificto the area.

Consequently, the car simultaneously represents exclusivity of the local craftsmen and
uniqueness of the tradition, sharing them in rides beyond the borders of the village. The brand
remains to provide unique personal experiences within innovative products. Meticulous
attention to details and high build quality bring it to the class of its own in providing a sense of
safety and physical ease leading to Mercedes-Benz comfort.
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Conclusion
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Introduction
About Mercedes-Benz

Figure1.0, Mercedes-Benz leadership

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Figure 2.0, Dedication to innovation

Mercedes-Benz AG is a german global automotive
marque and one of the oldest manufacturers of cars. The
name, as well as the current trademark comprising of a
Daimler’'s three-pointed star in Benz's laurel wreath, first
appeared in 1926 under the name of Daimler-Benz.

Known for development, production, and sales of premi-
um passenger cars and services, itis part of the Daimler
AG parent company. Mercedes-Benz AG is responsible for
the business of Mercedes-Benz Cars and Vans, compris-
ing product portfolio of Mercedes-Benz brand, with the
subsidiaries of Mercedes-AMG, Mercedes-Maybach,
Mercedes me, SMART brand and the EQ product and
technology brand of electric mobility. [1-4]

16

‘The best or nothing.

Mercedes-Benz utilizes this mission to communicate
the aim of providing the customers with the best expe-
rience of the quality, referring to the legacy of Gottlieb
Daimler. By employing this statement, Mercedes-Benz
wishes to embrace and communicate the brand's
tradition, reminding the customers of the pioneering
achievements and meticulous engineering. In this way,
the brand aims to establish a strong connection with
customers over longer periods. [5] The statementis also
a quiding principle in terms of the brand values, experi-
ences, and relationships to the competition. It expresses
the desire to lead and continue the advantage in the
market.
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Figure 3.0, Perfection in build quality and comfort Figure 4.0, Refinement based on tradition

The corresponding guiding Core Values and subsequent
Experiences are;

Responsibility

Mercedes-Benz aims to take responsibility as an exem-
plary leader of 'Passionate Innovation’, 'Holistic Sustain-
ability’ and'Delightful Customer Care’.

Perfection

Representing the desire to be the best and signifying the
focus on experiences of ‘Percieveable Quality’, 'Exemplary
Safety’, and ‘Energizing Comfort’.

Fascination

To satisfy the experience of captivation and continue to
astonish their customers, Mercedes-Benz focuses on the
cultivated and'Refined sportiness’, ‘'Distinctive Style’, and
“Trendsetting Design.

17
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Problem Definition
Sustainable Luxury

This project aims to contribute to the'Sustainable Lux-
ury’ of Mercedes-Benz, within the novel context: one of
the Japanese rural areas, as representative of the future
societal needs, and with an answer to the possible
future challenges and opportunities in terms of holistic
mobility conceptualisation.

Viewed from the current associations to the terminolo-
gy, 'sustainability’andluxury’ are oftentimes opposing.
Whereas one implies the ability to maintain constant,
balanced existence, the other often implies non-essen-
tial, but highly desired wealth. Hence, a design chal-
lenge and opportunity alike lies with the reconciliation
of the terms.

With the turn towards electric mobility and environ-
mentally friendly solutions, Mercedes-Benz aims to
introduce a sustainable strategy with value for all
stakeholders; from customers and employees to society
asawhole. [2] Therefore, genuinely sustainable design
should take into account the values of environmental,
economic, and societal influences equally.

Due to the technological developments and a higher
quality of life, the world population is experiencing the
highest rate of urbanisation and longevity ever. Al-
though the influential urbanisation process worldwide
encouraged the migration of youth and adult popula-
tion towards cities, the rural areas are not empty yet. [6]
The villages left behind are populated mostly by elderly
residents (aged 65>) inclined to anticipate the difficul-
ties with mobility in the upcoming years. As the popu-
lation ages, people will likely suffer the inability to drive

and mobility impairment. Specifically, Japanese society is
strongly affected as the oldest demography in the world.
[6]. Therefore, the quality of transportation adds to per-
sonal well-being. [7]

With designers in a position to intentionally contribute
to the positive experiences [8-10], Mercedes-Benz could
provide a holistic system of mobility, supporting the
specific community needs and reconciliation of ‘'sustain-
ability"and‘luxury’.

Therefore, the following thesis aims to explore and con-

tribute to answering questions about mobility for highly
developed, Japanese context of rural communities from

an aspect of Mercedes-Benz contributions.

During the research phase the aspects such as;
-community values and reliance on tradition

-approach to luxury

- acceptance of the novelty and innovations

- appropriateness of innovation within the given context
- specific mobility needs,

are examined and taken into account.

The specific questions such as;

- How important is personal mobility in the everyday life
of rural community members?

-How is Mercedes-Benz perceived by the rural communi-
tyinjapan (i.e. Brand Image)?

- How can Mercedes-Benz specifically contribute to the
life of the residents of the beforementioned areas?

are posed as the leading questions for this research.
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Approach
Methods and Terminology

This project was developed by following the Vision in
Product Design (VIP) approach [11]. Moreover, the the-
sisincluded the desk research of the novel, sustainable
materials, as well as the field research of the Japanese
context.

Vision in Product Design (VIP)

Vision in Product Design is a design approach developed
by P. P. M. Hekkert and M. B. van Dijk. Its intention is
the development of a purposeful vision"which reflects
asa'raison detre’ of the design solution. The method is
applicable for a radical, context-appropriate innovation,
centred about human interaction with the design.

Sustainable materials and biodesign research

The desk research into sustainable materials and biode-
sign concerns with the developments of the novel biode-
gradable and bio-based materials and an emerging field
of biodesign. The terminology of the research is applied
in the chapter'Stimulating factors for the future’and the
synthesis of the concepts.

A biodegradable material is a material which may dis-
solve fully or partially when contacting the living organ-
ism, and the living tissue substitutes them. [12]

A bio-based material is a material deliberately made from
substances derived from living, or once-living, organ-
isms. [13]

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Biodesign represents an emerging design movement
which integrates the use of living material (e.g. algae,
fungi, yeast, cultured tissue, etc.) to develop a product
whose properties are consequently enhanced as part of
standard manufacturing methods or a more complex
field (e.g. synthetic biology, biomimicry, etc.) The often
interdisciplinary approaches combine the interests of
the fields such as life sciences (studies concerned with
living organisms), bioengineering, botany, biology, art
and design, to examine and contribute to the society on
a sustainable level. [14]

Additional DIF methods

The additional methods concern the human-centred
approach taught and practised at TU Delft's Design for
Interaction (DFI) Master course. Applied during the field
research of Japanese rural areas with the aim to include
the userin the creative process of coming to appropriate
design solutions suitable to the human desires and needs

[9].

19
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a: Deconstruction
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Domain

Ikigai: A reason for Being
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‘Self-reliant people accepting innovation raised

on the traditional values'

The VIP method starts with defining a specific problem
area, a domain.

The domain of a project is defined by describing users
within a context. Further steps of the approach focus on
deconstructing and analysing the relationship of the users
with product, existing within the chosen domain. [11]

The focus of the project study involved field research in
Japanese rural areas. In specific, the study incorporated
explorations of the Tokushima Prefecture of Shikoku
island. Based on the information collected during

the research, the domain of this project is defined as
‘self-reliant people accepting innovation raised on the
traditional values’

23
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Self-reliance

Abandoned by the younger generations in seek of urban
lifestyles [15], the villages of countryside grew smaller,
developing necessary self-reliance as a result. The
residents, actively contributing to their communities,
aim to provide the support for themselves and
neighbouring areas' to ease the otherwise challenging
lifestyles. [Appendix Method, Sanagochi Pampleth]

With the purpose of a better understanding of the
lifestyles and nuances of community values, the
research incorporated a field exploration of the rural
villages of Shikoku island. (Detailed descriptions of the
areas and research can be found in Appendix Method)

The sustainment of regional developmentis
approached with the eagerness for better life quality
and security, as resources needed to provide themselves
and preserve the cherished local customs and traditions
are often hard-to-reach. The residents, gathering
within the local community centres, are actively
participating in establishing the local leadership,
forming the governance decisions, and striving for the
continued revitalisation of their areas through unique,
locally produced craft and design. [Appendix Method,
16]

24
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Traditional Values and
innovation acceptance

Traditional values and innovation acceptance

Shikoku (FUE, literally four provinces) is one of the five
main islands of Japan. Itis famous forits 88-temple
pilgrimage, consisting of Buddhist and Shinto temples.
[17,18] Although as a society, not considered very
religious, Japan is traditionally influenced by many
aspects of its native religion. Developed from the

close relationship with nature, Shinto as polytheistic
religion revolves around the kami (jap., divine beings),
supernatural entities believed to inhabit all things. [19]
Considering every part of nature as a representation of
the divine spirits, the Shinto teaches respect towards
nature and life.

The forms of respect towards nature and communities
were identified in the contemporary strives of the
following three areas:

- respect towards nature and life
- mutual support and perseverance

Consequently, innovation supporting the community
preservation within the area is acceptable, aslongasitis
formed upon the traditional values of respect to nature
and living environment.

Within the localities of Shikoku, the examples of self-
reliant, innovation-implementing communities are
recognised [16]. Due to the efforts of the local authorities
(residents), the villages noted positive migrations and
greater public awareness of the area-specific qualities.
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JAPANESE RURAL COMMUNITY

Figure 5.0, Influences on the
rural communities of Japan

Ikigai: A reason for Being
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Conclusion

Role of mobility in the everyday life of the
community members

Japan is a context replenished with contrasting elements
between tradition and innovation. Strong technological
development of the country’'s urban areas left the rural
regions seeking novelty which would bring progress in
the easement of life, comparable to urban settings.

One example of such a need for progress is recognised
within the domain of mobility efficiency.

In specific terms of transportation efficiency, the rural
communities developed a local transportation service,
believing the public transportation is inefficient.

