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Abstract

Enchantment, creating something extraordinary, is a key factor in branding and marketing
activities today. In a world where digitalization and globalization is growing, it is important for
brands to stand out in order to be competitive. Standing out can be done with a brand experience
that triggers consumers feelings of something extraordinary and magical, something

enchanting.

The purpose of this study is to analyse how brand experiences can create enchantment, which
will be studied through a case study of the automotive manufacturer Polestar. In order to fulfil
the purpose, theories regarding brand experience, experiential marketing, brand experience
online as well as theories regarding enchantment and authenticity are presented. Previous
research on brand experience shows that it is crucial in marketing, however, further research
regarding enhancement within the context of brand experience needs to be done. This study
will analyse the relationship between the two. The empirical data is conducted through two
semi structured interviews with Polestar as well as through netnographic observations. The
findings highlight three main factors within Polestar's brand experience that creates
enchantment: through authentic Scandinavian feel, through minimalistic and modern design

and through innovative consumer-focused technology.
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1. Introduction

In this chapter the topic of the study will be introduced. The relevance of the topic will be
presented as well as a problem discussion, followed by the purpose of the study and the main
research questions. Lastly, a summary of why Polestar was chosen as a case study is
presented.

1.1 Background

Hartmann and Brunk (2018) states the growing importance of enchantment being implemented
in today’s branding and marketing activities. Enchantment is a term that defines extraordinary
and magical factors. Consumers today are looking and longing for something genuine and real,
something authentic, and something dreamlike and magical, something enchanting (Hartmann
& Brunk, 2018). Everyday life is focused on rationality, a reasonableness that has resulted in
less imagination, wonder, romance as well as magic in today’s society. Hartmann and Brunk
(2018) states that enchantment, or the feeling of something special, are an important part for
humans, and as the need for enchantment is growing, creating enchantment for the customers

can lead to competitive advantages.

Companies may create enchantment for their customers in different ways. One way to do this
is, according to Hartmann and Brunk (2018), through branding. A key component of branding
is a brand's brand experience. When successfully creating a brand experience it can create
enchantment, something extraordinary, and in an increasingly competitive marketplace, due to
globalization and digitization, enchantment can also act as a differentiating factor amongst other

brands.

Brand experience is the collection of thoughts, feelings, sensations as well as the actions that a
brand evokes amongst consumers, according to Brakus, Zarantonello and Schmitt (2009).
Consumption today does not only revolve around a product, more so an experience which can
be created by factors such as a brand's communication, environment, identity, design, and
packaging. Brand experience can be created fully physically when visiting a physical store and
the consumer is affected by factors such as sight, scents, sound, touch and taste (Schmitt, 1999).
However due to the growing digitalisation, a lot of brands have shifted from physical to a more
digital presence. In early 2020, the Covid-19 pandemic also hit the world which forced more
companies to rapidly shift to a larger online presence (McKinsey, 2020). While the

digitalisation has been quick in some industries, it has been implemented slower within the car
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industry (Kipferler, 2018). The car industry has traditionally taken place physically, which also
means that brands were building and creating brand experience mainly for physical sales, while
now creating brand experiences both online and physically.

Polestar is a new player within the car industry that has implemented digitalisation as their main
communication channel, operating mainly online, while still having some physical presence
through physical showrooms, what they and this study will further refer to as “spaces”. Polestar
is “a design-focused electric performance car brand, harnessing refined performance and
cutting-edge technology” (polestar, n.d). Polestar sells cars, a physical product but, as their head
of analysis Fredrik Cederl6f emphasizes, the brand is primarely digital with sales and service
online (Englund, 2020). Polestars combine their online presence with their “spaces”, where
experience as well as design are in focus. This means that Polestar is standing out in the
automotive industry by delivering a brand experience that is mainly online, with sales and

services, but complemented physically through the spaces.

As digitalization is less mature within the car industry, brand experience online has not been
explored as much as in other industries, therefore we wanted to further research how a brand
like Polestar within the automotive industry creates enchantment through brand experience

physically and online.

1.2 Problem discussion

Due to the growing demand for enchantment amongst consumers today and the importance of
differentiation between brands, as a result of the growing globalisation and digitalisation,
creating enchantment can be seen as critical in order to attract today's consumers. As mentioned
above, brand experience is an important part in creating an extraordinary and magical feel,
something enchanting, amongst consumers and includes today the brand experience that is
created physically as well as the experience created online.

Previous research of enchantment has been made in other contexts, such as the relationship
between enchantment and nostalgia as well as authenticity and enchantment, however further
research needs to be done for the relationship between enhancement and brand experience in
order for marketers to create a successful brand experience that meet today’s demand for

enchantment.


https://about.polestar.com/

1.3 Purpose

This is an innovative study as the purpose is to explore the relationship between enchantment
and brand experience which, as mentioned above, is a concept that has not been researched as
much before. In order to get an understanding of how brand experiences create enchantment in
a real-life context, we have chosen to make a case study, focusing on analysing how the brand
Polestar creates enchantment through their brand experiences. The aim of the study is to further
the research within enchantment in the concept of brand experience with the purpose to
understand how brand experiences can create enchantment. This will help marketers continuous
work to form a relevant and successful brand experience both online and physically that meet

today’s demand for enchantment.

1.4 Research question

- How do brand experiences create enchantment?

1.5 Why we chose Polestar for the study

Polestar is a new, innovative brand with an unorthodox car selling business. They have a strong
online presence, compared to other car companies, while still keeping some of their physical
presence through spaces, which are their physical showrooms. Polestar was chosen as a case
study brand as they create novel brand experience both online as well as physically, and as they
have gone their own way, they have chosen to create experiences for their consumers in new
ways, for example by relying on stores without salesmen, a large online presence and pure web-

based purchasing systems.



2. Theoretical Framework

In order to fulfil our purpose and analyse how brand experiences create enchantment, different
theories within the field of brand experience will be presented. First, brand experience is
presented in order to give an overview of the topic, then experiential marketing and brand
experience online followed by theories regarding enchantment and authenticity.

2.1 Brand experience

Enchantment is crucial in today's branding, as Hartmann and Ostberg (2013) states, and one
key factor within branding is the brand experience. In order to analyse how enchantment can
be created through brand experience, an understanding of existing theories within brand

experience is needed.

According to Doyle (2016) brand experience is described as “the total experience the customers
have of the branded product and service”. Simply put, it is more than just an impression, it is a
fully fledged journey where consumption of the brand is processed for the customer through
different experiences made by the brand in question.

Brakus et al. (2009) described brand experience as full of sensations, feelings, cognitions and
behavioural responses' which are awoken by a brand's identity, design, personality, and
communication. Brakus et al. (2009) acknowledges five dimensions through which these brand
experiences affect consumers; sensorial, intellectual, behavioural, affective, and social, an
overview of these five dimensions can be seen in figure 1. Together they touch several parts of

the consumers' ability to experience positive or negative effects of a brand as well as its strength

and intensity (Brakus et al., 2009).
..
Affective Intellectual
Brand

experience

S m

Figure 1: Brakus (2009) dimensions of brand experience.
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Many companies have gone from the concept of visualizing only a brand image and moved
forward in which every single marketing experience is part of the brand's design. This includes
the visual image, the brand design, the practice, the performance, services etc. Essentially, every
single step of a brand's product lifecycle creates a type of stimuli for the consumer and it is
therefore important to design them to reflect the stimuli which the brand seeks to evoke (Brakus
et al. 2009). This is something that Brakus et al. (2009) has emphasized when explaining that
the brand experience’s first step starts when consumers search for products and services or are
exposed through advertisement in an indirect exposition. Then there is the second step, namely
the one they experience when interacting directly with the brand through shops and services.
The final step of the brand experience is the actual consumption of the brand which happens
during or after the use of the product or service itself. Figure 2 gives an overview of the three

steps.

Direct or Interaction
indirect brand with the
exposition brand

Consumption

of the brand

Figure 2: Illustration of Brakus (2009) steps of consumption.

Brakus et al. (2009) proposes that brand experiences are subjective to the consumer in a way
that differs a lot from other types of marketing experience theories as it is based on stimuli
affected from colours, shapes, slogans, communications etc. instead of typical “utilitarian
product attributes” such as thirst, hunger or other needs asserting its exposition of consumers
preferences which can make an immediate impact on consumption. Another important note to
conceptualize about the subjective manner of brand experience is which type of stimuli that is
awoken. Brakus et al. (2009) implies that there is no rule of what type of stimuli within the five
dimensions should be affected. For example, a certain type of design may affect one individual's
senses (which may be the company's goal) but social factors make another consumer experience

the design in another way.