The Tokushima City Bus was regarded as unsatisfactory
[Appendix Method], given that its rare schedule is
resulting in a user’s feeling of dependency. Since the
rural areas are, generally, dispersed with segregated
communities in various regions, the residents are mostly
driving. Subsequently, the public bus is mostly empty
and is, therefore, deemed expensive and inefficient.

Due to the predominantly elderly population, the driving
capabilities of the residents are decreasing. Therefore,
the local volunteer drivers, self-organised in a communal
‘taxi' service. The driving capable individuals offer a
ridein a private car, to their non-driving members. The
community taxi developed as a response of the local
areas to public transport.

However, the taxi services are offered at a higher price in
comparison to the public bus and are unavailable if there
are no accessible drivers.

As members of the Japanese rural community rely on
personal vehicles and enjoy the sense of independence
from the drive, the use of carsis considered a necessity.
A space forinnovation in the field of personal vehicles is
acceptable, as users believe the personal vehicles could
be improved in the fields of autonomous driving, and
electrification of the vehicles [Appendix Method].

26
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Example of dependency on public transportation is elaborated in
afigure6.o.

The overview depicts a shopping routine of the Kamikatsu
resident, Shiro.

Due to the dispersed living area, it takes Shiro an hour of walking
down the mountainside to reach the bus stop. The bus is taking,
approximately, an hour ride to the nearby town, providing Shiro
with an opportunity for buying the necessities.

The shopping duration is dependant of the bus schedule, providing
Shiro with an occasion to take the bus back to Kamikatsu.

The walk from the mountain foothill to the top includes Shiro
carrying the bought items.

27
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Deconstruction of the Product

Product values

Figure 7.0, S-class coupe interior

Figure 8.0, Main components focused on driver

Interior segments

The current Mercedes-Benz layout is the product
of a package designed assuming the need for the
driver maintaining full control of the car and with an
interaction to the dashboard, steering and pedals.

The interior is standardised with the dashboard and
steering in the front, accompanying driver and front-
row passenger seat, separated by the middle console.

The back area, created by the division of the in-row
seating, remains reserved for the passengers. The two
distinct areas, front and the back, are connected by
the open area above the middle console, acting as a
meeting point of the interior.

28

Brand values and elements of luxury

Mercedes-Benz is a premium vehicle manufacturer.
The representation of luxury and status within its
productsis on par with brand values, developed out of
the company’s heritage and promising the best forits
customers.

The expression of the luxury within the brand products
is multifold. Itis found in the perfection of engineering
excellence, meticulous attention to build quality, a desire
for the leading innovation, and experience of comfort.

Engineering Perfection

From the early days of the vehicle developments, the
premium of Mercedes-Benz is expressed in the strives
forengineering excellence and vehicle performance by
exemplary innovation and sportsmanship represented in
the main components directed at driver.
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Figure 9.0, Interior detailing with high-quality material finishes

Build quality

The build quality of the product, represented through
high production standards, meticulous design,
construction, and high-quality material finishes,
aims to reflect the craftsmanship once needed for the
development of Mercedes-Benz vehicles.

Leading innovation

A desire for the leading role on the market is expressed
through high strive for technological innovation.

The brand aims to provide responsible solutions, and
assistive systems, leading in domains of safety and
sustainability to ensure the best for its customers.

Within the interior, the application of the novel
technology and its systems is represented through the
use of displays.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Figure10.0, Implementation of digital systems
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Experiencing Comfort

Lastly, Mercedes-Benz's representation of luxury is
expressed in the aim of surpassing the customer’s
desires. The feeling of the premium is about experiences
within the interior of the product. Hence, Mercedes-Benz
aims to provide the utmost feeling of safety and physical
ease leading to comfort.

In terms of the interior characteristics, the form

of Mercedes-Benz interior expression of the luxury
changed over the years. However, the meaning of form,
experiencing luxury through comfort remained constant
in terms of the interior feeling.

29
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Brand image

Figure 1.0, Pointing attention to interior detailing; materials
furnishings and digital system of MBUX

~ .

source: Mercedes-Benz Japan Instagram ¥

Perception in Japan

Within the Japanese context, Mercedes-Benz maintains
the image of distinguished luxury built on expectations
and deliveries of reliable and quality-build products, with
leading innovation and technology.

The brand is positioned within the premium segment
and is perceived on a slightly higher level of luxury, in a
respective comparison to its European brand image.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

A
source: Mercedes-Benz Japan Instagrams
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Determining intended and unintended design qualities

Figure12.0, Cultural probe questionnaire

t page to write the words that
come to your mind. (Nuaber of words
doesn’t matter)

‘name symbol

01

IS roER (PYSI—->3Y) /
Brand associations

Research Question and Methods

Research question and method Part 1: Assigning the associations to the brand; putting
The following paragraphs aim to summarise the method all the associations to the brandto the surface,

and findings of the field research answering the question

of;'How is Mercedes-Benz perceived by the rural commu-

nity of Japan (i.e. Brand Image)?

The design qualities related to the brand were examined
through the cultural probe [20, 21] questionnaire. The
questionnaire served as a sensitization material [20, 21],
giving the possibility for the participants to explore their
choices of the words and images related to the percep-
tion of the brand. The questionnaire was followed by
the interview, allowing the participants to reflect and
additionally elaborate on their answers.

The cultural probe consisted of three parts;
32
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“Positive” symbol

“Negative’ symbol

Ikigai: A reason for Being
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03 .

ANEFANIYIRARS.. 2/
If Mercedes-Benz was a person...?

\ELV
reliable

\ S
( hungry

LU
hard to please

Imagine Mercedes is a person. What sort of
she be? Is he reliable? Does

02

TSVRAA=/
Brand image

Part 2: Choosing the images most strongly connectible  Part 3: Assigning (human-like’) qualities to the brand,;
to the brand; reviewing the images of the brand products ‘brand as a person’ exercise designed as a task for en-
and choosing the ones most relatable, followed by the  abling people to reveal the notions relatable to the
discussion why these images are the strongest connec-  brand, usually found below the surface level of the de-
tion to the brand scription [20, 21].

The questionnaire was filled in by participants of dif-
ferent age groups, from the areas of Kamikatsu and
Tokushima.
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Figure13.0, Results of the questionnaire

Resulting Qualities

Resulting qualities of the Brand image were recognised
and assigned:

Intended

-elegance,

- class,

- luxury,

- style,

- competitiveness (sporty)

Unintended

- unattractiveness, over-confidence,
- being'over the top', loud,

- attention-seeking
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The in-depth interview provided elaboration for the
resulting qualities.

The stimulifor the intended qualities were found in the
elegance of the long lines, (interpretation of the) proud
stance of the car and the high-class style due to the
choice of the expensive/quality materials. The brand was
also regarded as reliable and sturdy.

The unintended qualities were related to the stereo-
typical image of the'usual Mercedes-Benz customer’,
and the exterior qualities of the strong representation

of the grilland the logo. The stereotypical image of the
Mercedes-Benz customeris an impression of a person ex-
pressing a financial and social status through the brand's
product. The exterior qualities and representation of the
grilland the logo was perceived as the attention-seeking
and desirable by the people who are aiming to establish
a status of importance within the society. These quali-
ties were regarded as'over-the-top'and‘loud’ within the
context of rural areas.
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YOU'RE NoT BuYING A CAR.

YOU'RE BUYING A BELIEF.

T HE NOTION OF BUILDING A MERCEDES-BENZ HAS ALWAYS BEEM AN EXCEPTIONALLY MEANINGFUL ENDEAVOR.
MORE THAN MAKING A MACHINE, WE ARE UPHOLDING AN IDEAL. MORE THAN SIMPLY TURNING OUT NEW
MODELS, WE ARE ADVANCING AM ENTIRE INDUSTRY WITH EVERY NEW INNOVATION.

Fram the very baginning, from the moment we new 5-Class will once again raise the industry to

built the first automobile back in 18846, the worid mew heights, In technology, design, performance and

was watching. Learning. Adoring. We won races,  |uxury, the car unveils an altogether unprecedented

design awards and recognition for safety develop-  |aysl of achievement. And demonstrates a belief

bl i b A e that as long as we strive for the highest possible

i bile aficion: F I over, : S - :
R level of integrity in everything we do, there will be

2006 will be no different. The introduction of the people on this earth who appreciate it

Linlike any other.

D

Mercedes-Benz

Image by merkleyandpartners.com
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Deconstruction of the
Current Interaction

The interaction with the product describes the
relationship between a product and the user. [11]

The current user interaction with Mercedes-Benz is
marked by the obedience of a powerful product.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030
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ACTION

approach / unlock

ACTION

open the door

ACTION

getting in

security

Feeling safe and as everything is
under control as Mercedes-Benz
,greets‘ the owner the way it
usually does.

TOUCHPOINT

light/audio response

EMOTION

pleased

INTERACTION QUALITY

welcoming
greeting
seamless

NEED

autonomy
security

As usual, Mercedes-Benz supports
desired actions as it helps even with

Routinely entering the Mercedes-
Benz means entering the

the simplest tasks, everything works personalised environment.

smoothly, as it is supposed to be.

TOUCHPOINT

easement of doorknob and the
doors

EMOTION

at ease

INTERACTION QUALITY

effortless
supportive
responsive

Figure14.0, Storyboard of currentin-
teraction of user with Mercedes-Benz
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TOUCHPOINT

seating comfort

EMOTION

moving

INTERACTION QUALITY

accepting
greeting
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ACTION

closing the door

NEED

security

Subtle support of actions, sounds of {

indirectly reminding of safe start.

TOUCHPOINT

easement of the doors

EMOTION
engaged

INTERACTION QUALITY

acknowledging
recognising
responding
compatible
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ACTION

adjusting: putting on the

seatbelt, setting up for the

journey

ACTION

journey set-up:

communicating to the digital

Ux

NEED

security

NEED

security
autonomy

the door closing and belt locking, are In the vehicle, everything is set

TOUCHPOINT

pull of the belt, (clicking) sound of

the fitting

EMOTION

secure
engaged

INTERACTION QUALITY

protective
reassuring

up by the individual‘s personal

preferences. As such, it serves the

owner exactly as it is expected.