Brand experience aims to impact the consumers' stimuli through different sensational processes
and techniques. Coelho F, Bairrada and Coelho A (2019) provides an insight of two
characteristics which brand experience can offer customers to ultimately create value. By
offering products and services that attribute innovation and quality the consumer recognises a

stronger brand experience. Effectively the more a product or service can simulate some sort of
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innovation, whether it be by use or feel, the higher the quality is perceived by consumers
(Coelho et al., 2019).

2.2 Experiential marketing

As this study seeks to answer how brand experiences create enchantment it is important to get
an understanding of existing theories within brand experience in order to further analyse how
enchantment can be created. Schmitt’s (1999) research on experiential marketing has worked a
base for a lot of the research on today's brand experience and explains why it is important to

create an experience for consumers, and how this can be created.

Within experiential marketing, consumers are seen as rational as well as emotionally driven.
This theory emphasizes the importance of not only thinking about the product, but instead put
more focus on how the products as well as the packaging and advertising can result in enhancing

the consumption experience, fundamentally aiming it to be holistic (Schmitt, 1999).

A framework, constructed by Schmitt (1999), focuses on five different experiences that can be
created by marketers through e.g., identity, media, and communication. The experiences
discussed by Schmitt (1999) are divided into the dimensions; sense, feel, think, act, and relate.
This is shown below in figure 3. According to Schmitt (1999) consumers today want to
consume products, communication and marketing that touches their hearts, stir their senses
and their minds, something they can feel a connection to and put directly into their lives.
Schmitt (2009) states that consumers today are looking for and longing for authenticity and

something real.

There are a couple of key characteristics within experiential marketing, one of them is that it
focuses on creating a holistic experience for the consumers. The focus is no longer on the
product, but rather about creating a broader meaning for the consumer. Another characteristic
is that consumers are emotional, and not only rational which was something that traditional
marketing predominantly focused on. Consumers are essentially affected by emotions just as

much as they are driven by rational choices (Schmitt, 1999).

Schmitt (1999) follows to explain the five different elements in his framework within
experiential marketing. The sensory experience can be created through smell, taste, touch, sight
and sound which can be useful in order to differentiate both products and companies, add value

amongst consumers as well as motivate them.



The aim in feel marketing is to create an affective experience, through marketing that connects
to a consumer’s emotions and feelings. In order to do this a deep understanding of how to stir

consumers emotions is needed Schmitt (1999).

The think factor focuses on creating problem-solving and cognitive experiences, that appeals to
the intellect as well as engages in the consumers creatively. Divergent as well as convergent

thinking are appealed through intrigue, surprise, and provocation Schmitt (1999).

The act marketing focuses on consumers' physical experiences and how to enrich their lives in
different ways with different lifestyles. In order to do so, role models can be a strategic solution
within marketing in order to motivate changes in behaviour and lifestyles amongst consumers
Schmitt (1999).

According to Schmitt (1999) some portions of the four parts mentioned above, can be found in
the fifth part within experiential marketing, relate. The focus within relate marketing is to
connect to consumers who want self-improvement, their ideal self. It does not only focus on
one individuals’ personal feelings, it's more focused on a broader social system where a need

of wanting to be viewed in a positive way amongst others.

EXPERIENTIAL
MARKETING

RELATE

Sight. smell. Emaotions {onvergent Alternative Social
sound laste. and feelings and divergent lifestyles and identity and
thinking interactions

touch social roles

Figure 3: Schmitt’s (1999) five dimensions

As mentioned above, the aim is to create a holistic experience. The traditional marketing that
was used before this age has provided a lot of valuable strategies. However, as the shift from a
solely physical presence to a more online presence has started, a change in attention is needed

towards a much larger focus on consumer- and brand experiences.
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2.3 Brand experience online

As mentioned above, today more and more companies are shifting to an online presence. The
online presence creates new additional brand experiences, and it is therefore important for
brands to also create a successful virtual brand experience. Some elements that are highlighted
as important when creating a physical brand experience do not work in the online context. The
previous research about brand experience will therefore be complemented with theories about
brand experience online in order to further analyse how brand experiences online can create

enchantment amongst consumers.