TOUCHPOINT

digital system environment; audio/
visual responses, sound of the car

starting

EMOTION

entertained

INTERACTION QUALITY

intuitive
compatible
straightforward

ACTION

driving

Ikigai: A reason for Being
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ACTION

in-drive communication;
- with the car
- with fellow passengers

NEED

autonomy
competence
stimulation

Taking control of your Mercedes-
Benz provides an exciting and

responsive driving experience. The

vehicle is respecting the owners*

wishes while providing the thrill of

sports driving.

TOUCHPOINT

steering instruments, audio/visual
signals from the dashboard, sound

of the car in drive

EMOTION

in control
excited

INTERACTION QUALITY

obedient

supportive
responsive
complying
reassuring

NEED

stimulation
relatedness

The divisions within the seating
arrangement are giving the

impression of space within space.

It is leaving enough options for

seclusion or interaction with other
passengers, at the will of the user.

TOUCHPOINT

ACTION

powering off

NEED

autonomy
security

The dashboard is ready to

comply with the owners* wishes
communicated through the controls.

TOUCHPOINT

review mirror, open space of the car dashboard controls and

EMOTION

connected
included

at ease
entertained

INTERACTION QUALITY

at will

indirect
divided/secluded/shared
involved/uninvolved

audio/visual signals

EMOTION

content
satisfied

INTERACTION QUALITY

complying
agreeable/amenable
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ACTION

getting out

NEED

autonomy
competence

Upon reaching the destination,

the user and Mercedes-Benz
accomplished the goal. The owner

is safe to proceed with the desired
tasks as Mercedes-Benz loyally waits.

TOUCHPOINT

easement of the doors

EMOTION

satisfied

INTERACTION QUALITY

encouraging
powerful

ACTION

closing the door

Ikigai: A reason for Being

A Holistic Vision of Mercedes—Benz 2030

ACTION

walking away, locking

NEED

autonomy
popularity

NEED

popularity
security

As the attention is being drawn upon possession of the Mercedes-Benz,
the confidence and self-worth are confirming within the owner. The subtle
responses to locking the car, as active ,farewell’s’, are supporting the
social strength, and building an image of personal success.

TOUCHPOINT

complying of the doors

EMOTION

confidence

INTERACTION QUALITY

empowering

TOUCHPOINT

light/audio reassurance, leaving

Mercedes-Benz

EMOTION

confidence
self-assured

INTERACTION QUALITY

assuming respect
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Qualities of the current interaction

The expectations of the Mercedes-Benz driver lies
with the need for establishing the balance between
the compliance of the vehicle in-drive and the (re-)
assurance derived from the car's digital systems.
Through different forms of interaction, the user

is led to the final empowering stages, leaving the
vehicle and reaffirming the status within the social
structures.

The Mercedes-Benz customer is usually the person of
the higher socioeconomic status. The clients usually
tend to affirm the position of power through the
luxury vehicle of high quality, as a reward showcasing
theiraccomplishments.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030
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Deconstruction of the
Current context

Global Market position and Sustainability

With the Automotive industry at the turning point
towards environmental sustainability, Mercedes-Benz is
aiming to develop a vision for Sustainable Luxury. [2]

The progressions of the legislative and sustainable
outlook for the future, aim at providing more space for
the shared, environmentally unpolluting vehicles. [22,
23] Hence, the dynamic innovations and responsiveness
of the brand to the contextual pressures resulted in the
development of a fully electric platform, EQ, along with
the CASE strategy.

The CASE strategy is a corporate strategy intended to
cope with upcoming industry challenges. [24, 25]. It
stands for connected, autonomous, shared and electric.
The strategy is enabling Mercedes-Benz to assure it's
presence on the global mobility stage, with the inno-
vative, sustainable solutions in rank with the societal
demand of autonomous, shared vehicles.
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Figure15.0, Mercedes-Benz as mobility provider

CAR
G0

car sharing

™~
v

customer assistance
.

Mercedes wae
7

Mercedes as mobility provider

Introduced by the CASE Strategy the Mercedes-Benz
implemented mobility services.

As car-sharing of the future entails a reduction of vehicle
demand, Mercedes-Benz is forced to develop innova-
tive business strategies. Mercedes-Benz introduced

the range of offers as a mobility service provider, some
of which include car-sharing (car2go, charge@work),
ride-hailing (FREE NOW), taxies, bikes and public trans-
port options (moovel), as well as customer assistance
(MercedesMe). [26]

g
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moovel

public transport

. ride hailing
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Figure16.0, Current market and competitors
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TOYOTA

Mercedes in Japanese market

On the Japanese market, Mercedes-Benz is positioned
within the segment of the premium vehicles.

The main competitors for this segment being Lexus,
BMW and Audi.

Mercedes-Benzis currently the best-selling internation-
aland premium brand in Japan. [27]

The A, B and E-class are most represented in the Japa-
nese countryside, whereas S-class and Mercedes-May-
bach remain reserved for the urban areas.

The main competitor to Mercedes-Benz within the Japa-
nese context is Toyota's premium brand Lexus. [28]

Inspired by the unparalleled Japanese hospitality, the
brand's vision is to‘treat each customer like they would
treat a guest in their own home’. Lexus profiled as a pre-
mium brand of exceptional customer service and reliabili-
ty, catering to brand loyalty.

In order for Mercedes-Benz to remain on a leading posi-

tion in the market, a vision for a uniquely Mercedes-Benz
interior feeling of customer care needs to take place. [29]
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b: Design decisions

Ikigai: A reason for Being
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Stimulating factors
forthe future

The context clusters were built by the gathering
of context factors [Appendic Factors]. During
the analysis 8 context clusters were developed to
generate future context.

Factor clusters

Growing the future

Mankind seeks to co-design with nature, applying the
contributions of novel biodegradable and biobased
materials for consumable and often replaceable goods.

Intensity of autonomy

With the advancements of autonomous technology,
the change of user behaviour and demand brings to
intensity of use. Observed as spaces on wheels, rather
than passenger transportation means, the vehicles
are shared and used for multiple purposes, at all times.
The intensity of use brings about the shorter lifespan
products, thus producing a greater need for their
substitution.

Self-reliant community

The emergence of self-reliant communities develops

as aresult of population migration towards urban
areas. The community development is followed by the
construction of the personal sets of values in preserving
themselves and taking care of each other.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Way of the gods

Ritualistic philosophies of respect for ancestors,
heritage, and minimalism in balance to the awe-
inspiring aspects of nature transpires to be conscious of
the purpose and the way of the kami (god/s).

Human as part of the natural world
Escaping the human-made world for the unique benefits
of being part of nature.

Brand from within
Minimalism rising as an aesthetic response, giving the
way to the meaning derived from the experience.

Sharing intimacy; the ritual of respect
Approaching people with respect means leaving space
for them to feel comfortable and have their own space,
even if shared with others.

Human-made world ailment

Mankind mentally becomes disconnected from nature
and influences it's further mistreatment, ailing itself in
the process.
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Figure17.0, Factor clusters

Growing the future;
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Brand from within
=

Sharing intimacy;
the ritual of respect

Human-made world ailment
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Figure18.0, Cluster structuring

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Structuring the factors

The clusters groups were analysed based on their
relationship towards the domain.

Each group was aligned along the axis based on the
possibilities of providing an‘opportunity’ or a‘threat’ for
each of the domain core elements.

Self-reliance

The domain presents the self-reliant communities
focused on active participation in community matters.
The factor clusters like'Growing the future'and
‘Human as part of the natural world' could provide
the opportunity for such communities by enabling
the possibilities for active participation in sustaining
themselves by co-creation with nature. The human-
made world ailment’, might, in contrast, suggesta
possible threat of urbanisation and destruction of the
unique community bonds.

Innovation acceptence

The people of the domain are open for innovation
acceptance, provided it is developed on the (traditional)
values of the community. The clusters related to the
preservation of values such as respect, like'Sharing
intimacy, the ritual of respect’ could provide an
opportunity forinnovation acceptance. 'Self-reliant
community’, however, could imply a possible threat if the
community does not leave space for the development of
innovative products, based on the fact that they do not
employ active participation from the community.

Traditional values

The cluster such as'Way of the gods' could provide the
opportunities forembracing the traditional values based
ine.g. Shinto. The'Intensity of Autonomy’, on the other
hand, might threaten this aspect by striving further
away from balance with nature.
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Figure19.0, Clusters based on relationship towards the domain
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The new context
From factors to requirements

From factors to requirements

Based on the relationship between clusters and the
domain, and the clusters among themselves, the new
cluster groups emerged. The developed group formed
the the building elements (requirements) of the
context of the future.
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Figure 20.0, Clusters building the future context

0
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&

Human as partof
the natural world

T

Way of the gods

RE-ESTABLISHING THE
PLACE IN THE ECO SYSTEM

Biomaterial future

Clusters related to the sustainability in terms of
preserving the nature, biomaterials, Shintoism and‘way
of the gods, provided 'Bio-material’ group.

The developments in the fields of biodesign enable
people to grow the materials and co-create with nature.
The biodegradable materials become widely available
and employed in consumable goods. The human physical
world becomes more environmentally acceptable. Due
to the biodegradable aspects, the products reaching the
end-of-life shift to useful resources for the development
of new products. This transformation provides for
circulatory efficiency of goods.
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RESPECTFULNESS IN
SHARING

Minimalism as a form of respect

The seemingly opposing clusters of the'Intensity of
autonomy'and'Sharing intimacy’ brought upon the issue
of respect. Respectfulness in sharing, upon the future
intensity of car use, brings about the modesty in action.
‘A brand from within' therefore emerges as a resolution
to minimalism, un-obstructiveness and modesty in use.

In future, the meaning of luxury takes on a new form.
More people will seek the minimalist environments

symbolically substituting material possessions for
immaterial and experiential fulfilment.