2.3.1 Constantinides virtual factors

Constantinides (2004) addresses how brands can be competitive online. Marketers can create a
positive experience by focusing on three different factors that form the virtual experience for

the consumer.

Functionality factors, which creates an experience based on the functionality of the specific
brand’s website, such as its interactivity and usability. The usability focuses on making the
experience easy and straightforward. The site is easy to navigate, has a comfortable structure,
overall being as user-friendly as possible. Interactivity, however, focuses on creating a
personalized experience through interaction with both the vendors online as well as interaction

with other users online (Constantinides, 2004).

The second factor is the psychological factor, which focuses on creating an experience based
on trustworthiness through communicating credibility and integrity. Trust is a factor within
online web experience that is crucial in order to create a positive perception of the brand

amongst the consumers (Constantinides, 2004).

The third factor is the content factor which Constantinides (2004) divides into aesthetics
elements and marketing mix elements. The aesthetics factor consists of the atmosphere, design
and overall quality of presentation. The marketing mix consists of factors such as
communication, characteristics, and price. Due to the lack of physical contact through the web,
it is highly important that these are communicated well in order to still create an experience for
the consumers. Products features and the presentation are also factors within this that can create
a positive experience. Factors such as 3D product presentations can attract consumers with its
new high quality and high-tech designs. Promotion could also have a positive impact on the

experience, though creating a unique, extra free of charge service.
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2.3.2 Hamzah’s dimensions of online brand experiences

Hamzah, Alwi and Othman (2014) discusses different dimensions of brand experience online.
Hamzah et al. (2014) states that brand experience online is based on five different dimensions
according to their study of how brand experience online within banking is perceived from the
consumers. Hamzah’s five dimensions is based on Schmitt’s dimensions within experiential

marketing.

Dimension one is visual identity. While Schmitt (1999) argues about the element sense, which
includes scent, sound, touch, sight, and taste, Hamzah et al. (2014) discusses visual identity
which includes factors such as a brands slogan, colours, design, and name. A concrete visual
identity is an important part, according to Hamzah et al. (2014) in order to differentiate

themselves as well as gaining recognition.

The second dimension is the emotional experience. Similarly to Schmitt’s (1999) feel factor,
this dimension involves emotions and feelings. Hamzah et al. (2014) discusses this in
connection to the brands web site and the emotions that arise for the consumers when visiting
the web site, which can be positive as well as negative. Within the online concept, Hamzah et

al. (2014) states that safety has a big impact on the consumers emotions.

The third dimension is functionality. Hamzah et al. (2014) mentions that the focus is on creating
an experience through creative thinking and curiosity, which can be linked to Schmitt’s think
factor. Focus on this dimension online is to create an experience of "feeling in control™ for the
consumer. With this comes freedom as the consumer can control when to for example make a

purchase, as well an experience that is pressure-free (Hamzah et al, 2014).

The fourth dimension is lifestyle, which can be connected to Schmitt’s act factor where focus
is on a change in lifestyle and behaviour. The consumers in Hamzah et al.’s (2014) study within
online banking, states that their banking online presence has resulted in a simplified lifestyle. It
adds flexibility as they have the option to decide to now do their errands online. Hamzah et al.
(2014) states that this can benefit the company as the consumers then associates their simplified

lifestyle with the brand.

Dimension five is self-identity. Hamzah et al. (2014) states that individual status and self-image
as well as prestige and modernity are important factors to the already existing factors within

Schmitt’s (1999) relate factor. Hamzah et al. (2014) focuses more on the personal self-identity



though, such as how banking online could result in an improved self-image as it can lead to a

person looking up-to-date and prestigious within their society.

2.4 Enchantment

In order to further analyse how enchantment can be created through brand experiences, an
understanding of what enchantment is and how it can be created is needed. Previous research

within enchantment will therefore be presented.

The word enchantment can be defined as something that attracts or catches the attention of
someone (vocabulary, n.d.). Products, brands, and people can enchant through charisma,
through creating a captivated feeling, and/or through creating a feeling of great delight of
something that someone finds wonderful or unusual (yourdictionary, n.d.). Hartmann and
Brunk (2018) also states that enchantment is a consistent factor in most branding and marketing
activities today. Enchantment according to Hartmann and Brunk (2018) is "the rendering of the
ordinary into something special”, creating something exciting, emotionally charged as well as

magical.

Due to the growing demand for enchantment amongst consumers today and the importance of
differentiation between brands, creating enchantment can be seen as critical in order to attract
today's consumers. According to Bashford (2007), the result of a saturated market has led to
brand names being less effective in acquiring the attention of consumers (especially for smaller
and newer brands) leading to them requiring something to stand out in other ways instead. This
could for example be an incentive to join a community, to test something new or something

else that makes the consumer enchanted in the brand and want to engage.

Everyday life is focused on rationality, a reasonableness that has resulted in a reduced
imagination, wonder, romance, and magic in today’s society. Max Weber (1958) already
brought this up in the mid-1900s as a sign of the market turning towards a bureaucratic
movement, removing disenchantment of the world. But as enchantment, or the feeling of
something special, is an important part for humans, the need for enchantment is growing which

also leads to a growing demand for brands to create enchantment (Hartmann & Brunk, 2018).

Malefyt (2017) discusses enchantment further by connecting it to modern technology.
There is a widespread enchantment today of modern technology which can add to consumers

emotional value and form a sense of magic. Malefyt (2017) mentions how intelligent
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technology is powerful and could enchant consumers with increasing trust in today’s
technology. The enchantment of intelligent objects can emotionally affect us, so instead of the
distant cold technology of the past, it has today turned into something more pleasing and

warmer.

Malefyt (2017) also states the importance of the aesthetic aspect and that the feel and the look
of objects matters, implying that today's digital object provides high quality aesthetic design
and comfort. This results in that modern technology can fill the gap between the practical
activities of everyday life and the emotional want of something magical and extraordinary
(Malefyt, 2017). He further discusses that today’s technology enhances the world we live in as
well as creates new ways of seeing things. Today’s technology can create new realities as well
as alter today's reality. One example that was discussed was that visitors in a museum can get
an enhanced sensory experience through touch screens. The traditional way of going to a
museum involves a more static way of displaying objects, while now people could feel more

engaged in the exhibit through touch screens (Malefyt, 2017).

2.5 Authenticity

According to Hartmann and Ostberg (2013) there is a strong connection between enchantment
and authenticity. The authenticity of a brand could have an impact on the consumers experience
and perception of the brand, which makes it an important factor for creating a positive
experience amongst the consumers that could result in a captivating, extraordinary, enchanting

experience.

As technology has gone in fast-forward speed for the last decades, the spectrum between
authentic and replicable goods has shrunk to a fine line which has led to an increased demand
for authentic goods. However, the definition of what is authentic and not can be debated but it
is often referred to something that is original, or genuine. Fritz, Choenmueller and Bruhn (2017)
describes two types of perceptions in terms of authenticity values among customers, namely,
indexical authenticity and iconic authenticity. An overview of indexical and iconic authenticity

is given in table 1.

Indexical authenticity could be defined as "the real thing” and “the original™, whilst iconic
authenticity is more about the consumers own authenticity associations (Fritz et al., 2017). One

example of the two; Indexical authenticity can be linked to one person feeling like the only
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authentic way of celebrating Midsummer is by celebrating it in Sweden, whilst another person

finds it enough to celebrate Midsummer and its traditions in another country.

Importance of being the High Low

original

Validitating authenticity Evidence and verification ~ Projections and beliefs of
to distinguish something what something could be
“real” or look like

Table 1: Fritz et al. (2017) types of authenticity

Schmitt (2009) states that consumers today are looking and longing for authenticity and
something real. The demand of authentic brands amongst consumers today is rising (Fritz et al.,
2017) and many companies today aim to create authenticity, according to Hartmann and
Ostberg (2013).

Hartmann and Ostberg (2013) describes the value of authenticity as something that allows the
consumer to connect to something “genuine and true” and demonstrates that experiences as
well as objects are made authentic, rather than seeing authenticity as existing in an experience
or in a product. Hartmann and Ostberg (2013) also discusses that authenticity does not always
have to be positive, a boring or a dangerous experience can still be authentic but instead of
being enchanting it could result in disenchantment. A disenchanting experience is easier linked
to not being authentic, while an enchanted experience is easier linked or seen as authentic.
Hartmann and Ostberg (2013) presents association as a key component in creating
enchantment. When a brand is linked to associate elements, enchantment can be created

through the association with for example a specific country.