Ikigai: A reason for Being
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ATz
e

Self-reliant communicy

-]

Human-made werld allment

POLARIZED SOCIETY

p—

Segregation within a polarized society

The'Self-reliant community’, means building a world
foritself, as opposed to the urban lifestyle of ' Human-
made world ailment’. The community development is
followed by the segregation and construction of the
personal sets of values and traditions which generates
a polarized community.

The segregation to the natural environment provides
peacefulness and luxury of time to focus on oneself,
otherwise denied within the rushed crowdedness of
urban setting. The self-reliance and need for active
contribution are generated by an individual need for
purposefulness and preservation of traditional values
within the collective.
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Conclusion
The Design Gap
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- A Reconciliation of the Sustainability and Luxury

At the current stage, Mercedes-Benz, asa premium
vehicle manufacturer, expresses premium through
design philosophy of Sensual Purity [30]. The luxury is
embodied in precision, quality, and high-grade finish

of modern luxury [31] Also, Mercedes-Benz offers
possibilities for individualisation and customisation,
[32] stemming from individual customers expecting and
desiring more from the physical and material attributes
of the design.

The identified design gap is based on premises of
transformation within the aesthetical principles, and
the needed response from Mercedes-Benz; from Modern
Luxury to the ideal setting of Sustainable Luxury.

The future context implies a modesty in approach
through respectful interaction in a shared interior
setting. A desire for a minimalist environment,
substituting material expression of luxury and status, for
experiences, suggests a transformation towards a new
idea of luxury.

The redefinition of luxury provides an opportunity for
Mercedes-Benz to profile as a unique mobility provider
for selected communities, instead of individual users.
Hence, the aesthetical principles and customisation
could represent the unique qualities found at the
crossroads of the brand and the community choosing
Mercedes-Benz mobility services.
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Statement Definition

A mission statement describes the aims and ambitions
towards the domain in the future context.

| want to achieve a perception of an abundance
of less within the experience and perception of
the product while keeping the identity of the
brand intact.

The desirable perception relates to the minimalist
product, generating the experience of the'abundance of
less’ Afocus is shifted from the physical domain of the
product to towards the richness of customer experience
within the interior.

From the current standpoint of Mercedes-Benz, with
‘loud' [Chapter‘Intended and unintended design
qualities] emphasis on luxury, a sudden minimalistic
appearance might threaten the image of a brand,
deeming it underwhelming.

Since thisis an unwanted quality, to avoid a
deterioration of the brand image within the upcoming
design actions, the goal is established to preserve the
identity of the brand intact.
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Interaction Vision

The interaction vision elaborates on the qualities of
the relationship between the product and the user. It
provides an analogy describing the resultin behaviour
and/or feeling, elicited by the interaction with the
product, and aligned with the mission statement for
future context.

Encountering a moment for yourself, within a
shared experience, in comfort.

Interaction Vision

The interaction should be like meditation, a precious
moment dedicated to personal focus and reflection.
Hence, encountering a moment for yourself, within a
shared experience, in comfort.

Not all situations with acquaintances are comfortable.
However, encountering a person with whom it is
possible to share a moment in silence, provides a
unigue sense of comfort, security and easement. The
meditation is an activity incorporating a respectful
relationship to others, if not performed alone.

Coming from the need and desire for individual focus,
modesty in approach to other's needs and respectful
understanding arises.
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Figure 21.0, Interaction qualities

Interaction qualities and user
relationship to the product.

The future product aims to fulfil the mission through An experiential abundance of less is identified in:
the human-product relationship. As the mission intends  (interaction qualities in brackets)

to achieve an experience of an abundance of less while

preserving the brand identity, the qualities of interaction Un-obstructedness of the meditation moment
should reflect intended behaviour. (unobstructed)

Hence, the interaction qualities are compared and A personal focus, devoting time to oneself (focused)
identified in the intended mission.
Indirect and respectful interaction with the others
(indirect, respectful)

Independent in deciding whether a moment is spentin
silence or shared with another person (independent)
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An abundance of less in the perception of the Intact identity of the brand is recognised in:
product is identified in:
Providing unique personal experiences (unique)
A minimal physical appearance, clean of all unnecessary
elements (minimal, clean) A sense of safety in peacefulness, providing relaxation
and comfort (comfortable)
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Creative Process

Ideation

The ideation process consisted of four design phases
leading up to the concept validation [Chapter
Validation].

The first phase started with the development of
design ideas [Appendix Concept Sketches]. Secondly,
an evaluation of the design ideas, with company
representitive, led to a selection of promising interior
featuresin the following categories:

An element of uniqueness; providing a novel and
distinctive attribute.

A centrepiece; a touchpoint area where passengers
meet upon a desire

A privacy provider; a division element between
passengers, providing privacy

A seating element; variations

Then, ideas were clustered into preliminary concept
ideas. At first, the distribution of features within three
initial concepts was uneven. Each of the concepts
strongly reflected one of the building elements of the
future context (e.g. the representation of biomaterials,
[Chapter, The new context]), hence not embodying the
potential of the interaction qualities in full.

Finally, the features were distributed equally, based on
their qualitative properties and complexities. Therefore,
the three developed concept directions are comparable
and are further validated in [ChapterValidation]

to assess which features are perceived as the most
desirable.
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Figure 22.0, Creative process
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Concept1

The first concept proposes a scenario imploying

a Mercedes-Benz service that allows sharing of a
personally owned vehicle with others. The car would
have Level 4 autonomous driving technology supporting
the driver. Sometimes, a car would drive autonomously,
but a need fora driver remains.

The following features of the concept are tested:

1. An element of uniqueness: greet by bowing

When a person is entering, the doors open and the car
changes shape to greet by bowing. After a person enters,
it changes back, to provide more space from inside.

2.A privacy provider: fabric divider
Between passengers, thereis a sustainable, transparent

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

fabric grown from plants. The division provides privacy
but allows the person to see if someone is sitting next to
them.

3. A centrepiece: ambient light

In the middle, a passenger can turn on the ambient light,
thus casting the shade on the fabric. By doing this, it is
possible to let another person know someone is there,
whilst remaining ‘hidden’ by the shadow on the fabric.

4. A seating element: connected seats

However, if passengers would like to share a moment
together, they can move the fabric. The seats are
connected remaining on the users to choose how close
or farapart they are sitting.
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Figure 23.0, Concept1

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

65



66

Mercedes-Benz AG

Interior Concepts Development

TU Delft

Faculty of Industrial Design Engineering

Concept 2

The second concept proposes a scenario imploying a
Mercedes-Benz service allowing a customer to order a
community car when needed. The car would have Level 5
autonomous technology excluding a need for the driver.

The following features of the concept are tested:

1. A privacy provider: Ride-sharing preferences
When ordering a car, customers choose to be alone in
the car or to drive with others.

2. A seating element: Gloving mesh seats

Inside the car, the seats are made of supportive mesh,
enabling relaxation or safe storage of things. The

mesh shapes by a person sitting in it, so even when
accompanied by others a person has his/her own place.

Ikigai: A reason for Being
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3. An element of uniqueness: Big windows on the roof
On the roof, large windows are providing a lot of light and
the view outside.

4. A centrepiece: Grow the car

During the drive, a user can interact with the dashboard
in the front. Made of living material, upon touching, it will
slowly grow and change colour in response, leaving the
mark of the user’s presence.
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Figure 24.0, Concept 2
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Concept 3
The third concept proposes a scenario imploying a 2. The seating element: Individual seating
Mercedes-Benz service allowing a customer to order a In the event of sharing a ride, the individual seating

community car when needed. The car would have Level  elements provide the personal space for a customer.
4 autonomous technology. Sometimes, a car would
drive autonomously, but as a need for the driver remains, 3. An element of uniqueness: Bio-luminescent lights

there would be an official driver. On the roof, large windows have a pattern of bio-
luminescent lights (e.g. sea planktons). During the
The following features of the concept are tested: day the patternis creating a play of light and shade in

theinterior. During the night the lights arelitand are
1. A privacy provider: Ride-sharing preferences and  responsive to the movement.
Cedar division
When ordering a car, customers choose to be alone in 4. A centrepiece: Big central console
the caror to drive with others. If a person is driving with ~ During the drive, if users wish to share a moment with
others a'division"made of cedar wood branches, actsasa others or work/read/create theirambience, the shared
privacy provider accompanied by the unique fragrance of area around a big central console can be of use.
the wood.
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Figure 25.0, Concept 3

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030




Mercedes-Benz AG

Interior Concepts Development

TU Delft

Faculty of Industrial Design Engineering

Validation

Research Question and Methods

The following validation refers to the appropriateness of

the conceptualised design features to the domain.

In addition to the validation of features, the concepts
explored:

- the relationship of the community towards the idea
of driving a personally owned vehicle, vs. community
vehicle.

-The desirability of sharing a ride with other community

members

-The desirability of Level 4 and/or Level 5 autonomous
driving technologies, posing a question about the need
foradriver and trust towards a developing technology.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

The validation included two participant groups,

- Mercedes-Benz employees, representative of brand
values, and

- residents of the rural Japanese communities,
representative of the domain values.

The validation was performed in two stages.

First, the participants were asked to fill in the online
Likert-scales [33] questionnaire [Appendix Concept
Validation]. The questionnaire depicted a concept
scenario (Figures 23, 24, 25) to help the participants
immerse in the use of the proposed design.

Following the questionnaire, a comparative interview
[Appendix Concept Validation] was conducted asking
more in-depth questions and allowing participants to
elaborate on their choices.
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Figure 26.0, Validation process
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Results

After processing the collected data, the following
results derived.

From the three concepts, the features rated the
most desirable by both group representatives are as
following:

A privacy provider:

Taken from the first concept a sustainable, transparent
fabric, grown from plants was most rated as a feasible
and desirable feature.

An element of unigueness:

Patterned bio-luminescent lights, from the third
concept, were chosen as a preferable element of
unigueness.

A centrepiece:

Based on the conducted interviews, the centrepiece
feature was eliminated. In terms of the minimalist
physical appearance, the remaining, chosen attributes
were already regarded as abundant.