Ostberg (2011) further explains associations between a product or a brand and the country of
origin and also highlights the connection between country of origin and authenticity. Hartmann
and Ostberg (2013) also mentions authenticity as an important part today for consumers as it

can be linked to something that is real.

There are three ways that a country of origin can influence the consumer. Cognitive, the quality
of a product can be linked to country of origin which could have positive or negative impact on
the consumer. Affective, which means that consumers can have emotional and symbolic

value/connections with the country of origin. Normative, personal norms as well as social
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norms, such as buying products that are produced locally in order to minimize the effect of the

environment, influences the consumer (Ostberg, 2011).

The reason for linking a product or service, or in this case a brand, to a geographical location is
that it translates to cognitive reactions among consumers. In a world where globalisation is
making the market increasingly saturated and production is based all over the world, the idea
of country-of-origin authenticity emphasizes that the goal is for the product to be related to a
place rather than the goal of being produced there. A connection very similar to that of iconic
authenticity. This makes it easier for the brand to stand out by connecting themselves to that
origin through stories, cultures and superlatives which enriches the experience for the
consumers. Ostberg (2011) empowers this thought by explaining how the brands show their
intentions to move in a certain direction by using a country-of-origin that has the same idea or
similar affiliation and through that “leverage certain cultural resources”. This shows that even
though a brand may not be from that certain place, you can still present certain symbols to easily
portray meaningful aspects of the brands’ experience. For example, O’Leary’s while being
portrayed as an American bar- and sports restaurant, is simply a Swedish franchise-brand that
embodies cultural symbols and artifacts in order to authenticate their mantra of being American.
Another way is to almost “over-do” it by making as much as possible country-referenced. IKEA
does this by naming all their furniture as random Swedish names such as “LAPPLAND” or

Swedish words such as “BESTA”.
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3. Method

In this chapter the methods for the study will be presented, motivated, and explained. Firstly,
an overview of the research approach is presented. Then the data collection methods are
presented, followed by additional observations, ethical considerations, limitations and
pandemic considerations. Lastly, information about Polestar will be presented under method

context.

3.1 Research approach

As the purpose of the study was to get an understanding of how brands, e.g. Polestar, creates
enchantment through their brand experience, a qualitative research approach was chosen. When
studying subjective experiences and specific situations, a qualitative method is suitable (Flick,
2010) and can be used to understand concepts, experiences and thoughts in order to get a deeper
insight into a subject. This can be done by using qualitative methods such as interviews. The
research method is also fitting when seeking to explain why or how questions (Patel & Davidson,
2011).

According to Flick (2010) the data collection could be either primary, where the data is collected
directly by the researcher, or secondary, where the data already has been collected by other
researchers. The primary data in this study was collected through semi-structured interviews
and through netnographic observations. These methods were chosen in order to get an in-depth
insight into the phenomenon of enchantment within the context of brand experience. Due to the
covid-19 we decided to not perform any interviews directly with consumers and instead focused
solely on netnography. How the interviews were conducted as well as the netnography study
will be further presented under chapter 3.2 Data collection. The secondary data was collected
through websites and articles and different newspaper articles as well as websites were studied
in order to gather information of how Polestar presents their brand experience. Table 2 presents
an overview of the chosen data collection methods.

In order to meet the purpose of the study, a case study approach was chosen. This research
design is suitable when answering questions such as why and how and when studying a "current
phenomenon in a real-life context” (Strange, Gronhaug & Ghauri 2020, p.103). The
phenomenon in this case study is enchantment through brand experience and the real-life

context, in order to analyse this, is Polestar.
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Datacollcion method

Interview Gain insight from Polestars perspective regarding
brand experience and enchanment from experienced
employees

Netnography Collect consumers thoughts, opinions and cognitive

experiences through social media

Other observations Observations that focus on everything but the
consumers, meaning products, aesthetics, design etc.

Table 2: Overview of data collection method.

3.2 Data collection

How the interviews, netnography as well as additional observations were conducted will be
presented in this chapter.

3.2.1 Interview

In order to gather specific and relevant data regarding how Polestar creates enchantment online
through brand experience, we chose to conduct qualitative interviews with employees at
Polestar. In order to fulfil the purpose of the study, the interview guestions were centred around
brand experience and enhancement. As this study is currently made in the times of Covid-19,
we chose to use distancing methods i.e. virtual meetings and emails, when conducting the

interviews.

Two interviews were conducted with two different employees at Polestar. One interview was
conducted virtually over Skype with Fredrik, who is Head of Ownership experience at Polestar
and the other interview was conducted through email with Par, Head of Brand. The interviews
were semi-structured as we based the interviews of a specific topic, but compared to a structured
interview, we wanted to give the respondents more space to express their thoughts and talk more
freely as well as give us the possibility to ask follow up questions in order to get a deeper
understanding of the topic. An email explaining the study, the purpose and a description of the
study, was sent out to employees at Polestar who we thought would be able to provide the
information that we were after. The interviewees were selected based on their professional role
within the field of brand experience, such as head of brand, head of ownership experience, head

of brand experience and experience officer.

A framework of questions was then created before the interviews (can be found in the
appendix), but as we wanted to create a conversation and a dialog, the framework worked solely

as a guide and not as a set scheme. The questionnaire was pre-tested on test persons, which
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Strange et al. (2020) states as important in order to get a sense of how the questions are received
by the respondents. The interview guide was then sent out five days before the video interview
took place, and seven days before the deadline for the email-interview in order for them to
prepare and make sure that they had enough time in their schedule to participate in the

interview.

As mentioned above, the interviews were semi-structured. During the video interview the
respondents got follow up questions such as "How?" and "Why?". This gave us the opportunity
to go further in depth into the questions and answers that we wanted to get a deeper
understanding of. In order to have a more open dialog, we started off the interviews with some
open questions which further on got more specific which is a preferred method in getting a
natural dialog according to Patel and Davidson (2011). The order of the question could also be
adjusted, which according to Patel and Davidson (2011) can result in a more natural dialog and
deeper answers. The interview guide was adjusted depending on which platform the interview
was held. The video interview guide consisted of more and deeper questions while the email
interview guide consisted of fewer questions. When preparing for the email interview, the lack
of interaction had to be taken into consideration and the interview guide was altered and
presented in a different way as the dialog between the respondent and the interviewer was not
direct. Follow up questions such as "why" and "how" were added to some of the questions that
we wanted to get a deeper understanding of and the respondent also gave us the opportunity to

email back if we had any follow up questions.

We chose with the respondent’s approval to record the interview. This made it possible for us
to be as active and involved as possible in the interview as taking notes during the interview
according to Bryman (2018) could be a distraction. Once the video interview was done, we

listened through the recordings and transcribed it.

3.2.2 Netnography

The data that was gathered through interviews gave us an understanding of how Polestar creates
enchantment through their brand experience. As a complement to this, netnography was chosen
as another research method, as it allowed us to further our research and collect data through
observations, in order to understand how enchantment is created through Polestar's brand

experience from the receptors' points of view.
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Kozinets (2011) describes netnography as "an adaption of ethnography for the online world".
While ethnography is a method that is focused on conducting data through participant
observations, netnography conducts data from observing already existing interactions and

communications online in order to look after commonalities (Kozinets, 2011).

More people than ever share their thoughts, activities as well as experiences online that can be
collected and analysed. According to Simmons (2008) netnography is a research method that is
highly relevant in today's society. Kozinets (2002) also highlights netnography as less time
consuming compared to ethnography as well as stating that online observations are less
obtrusive. Nenography was a fitting method for this study as we still could conduct observations
but still follow the pandemic guidelines of distancing as the observations were done online. Due
to the time limit of ten weeks, it was also a fitting method as it, as Kozinets (2002) states, is less

time consuming. Figure 4 gives an overview of the netnographic data collection process.

Analyse chosen online

SHe(s)for & period of Hime Collect and interpret data

Specify the research goal

Figure 4: lllustration of the progression of Netnography

Kozinets (2002) describes the method of using netnography as an analysis of a specific set of
communicative acts and not every single observational act. So, rather than observing every
communicative act that we could find throughout the observations, we were observing a set of
specific acts, such as invitations, greetings, requests, complaints and compliments. This can of
course be interpreted differently but the most important part was to find a pattern and insights
which our theory could be analysed through. Observing at first-hand what consumers think of
the brand experience was of great importance in order to fulfil the purpose of the study by getting
an understanding of which dimensions of brand experience that was presented to the consumers

as well as how Polestar enchants through their brand experiences.