The seating element:

The most desirable concept idea concerning seating
was taken from the third concept, the individual seating
elements providing the personal space for a customer.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Additionally, during the follow-up interview, the
participants elaborated on the proposition of the levels
of autonomous driving, as well as openness to sharing a
ride with other community members.

In general, the participants from the rural areas did not
mind sharing a vehicle with other community members.
The idea of privacy was found desirable, but not to the
point of booking a ride for themselves only.

The proposed features of individual seating and big
windows on the roof were recognised by both Mercedes-
Benz representative group, as well as members of the
rural community, as providing an interaction focusing on
oneself. The participants recalled personal experiences of
getting lost in their thoughts as moving images appear
in the exterior.

At several points, the members pointed out a desire for
driving, and uneasiness concerning the trust towards a
fully autonomous vehicle. The active contribution of the
residents in providing a service for the community in the
form of driving was still considered an important quality.
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connectedseats & @

ey  \/otes by Mercedes-Benz employees

L Votes by participants from the rural areas of Japan
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Figure 26.0 represents the visual outcome of desirable
features.

Each featureis given a point by a community member
and a Mercedes-Benz representative to assess its
desirability for the final design.
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Vision
Ikigai: a reason for being

The following chapters present the Vision‘lIkigai: A reason
for being.

Ikigai represents the Level 4 shared mobility service by
Mercedes-Benz.

Its intention is to provide a holistic mobility concept, re-
sponding to the specific needs and opportunities within
the rural areas of Japan.

Asetting of fisherman’s village Nori is devised as an ideal-
istic representative of the developed vision.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030
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In the future, people will resort to living in rural areas
has Nori a smallfishermans.village.. .
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Figure 27.0, Elements of final design in context

A sustainable customer care The community involvement

Seeking luxury of peacefulness and time, people segre-  The on-demand service, utilising the Mercedes-Benz mu-
gate within the natural environmentin small, yet self-re- nicipal vehicle, grants community residents overcoming
liant societies. The residents, making an active contribu- the dependence on the pre-scheduled, public transpor-
tion in the community development and preservation tation of the area. When leaving rural area, the service
of traditional values, are taking care of one anotherand isaccompanied by volunteer drivers seeking an active
representing the unigque craftsmanship of the commu-  contribution. This is providing a sense of security and
nity through the use of the specially devised mobility comfort to the customers interacting with the product.
service by Mercedes-Benz.
Furthermore, the design implements the use of circula-
By observing mobility as part of Mercedes-Benz's holistic tory materials within the interior, thus providing for an
concept of 'Sustainable Luxury’, a response to the envi-  efficient material application.
ronmental and societal needs of the customers arose.
A Level 4 shared mobility service, intended fortherural ~ Based on the product demand and frequency of use, the
areas of Japan, incorporates an efficient ride-sharing for  design features are expected to change often. Represent-
dispersed and segregated societies. ing a distinct potential within the replacement of the
material features, the biodegradability supports nourish-
ing the environment for the production of new material.
76



Mercedes-Benz AG

Interior Concepts Development

TU Delft

Faculty of Industrial Design Engineering

Car interior
- a space on wheels

The interior design is explored as the development of
space on wheels, rather than the development of ‘a car’.

Onone hand, the aesthetically minimalistic design
features are envisioned to provide a customer with the
seclusion and privacy in the shared environment. The
individual seating with transparent, algae-based fabric
divider provides the secluded, un-obstructive zones'
within the interior. Consequently, supporting a com-
fortable, personal moment within a shared experience.
Moreover, panoramic windows in the roof support the
individual's focus on personal thoughts by getting lost
in the moving images of the exterior. During the day, the
pattern of lights in the roof window is creating a play of

light and shade in the interior, whilst at night, the bio-lu-

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

The uniqueness of the local area

However, respectful to the customer’s desires, the interi-
or could act as a meeting point of the residents. Moving
the algae-based fabric divider and enabling communica-
tion between passengers.

Ikigai's minimalistic interioris enriched by the works

of local craftsman. The material finishings of unique
algae-based materials and bio-luminescent lights,
produced in the village, are limited to the vehicle design
specific to the Nori's area.

Consequently, the car simultaneously represents exclu-
sivity of the local craftsmen and uniqueness of the Nori's
tradition, sharing them in rides beyond the borders of

minescent lights are lit and flicker in response to the car's thevillage.

movement.
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Storyboard

Figure 28.0, The storyboard depicts an individual
situation of driving from the rural to the city area.

—

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

The journey begins by ordering a car. Since the destina-
tion of travel is a nearby city, the drive is accompanied by

the local driver.

Entering the car, you find yourself in the private area of
your seat. The partially transparent divider, providing you
with privacy, allows you to see that you are not alone on
your journey. Do you know this person, would you like to
share a moment during a drive?
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You can both choose to move a divider,
sliding it back to the seat and giving
you open space fora conversation.

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030
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After your neighbour leaves, you continue a drive to-
wards the city.

Gazing through the big windows enables you a moment
of the peacefulness. The overhead lights in the panora-
ma window on the roof start to flicker as the car drives,
providing you with unigue moments.
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Asyou reach the city area, the driver takes over, and soon

you reach your destination.




Upon leaving, the seat dividers reset, giving new users a
chance to choose whether they would like to enjoy their
ride alone or shared with others.
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Conclusion

The aim of this project was to contribute to the'Sustain-
able Luxury’ of Mercedes-Benz, within the novel context:
one of the Japanese rural areas, as representative of the
future societal needs, and with an answer to the possible
future challenges and opportunities in terms of holistic
mobility conceptualisation. The design opportunity was
to provide a Mercedes-Benz with a vision for a holistic
system of mobility, supporting the specific community
needs at reconciliation of 'sustainability’and luxury’.

An analysis of the current state revealed that Mer-
cedes-Benz expresses premium through high-quality ma-
terial attributes, individualisation and customisation of
Sensual Purity [30-33]. The relationship of the user with
Mercedes-Benzis marked by obedience leading to the
empowerment, reaffirming the owner's status within
the social structures.

However, the future context implies a redefinition of
luxury forms. The traditional luxury as an expression of
personal status reduces before the uptake of the shared
mobility services.

Additionally, the emergence of the segregated self-re-
liant communities open forinnovation and ride-shar-

ing implies a modesty in approach through respectful
interaction within a shared interior setting. A desire for a
minimalist environment, substituting material posses-
sions for experiences, suggests a transformation towards
a new idea of luxury.

84

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Hence, the redefinition of luxury provided an opportunity
for Mercedes-Benz to profile as a unique mobility provider
at crossroads of values of the brand and the community.

The mission statement elaborating the strive to accom-
plishing this opportunity was defined as desireto achieve
a perception of an abundance of less within the experi-
ence and perception of the product while keeping the
identity of the brand intact!

The conclusive vision‘lkigai: A reason for being' presents
mobility solution as part of the holistic system of sustain-
ability, and manifests as a contribution to the domain.

Thevision'lkigai'is a Level 4 shared mobility service by
Mercedes-Benz, intended for the rural communities of
Japan. Based on the aspect of an active contribution from
the members of the self-reliant communities, the brand
isemploying the volunteer drivers to monitor the vehicle
and provide a sense of security and comfort to the passen-
gers. Inaddition, individual attributes of the community’s
craftsmanship and tradition are represented within the
minimalistic interior elements, featuring an expression of
the community's uniqueness.

The relation to the mission statement, as well as the con-
tributions of the vision, are further covered in the Chapter
‘Relationship to mission’.
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Figure 29.0,Users of future Mercedes-Benz mobility services

Municipality of Kamikatsu

Municipality of Kamiyama ‘

Municipality of Sanagichi
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Relationship to mission
through interaction qualities

Figure 30.0, Visons's relationship to mission

Experiential abundance of less

Un-obstructive moments within the interior provide an
individual focus and indirect interaction. User's decision,
to remove the division from only their seat, creates inter-
action independent of other passengers, thus preserving
their respect for privacy.
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Physical abundance of less

The perception of the product remains minimal and
open, with all elements not used at the moment
subtly refined to provide minimal physical appear-
ance.
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Preserving the brand identity

The brand remains to provide unique personal
experiences within innovative products. Meticulous
attention to details and high build quality bring it to
the class of its own in providing a sense of safety and
physical ease leading to Mercedes-Benz comfort.
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Contributions of the vision to Mercedes-Benz

and rural areas of Japan

‘Ikigai: A reason for being'is a vision of a future mobility
service. It provides an idea for the expression of premi-
um in the future context incorporating an increase of
shared products.

Technological advancements
and segregated communities

Mercedes-Benz as an innovation-oriented engineering
company developed technological solutions supporting
autonomous driving on various levels.

An opportunity for meaningful implementation of
these advancements lies in the future, where people
seek the luxury of segregation within natural environ-
ments.

To provide customers with an efficient solution, a holis-
ticon-demand approach to societal and environmental
needs arose. The supporting Level 4 technology pro-
vides the residents with independent mobility service
for dispersed and segregated rural areas. However, for
consumers, seeking an active contribution to the com-
munity, Ikigai provides an opportunity to find purpose
asvolunteerdrivers. Subsequently, this results in an
enhanced sense of security and comfort among passen-
gers.

The luxury in sharing

In the future, as people are being part of smaller com-
munities, the premium is no longer expressed through
individual status. Instead, the idea of shared ownership
rises, consequently changing the relationship towards
the form of luxury.

The main idea of Ikigai vision is to provide customers
with a sense premium within a shared environment.

Ikigai's response to the matteris twofold.

Onone level, the concept provides a sense of priva-

cy and comfort by the implementation of individual
seating with biodegradable fabric dividers. The features
are providing secluded, un-obstructive zones within
the interior, enabling the customers a luxury of time to
focus on personal thoughts and feelings.

On another level, Ikigai's minimalistic interior is en-
riched by the works of local craftsman. The unique
material finishings produced within the community,
are limited to the vehicle design specific to the area.
Therefore, the car of a specific municipality represents
the uniqueness of individual localities and shares them
in the rides beyond the area borders.

In this way, Mercedes-Benz as a brand would develop
the production of numerous custom made vehicles,
supportive of local traditions and crafts. Consequently,
the heritage of the brand would be enriched by individ-
ual area attributes.
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Further recommendations

Car developmentis a complex process employing nu-
merous experts from various fields. In order to develop
a successful product, a corporation such as Daimler

is required to approach mobility domain by tackling
future challenges in a strategic manner. To remain a
leading premium brand, Mercedes-Benz should strive
to follow a specific company vision, instead of aiming
to satisfy every market niche.

The current corporate structure of Mercedes-Benz re-
mains a complex set of individual sectors with individu-
al goals. Company’s numerous departments are devel-
oping avast number of future-oriented ideas in specific
sectors, respectful of their technical and experiential
function. This aspect of corporate culture provides a
competitive atmosphere, as each department aims to
develop aninnovative idea with its expertise having a
specificrole in the main focus.

However, to engineer a design for the future, itis no
longer enough to develop individual solutions.

Accustomed to the vast progress, as a society, the com-
plexities of our future will require continuous improve-
ment. Therefore, the upcoming developments in the
field would require the company to approach mobility

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

asawhole, implementing a holistic approach. The hier-
archical corporate structure would benefit the interdis-
ciplinary strategy following specific company visions,
instead of focusing on a multitude of goals aiming to
satisfy every individual sector.

Besides, to better respond to the underlying mobility
needs and desires of a customer, in the future the ap-
plication of co-creative methods engaging a userin the
process is advisable.

Therefore, the Ikigai Vision was designed with an effort
to implement the beforementioned suggestions. The vi-
sion implemented the novel material use to the interior
supportive of psychological human needs.

Although at times the vision is relying on the scopes
greater than the current influences of car design, like
stages of material development progress, certain
aspects are translatable to interior development of the
future.

The relationship between the product and the cus-
tomer, providing the comfort of private zones within a
shared interior, is an aspect applicable to the practices
of shared mobility services in the development.
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Thefield research incorporated the exploration of the
Shikoku area.

In terms of this project, the methods empolyed to
understand nuances of self-reliant communities are
explored. As relevant in elaborating the identified
community needs and influences of traditional values in
the contemporary community governance.

The examples are given

The explored villages of Kamikatsu, Kamiyama,
Sanagochi, Mima, and Kito.In terms of this project, three
examples of before-mentioned communities are given,
asrelevant in elaborating the influences of community
impacts and Shinto, a native religion originating in
Japan.
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observations
questionnaires
interviews

observations
informal interview

Shikoku (FUE, literally“four provinces”) is one of the
five mainislands of Japan. It is famous for its 88-temple
pilgrimage, consisting of Buddhist and Shinto temples.
(Ref FIXME) Although as a society, not considered very
religious, Japan is traditionally influenced by many
aspects of its native religion. Developed from the

close relationship with nature, Shinto as polytheistic
religion revolves around the kami (jap., divine beings),
supernatural entities believed to inhabit all things.
(REF, REF FIXME) Considering every part of nature as a
representation of the divine spirits, the Shinto teaches
respect towards nature and life.

The forms of respect towards nature and communities
were identified in the contemporary strives of the
following three areas:

Kamikatsu

population: 1526

Known as a zero-waste town, due to the local efforts,
Kamikatsu was able to provide itself with the local zero-
waste station. The town is world-known by its efforts
in environmental sustainability (REF). The community
isrunning the'Kurkuru shop’ consisting of the new
products made of recycled materials. Moreover, the
people within the Kamikatsu community are not only
aiming to recycle the waste, but also reduce it by use of
biodegradable materials.

Kamiyama
population: 4724
The community of Kamiyama created a Green Valley, an

o
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TOKUSHIMA

WAKIMACHI/MIMA
train/by foot

observations
questionnaires
interviews

interviews w/ students

observations
informal interview

organization aiming to attract the younger generations
weary of the big-city life. The organization is hosting the
‘Artist in Residence’ program, along with support for tech
start-ups, and was able to provide the town with the
positive trend of people migrating back.

Sanagochi

population: 2106

Sanagochivillage is organizing in a traditional
community structure specific to Japan. Jokai (the
structure), developed as a support system within the
communities. Itis functioning as a trusting network
between several 'Koju', a traditional mutual aid bodies,
specific to Sanagochi. The roots of Jokai and Koju are
connected with the traditions of Shinto, providing
temples with mutual aid.

Some of the accomplishments of the structure included
theriver cleaning and road protection association. The
Sanagochivillage is also running the local magazine,
written by the community residents.
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Questions related to the mobility needs of the rural areas
(English)

1. (In the area where you live) Do you think transportation is important?
2. How often you rely on transportation in your area?
Always > Never
3. Doyou own a personal vehicle, e.qg., a car?
4. If you are using a personal vehicle, such as a car, who drives it?
Me - Someone else
5. When using a personal vehicle (e.g., a car), how often you share a ride with someone else?
6. If you are sharing a ride with someone, could you kindly recall some reasons for sharing a ride?
7. If you are sharing a ride with someone, do you usually know this person?
8. If you know the people you are sharing a ride with, which relation do you have with them?
Family / Friend / Neighbour / Acquaintance / Other
9. When using a personal vehicle, which of these interior aspects you pay the most attention to?
Entertainment/Smell / Sound / Comfort / Height of the vehicle interior / Interor materials /
Temperature / Practicality of use / Sustainability of materials / Light
Number of compartments, e.g., storage / Level of customisation and details, such as: / Something else:
10. Do you think personal vehicle use could be improved?
1. Think back to a situation of using a personal vehicle. Do you think the use in the future might change? Please imagine how it could be
improved in the future in your opinion.

12. How often do you use public transport?
13. Which means of the public transport you use most often?
14. How satisfied are you with public transportation in the area?
Extremely satisfied > Dissatisfied
15. When using public transport, which of these interior aspects you pay the most attention to?
Entertainment/Smell / Sound / Comfort / Height of the vehicle interior / Interor materials /
Temperature / Practicality of use / Sustainability of materials / Light
Number of compartments, e.g., storage / Level of customisation and details, such as: / Something else:
16. Do you think public transportation could be improved?
17. Think back to a situation of using public transport. Do you think the use in the future might change? Please imagine how it could be improved
in the future in your opinion.
18. When using personal or public transportation which places are most important for you to reach? (e.g., work, hospital, community center,
relatives, etc.) Kindly, give examples:

19. Do you think there is something important related to transportation in the area, that was left out? If yes, kindly give an example:
Thank you very much for your time and efforts!



Mercedes-Benz AG Ikigai: A reason for Being
Interior Concepts Development A Holistic Vision of Mercedes—Benz 2030
TU Delft

Faculty of Industrial Design Engineering

AV
> kOS> 3>
SHIDERRN
“ﬁhHCMDﬂaA®_ SMESENLTHENET. CORABEFTILI NITRASETESH A>T S 77U

FEN(AS A )CZEEET D Zoricic Jasna WNEEIT BEDTI,
*%%)J@N—ﬁ@(;%bﬂ%@*ﬁﬂ\ F—ADFA. FIEICDWTERLUTWLETD,
ABANDSHNE (C(ISMEDIEFRS T —YDFAICEAT BIEHRNASZISNET,
o —MNIFE&RTTY,
72— MMDEIEFTERFRE (FHIS~109TEE T,
CORBANDENMEITERBEET. EOERBETHD TESMZRMDYOHBICENTEEYT, BRADLOIEZZIEZ D
CEEBUEET. RBELCSMURBWEWSBEREHDET,
fhresid. CORBCEGRDOPERBRYADFRBRVEDEEUTVET, SEROEENNMEBICARSNRVKLDEKR
RO HZER L T (FN. BEANBRNBESEORITYITEONDCEF—HDERA. WHRBURTEERRSE
Bieh. T=HEDMZETOFEVS —F v —(COHFNHU. BRZBEU TERETARITDEDTIEHDEEA.
EIZE(CEREHDFERA. BEEHTDEFIT. TLTHDNEDSTINET 1O

=1 | ==

(1) (BEFVOHUKT) BFEITEE L YAV~
EEBWEITM? D e D ~

(2) BEFVOHIFTEED S SL\DEE WDEF HVRDSEEE SRFE(CH] LEEFE REBCH 2<AH

ETRBFEREMALEIMN? H93 ((CFHETD HID FEISD ALY LW
(2BE) L L L O 0O O
3) HBEZAE (B : &) FELTVE =
) s [Jen  [Junx
(4) EHEREOBFRAEZMELTLDE |:| B4 |:| 353 LSRN

A, Bz I dDEFERTZTIN?

(5) BEZAE (F12E) ZFAT I WDEF AVRDSEZE $RZE(CH LSEE RWB(CH £<FIA
EDLBVDEETHD AN ZRED M9 ([CHAHISD HHID FEHIS AHLEL  LRn

TENNBODFIH? |:| |:| |:| |:| D D
(6) MDOAZFEREDEERICH. €D
BZEHEX CWEEIFEITH ?
(7) H>TWBAZEREDIEEZRTCH. ZRhE SN IERRD A FIA
ZTDOHEFEDIDSREBZRTIN? |:| |:| |:| |:|
|:| Zofth GEU< : )



Mercedes-Benz AG

Interior Concepts Development

TU Delft

Faculty of Industrial Design Engineering

B

(8) ExAEEFRAT 3. ENTR
EBRTIRBDIIRDSEENT
FH?

BRAEDHAICHEDRMESH
DEBNEIN?

9

(10) BRAEZFHAYDMRIC,EAIC
HITBDREHD TRNEIN?
Hd5E,BENIEDLSICHE

SNDEBNEKIN?

(11) EDL SV\DSERE TARIT @R

ZMALEIN?

REXHATDIAHIEHE (L
TN

(12)

HEF VOO AHIZEHLRES (C
EDLSBWEELTNWEIN?

(13)

Il
i

S H—FAA

¥ ooa H

o B
0+

il

EDFEM

BO M

o g 3
gl
3

SR ¥R RETE
AREA

qu=}
N |

| O

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

[] ity 220088 (81 : 9 AN)
[] w28 (81 : 9 AN)

[] hro<1XDmi2E M e GELL )
[] =noust Geu<: )
[Jen  []unx
WDOEF HVRDESE SEICR  CEEE OMBICH 2<FA
AY3  ([CRAY3 M3 MAT3 ALZL LR

i
[] /=

L L

[]5o>—

[] xnicEBLTVS
[] ccoemrLTn3
[]mrLcn3

[] saEsRLTLS
[] mrLcumn

[] =%

[]

0 O



Mercedes-Benz AG Ikigai: A reason for Being

Interior Concepts Development A Holistic Vision of Mercedes—Benz 2030
TU Delft

Faculty of Industrial Design Engineering

Consent Form
[please fill the gap and select the appropriate boxes]

Taking partin the study

| have read and understood the study information dated orithas been read to me. | have been able to ask questions
about the study and my questions have been answered to my satisfaction.

| consent voluntarily to be a participant in this study and understand that | can refuse to answer questions and | can withdraw from the study at
any time, without having to give a reason.

| understand that taking part in the study may involve audio or video recorded interviews, a survey guestionnaire, and note-taking; and that
data will be destroyed after processing and anonymisation.

Use of the information in the study

| understand that the information | provide will be used for the researcher's understanding of the brand and analyses, which after processing
(anonymisation into quantitative or qualitative data) might be presented as part of the study material (research report).

| understand that personal information collected about me that can identify me, such as [e.g. my name or where | live], will not be shared.

I agree that my (non-personal) information can be quoted in research outputs.

Future use and reuse of the information by others

| understand that upon the analysis and processing of the data into anonymous qualitative/quantitative data, the raw data provided from the

study will be destroyed (deleted, anonymised and thrown away). None of the raw data formats will be commercialised or re-used in further
research studies.
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Please write all the associations you have
to the Brand of Mercedes-Benz. The
associations can work like a mind-map
of the words. images. experiences and
lifestyles you think of when you hear the
name Mercedes-Benz.

Use the next page to write the words that

come to your mind_ (Number of words
doesn’t matter.)
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_\\_/ the car
Mercedes-Benz

name symbol
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‘Positive” symbol

O

‘Negative’ symbeol

Mercedes—Benz AG

03

ANEFANYRAGS... 2/
If Mercedes-Benz was a person..

Imagine Mercedes is a person. What sort of
person would he/she be? Is he reliable? Does
she always seem elegant? Would you be best
friends. or would they be an aquaitance?

What sort of a relationship you think you
would have with this person? What sort

of qualities does this person posses (both
positive and negative)? Write these qualities,
and add/send me a picture of a person/
character if you want.

(Additional help; think back of sifuations
when you were in contact or had any
experience, interaction with Mercedes: what
did you think, how you felt?)

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

TU Delft

All of the images shown in the
collages on the next page are
products of Mercedes-Benz.
Please indicate the images you
most strongly connect to the Brand
with one of the “positive’ symbols.
Also, please indicate the cnes you

strongly don’t connect to the Brand
with one of the *negative’ symbols

02
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Brand image

TU Delft
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warm

\slLw
reliable

DSV
hungry

SRl

hard to please
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Appendix
Chosen factors building the
future context

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

food truck visiting smaller villages, bringing food to ‘ infrastructure and
Elderll,r___ - development maobility
R I | linfrastructure and :
pick-ups of the waste from elderly |development | mobility |
‘cancellation of the community public buses due to | ' linfrastructure and
the low demand ebe |~ |development mability
‘vearly updates; the range of modiels will be updated i | |
‘annually in order to integrate t | |
ke r: = rtointegrate the latest hardware and| . |
|sottware developments. As customers will naturally | |
o e B [ infrastructure and ‘
lLdmd loop recycling i part of the solution, But] O — mohility '
reducing our consumption, anc ting ] g e I
!mnrq sustainable future, | | ];
e I |environmental |
| While rurgl gre— -
le rural areas suffar from '
ke o (g i ; i
Irural areas; demgpg — e . | ||Jnfram i
:_‘:Eﬂ‘ﬂeng:e_d for transit is disppersed ang ] [S=EEI0Pment | im:ubil::mm - .I
T —— L;_,_m .' Ilinfra_struau};;;&- 7
L4 2| (mobility . [
|Tokushima drivers are known as ane of the worst | -
drivers in the area and the Japan Estate I |sociological
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services models, based on environmental or
infrastructural reasons [e.g. less cars = less polution,
no need for a car with the services on the go like

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

infrastructure and '

;utrer, etc.) " trend maobility
(mobility patterns are changing faster and exhibiting ' 1 T B
less stable and therefare less predictable demand | infrastructure and
\behaviour than before {trend ] mobility
development of technology brings automation; . T ' infrastructure and |
| luummmuus and self driving vehicles ‘E!W'EH:_I'EI'I'IE!’I_'F_J ‘mobility J
t also un- : |
i en have : |
5Wﬂ need school buses that double as mo | |
delivery lockers when they're not transporting kids, ' i
We'll need autonomous micro-apartments for older |
;n:itlzens who split time between locales. And, yes, | ‘
se vehicle b all kinds I
people ' infrastructure and
€. trend mobil
|Future vehicle: nore Intensively and | ' 'infrai:frul:ture and
|will therefore be replaced soone | i
; etore be replaced soone L o | [trend | mobility
cars can be examined as spaces rather than just | i linfrastructure and
|vehicles (space 10) o= | (trend miability
|growth of carsharing will mainly be at the expense of
\public transport, showing that more emphasis should ‘ ‘
be pla:gd in making public transport more attractive | ' - linfrastructure and
« if sustainable mobility is to be developed | trend ! irnubllirty
IMJW“L:LWHN the platform for . |
!mnwmgm to also think about multiple use of | | i ! |
[ - | ||
s IWW-I emanufacty rer.com/articles/hiohase | | | |
a-materials-cultivating-a-systai ;
—— s m.n_a_b_!f.futﬂeﬂ___J_ |dﬂ'.uﬂ'?_"_t_| !Eﬂnnmj: |
';._._u-li—i I —""-..I — IR -dEVﬂIﬂFmEnt_'
the networking of cars with the outside world — J — 1| I[_tg;hnnlusiil ——
v mmarised by the concept of the Connected Car | trend l l:ﬂ:itmﬂu el
. "._-_. .— - I
ridesharing services as an answer to the urbanand | ' I linfrastructure éﬁ?d |
_envlmnr_ne ntal issues | |development mobility
i 3 5 ' | infrastructure and
| Wl
| M rk, serving multiple purpose | l:tl'el'ld | |mobility
\mobility a5 a service; 6 demand service - [feetruceire and |
i i ANd standar :F d :dEWIﬂprﬁent I imit!”w |
(response on Testa?) el BB | ]
People in Europe and Ush are ready tashargiar | T e |
_ ¥ ta share their : 58| I —
Mercedes (through the means of the | |
| N . & Er -
v R R ) N oy
activities, sleeping, eatin o infrastruct
(fEtVitles, sleeping, g, drinki el
—E ST | fred | fmoiny '
|advancemaets in the drivetraj | | -Iﬁﬁi&tr_l.;&rur
(2dvancemets in th rain technal ' | @ and
e . o _F_‘ﬂ____ _ !Idﬁef-:_rr_:-m{n_t | _!nlun_i!rtv |
| AUTOMOMOU'S - = el |
| S [ |
| AFaRiC [ = |
|CASE strategy | . : I
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materials can assume an emphasis on the final
|application of a product and an contribute unique
interaction between people and the product
(Interpretative, affective, perfarmative)

rowing rather than  manufacturing the mnteﬂaks

people are open for (sustainable) innovations,
preserving their living area and heritage

strives to use of the sustainable, even hn-degrad:hh
miaterials

innovation based on use of local resources and
development of goods

|besides technical characterisation materials can
prwlde relationships eveking meanings and
|amations; on an affective level it can elicit the
fulfillment of hedonic needs .

w ;

|the materials can can provide an embodiment that

not onlt meets the practical demands of the design
but also offers intangible sparks captivating people's
appreciation and ultimate experience of a product

utilitarian assessmen

[materials emabdy unigue physical and enp-! rientizl
|prupertle5

'designers choose specific materinls on the basis of
|tad11'ﬂul. experiential and aus‘l:heth: qualities
'materials can posess

Artlsts and dmg-ners need the scientific know-

hinlng:sts, while biologists benefit from the big-

|picture thinking and outside perspective of artists and

|designers

|piologists become a new type of designer, working | )

|appearance of fields such as; growing design, digital

biofabrication, augumented biology, biodesign fiction |

awareness of and desire to use

degradable materials

how of |

R

-

blo-based and/or bio- |

(principle

trend

i

trend

|trend

principle

development |

|state

|de\rel_gpm¢_nt |

development |

Ild.ew-, Inp_rnent '

1
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biotechnical

!hiﬂtﬂhniﬁl |

blotech |‘||:a|

[biotechnical |

sociclogical

environmental

biotechnical

biotechnical |

i
| biotechnical

[

Ihiute:hnh:al

biotechnical |

blotechnical |

\biotechnical N
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there are more people interested in the shared

services madels, based an environmental or
infrastructural reasons (e.g. less cars = less polution,
no need for a car with the services on the go like
|uber, etc.) :

mobility patterns are changing faster and exhibiting

Ikigai: A reason for Being

A Holistic Vision of Mercedes—Benz 2030

|
linfrastructure and
| mobility

infrastructure and —‘

|less stable and therefore less predictable demand
behaviour than before trend mobility
[aevelopment of technology brings automation; = "_r_1;_ -5:;"“—.
‘Autanamous and self driving vehicles it i l ] ! s md_l
. = : s |development | |mebility
i le from A ' =- i
i ut also un- | ! |
A have | |
ol busesthat couble a3 m | |
delivery lockers when they're not tﬂngpo:-j‘ ki ! | : |
|We'll need autonomays micro-apartments for 5 ! | I
i “'h“ time between localas, And, | i i
St oves that | te all kinds | [ [ |
I
: _ & .! 'anrastrutture and |
will therefore be. welyand |0 o
s can h&ﬁ?ﬂ:gd e - | Jinfrastructure ang |
[\I'Ehides ! 83 spaces rather than just _-_I e | mobility !
i_____?:'%_ o= : infrastructure and |
-WE' mbl' : carsharing will mainly be at the m“‘—'ﬂﬁ |E nd '_q‘:ﬂ:r_illﬂ |
be ol Port, showing that more emphasisshouly | | ! e
Iif Placed in making public transport more attractive f | [
| "‘“*:::’“E mability is to pa developed 'Itre i |lnfrastructurl and
jm' U s UM W patorm fr | rekit
\bro 3bout multiple use of | |I | I
(https:/ fwwy, ¢ = |
. W themanufacturer, i ] ! '
_,:in_la[el‘rlf_s-m fth.-aﬂ“s_a_mst:;:‘;:"';:tﬂﬂﬁfbmbam | II J i' |
— “fuituray) | | | . |
—— |Bevelg
o SRR
e . Iml"ri_s.trucﬂ.rr'E.-'a._n.E it
T |mobility
ik | Infrastructure ang | _‘|I
e pment | |mability | |
| i
trend | Infrastructure ang |I
i mability I
| ! [infrastr, :
|dE'l"Eiﬂment. .| ,mu:‘.‘:;f:ﬂure and II
.It |. T
rend | |
— =5 _' lh
.I | I_rim_j‘— —— —_._I!
I:______._ ! II |
| [ ———
| E_I:I_Fi'l.l'etrain tech | | T e—— | _E'l". |i
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|peaple of the community are taking care of each- -
;ﬁﬂf | = - 4] sociological
due ta the higher quality of life, peaple nurtured lang | ) 4
EEMindhiduas 0020 W |secislogical
smaller towns cherish stonger community bonds | | [sociological |
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Appendix
Material research

Enhaneling Natural Materals |
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Appendix

Interior as exploration of
spaces on wheels
+comparison Mercedes
VS. Lexus

SPACE FOR EATING | DRINKING | READING

SOCIAL SPACE

SPACE SHARED WITH FRIENDS

SPACE FOR YOURSELF

SPACE FOR MORE THAN PEOPLE

SPACE FOR LONG JOURNEY

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

SPACE FOR MEETING ON THE GO

SPACE FOR EVERYDAY RIDE
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Appendix
Concept validation

Sustainable luxury: Scenario for the
mobility of the rural areas

Dear participant,

You are invited to participate in a research study titled ‘Interior Experiences of Mobility: A
Halistic Vision of Mercedes-Benz 2030". This study is being done by Jasna Zoricic, from the
Faculty of Industrial Design Engineering at TU Delft in collaboration with Mercedes-Benz
Research and Development.

The purpose of this research study is intended for a better understanding of the mobility
needs and desires. It will take you about 10 minutes to complete.

Thank you for your time and efforts!
Best,
Jasna

As a study participant, you are entitled to information on your Participant Rights and Use of Data. By
proceeding to fill out the following survey, you agree to the following conditions:

Your participation in this study is entirely voluntary and you can withdraw at any time. You are free to
omit any question and are free not to participate in the study.

We believe there are no known risks associated with this research study. To the best of our ability, your
answers in this study will remain strictly confidential, and no personal infarmation (e.g. name, age, etc.)
will be used im any report or publishing. We will minimize any risks by keeping the data available for
evaluation only by the student researcher.

Back MNext

Mever submit passwords through Google Forms.

This content is neither created nor endorsed by Google. Report Abuse - Terms of Service - Privacy Policy
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Mobility of the area

What is your age? *

18-24
25-34
35-44
4534

5564

OO OO0OO0O0

75+

Doyouownacar?*

) ves
O No
(O Other:

Do you think a car is needed where you live? =

O Yes
QO nNo
() Other

If there was good public transport in your area, do you think you would still want
toownacar?*

O Yes
O No
QO other:
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Are you familiar with the idea of car-sharing services? *

O es
O No

Hawve you ever used any car-sharing services? *

O es
O No

If yvou have used car-sharing services, which one have you used?

Your answer

If yvou had an opportunity would you use car-sharing services? *

O tes
O No
O Other:

Image title

Image title

The following questions will be zbout the possible mability scenario.

Plezseimagine there s 2 service that allows you o share your carwith athars,
The carwoule nave technology suppartingyou, soyou don't nead to grive it at all times, sameatimes, a car would
drive instead of you, but somecne nzeds to observe the car at all times.

1.Pick up others

Alangyour route, you can pick-up others

wihen a persan is ertening, the doors open and the carchanges shape to greet by bowing. ATter 2 person anters, i1
changas back, to provide more space from inside.

2.5ustainable fabric
Betwean you and anothar person, there s 2 sustainable, transparent fabric grown from plants. [T gives you
privacy, cutyou are also able to seeif semeone is sitting next to you.

3. Ambient light
Inthe middle, you can turm on the ambient light, casting your shade on e fabric. By doing this, you are letting
ancthar person know you are here but are'hidden” by your shacow on the fabric.

4. Shared seats
However, if you know this person and would like Lo share a moment together, you can move the [abric. The seats
are connected allowing you Lo choose how close of [ar apartyou are sitling.

‘or Being
enz 2030
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Would vou use this service? If ves, why? If no, why? *

Long answer text

Ikigai: A reason for Being
A Holistic Vision of Mercedes—Benz 2030

Would vou be willing to share car with others? *

‘fas

Yas, but anly if | know them

Ho

Other.

Would you feel securs in the car when it is driving by itself? *

Yas

No

Other.

Hawr do you feel about the features of the concept? *

Not at &ll de_.

Bow as a gre... [l

Sustainable ..

Shared seats

(]
Amiséent light ([l
(]

O

O
0
0

Mot desirable Somewhatd...

O

O
O
O

Desirable

O

O
O
O

‘ery desirable Extremely de_.

O

O
0
0

O

O
0
0

How wiould vou describe the experience of this concept? (e.g. relaxing, stressful, playful, etc.) *

Long answer text
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Image title

o

Image title

The following questions will be about the posssble mobility scenaric.

HFease imagine there s a service that allows you to order a community carwhen needed. The car would have
technoiogy supporting you, =0 you don't need to drive it, and nobody needs to oversee it

LChoose who you share the ride with
W hien wou are ordering a car you can choose to be alone in the caror oo dive with others,

2. Gloving mesh seats

Inside the Car, tThe Seats are made of esh on wWhich you can S relax or safely stone things. The mesh shapes Dy
WO, S0 RN WNEn YOU arewith Othiers you have your o place. &5 you miove on the mesh it glows, and produces
sound, playfully following your movement

3. Big windows an the roof
anthe oo, la rgewlnntwﬁare pr:r.'uhn;u alotof IIght and the view outside asyou sit.

4. Grow the car
Durning the drive oF before pou leave, you can play with the dashbeand in the front, ICis made of dng matenial As
wou towch the car, it will slowly grow and change cobour in respanse, leaving the mark af your prasence.

Would you use this service? If ves, why? If no, why? *

Long answer text

Would you have trust in a car that is driving complataly by itaslf? *

ez
]

Ortheer_

Haw do you feel about the features of the concept? *

Motatallde. Mot desirable Somewhatd.. Desirable  Wery desirable Extramely de_

Big windows _ [l ] ] O [ ]
Glowing mes._ D |:| |:| |:| D I:I
Dashboard w... [l [ [ | [l ]

How wiould vou describe the experience of this concept? (e.g. relaxing, stressful, playful, sto) *

Long answer text
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Image titls

The following questions will be about the posssble mobikty scenario.

Flease Imamne there is a sendice that allows you to order a fﬂmmuﬁh carwhen meeded. The car wiould have
Suppor tlng 'll:"."ll'll.'lh"']'.'. sometimes i wing Ll\”'«.H'l’ As sOmeone needs to obserye the car at all timas, thare woukd
b= an official driver,

1.Choose whe you share the ndewith
Wihen you are ordering 3 car you can choode Lo b alone in the car of bo dive with others,

1. Cedar dwision
Insile the car, each person has hisfher own seat. In addition, there i a ‘division’ made of cedar wood branches,
branging a unique fragnanca (small) Lo the intenor

1. Bio-luminescant kghts

0n the roof, lange windows have a pattern of bio-luminescent lights (e g. sea planktons). During the day the
[ratrErm s Creating a play of Bght and shade in The mTeniar, Ruring The nigig The bk Rs ame T and are resgonding 10
your touch.

i Hig central conscle
A you drive if youwish To share & moment wATh oThers of workl readfcreans ambHance on your awn, you Can tum
on thelights and use the shared area around a big central console.

Would vou use this service? If yas, why? If no, why? *

Long answer text

‘Would you feel safe having someons {driver) observing the car at all timas? *
‘ez
Nao

Orther.

Haow do you feel about the features of the concept? *

Mot atell de_. Mot desirable Somewhatd..  Desirable  Very desirable Extremely de_

Bic-luminesc.. D D D D D D

Cedar branch...

O O O O O O
Each seat for. D E| D D D D
O O O O O O

Big central c_.

Howe wiould you describe the experience of this concept? (e.g. relaxing, stressful, playful, stc.) ©

Long answer text
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Appendix
Defining a design character

Defining a design character

All concepts represented different ideas intending to achieve a
perception of an abundance of less, within the experience and
perception of the product. The conclusive results of the validation
test provide an outlook into which ideas worked best, thus being
considered the final product elements.

Before the construction of the final design, the last step, establishing
the aesthetical attributes of a product took place. The character
exploration and construction is represented as a set of collages.

The collages are a visual representation of the product aesthetical
characters, in line with the qualities of the interaction vision and
domain. However, the characteristics of collages are not to be
mistaken with the qualities identified within the interaction vision
itself. The character of a product describes it's aesthetical quality,
whereas the quality of an interaction describes a relationship between
the product and a user.

w
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