Using netnography as a method when collecting data comes with benefits such as the ones stated
above, but netnography could also be challenging. One of the challenges is that it contains much
information, according to Kozinets (2002) which can make it challenging to find the key data
in the ocean of information. In order to minimize the risk of abundant data, we limited the
observations to six relevant online platforms. Kozinets (2010) further states that the selected
data should come from relevant, interactive, data-rich and relevant online sites. We opted to
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observe online sites relevant to Polestar, such as Polestars forums, fan brand pages, Polestars
Instagram and Facebook page to gather reviews, opinions, comments and conversations in order
to analyse what factors within Polestars brand experience that creates enchantment from the
consumers point of view. During the netnographic observations we gathered a total of 103

statements, such as reviews, opinions, comments, and conversations.

As Kozinets (2002) states, it is important for the researchers to choose which data to save and
pursue, due to the amount of data that is accessible when conducting netnographic observations.
The data that was saved and pursued was guided by the study’s research question and the
resources that were available. The material gathered from the online platforms, such as
comments, reviews, complaints, complements, was then divided into the following categories:
design, technology, feel, transparency and sustainability. These categories were chosen as they
were the most frequently mentioned. This was done in order to analyse the material and connect

it to how different factors create enchantment.

3.2.3 Additional observations

Because of the pandemic that was limiting our observations, additional observations were
conducted by us in order to get an understanding of the user experience of Polestar's app and
website. We both visited Polestar online homepage and app, the focus here was to get a feel of
how Polestar creates a brand experience through the app and website and what consumers feel
when entering Polestar’s marketing channels. We also utilized insights, through pictures on their
website, from the physical Polestar showroom (which they call a “‘space”). The idea was to visit
one of the Polestar spaces which was located in Gothenburg, however the pandemic restrictions
led us instead to rely on observations from their website which included pictures and images of
that same space. We also gathered insight from Polestar advertisements on TV as well as from
their press releases which were then used in the analysis.

3.4 Ethical considerations

Bryman and Bell (2011) states four principles in ethical business research; harm, lack of
consent, invasion of privacy and deception. Harm could imply physical or psychological harm,
or harm that could affect the participants career and future. It is the researcher’s responsibility
to minimize the harm and negative effect that can arise from the participation, one way of doing
this is to provide anonymity. Another important factor within ethical considerations is lack of

consent. In order to give the participants, the option to decide if they want to participate, enough
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information for them to make an informed decision is important. Deception could arise if not
the whole picture or the true picture of the research is represented to the participants. Invasion
of privacy could arise if the questions are too private or sensitive according to the participants.
It is important for researchers to not intrude on the participants privacy and if doing so, give the

participants the option to withdraw.

Ethical consideration was considered when conducting the interviews. To avoid ethical
misconducts and give the participants the option to decide if they wanted to be a part of the
interviews, we decided to include information about the study as well as the purpose of the
interviews in the first email we send out, avoiding the possibility of lack of consent and any type
of deception. When conducting the two interviews the respondents were asked if they wanted
their names to be included or if they wanted to be anonymous, in order to avoid any harm that
could affect their career but as they gave us their permission to use their names, we decided to
include their names in the study when referencing. The questions during our interviews were
only related and focused on the brand Polestar meaning the risk of invading their privacy was

minimal.

During the netnographic observations the ethical considerations were also taken into
consideration. The ethical factor when conducting netnography is an important part to
acknowledge, according to Kozinet (2002), who highlights two main ethical questions that have
emerged when conducting online observations; “are online forums public or private and what
can be constituted as consent?”. As observers we took on a non-participant approach which,
according to Strange et al. (2020), means that we observed participants online but did not take
part ourselves in the forums. The observations took place on open online forums, where posts
are aimed for everyone to read, but as the participants that we observed are not aware of these
observations, and with questions such as “are online forums public or private" and “what can be
constituted as consent”, we decided to give them anonymity. This also minimizes any risk of

harm that could arise from using the participants names.

Additionally, the study was performed by pure theoretic interest with no intention to draw
interest from Polestar that would be considered unethical or sponsored. The same thing goes for
the purpose of interests. The study is considered having a neutral stand by us, the authors, which

means that we do not aim to make Polestar look better nor worse in any way, shape or form.
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3.5 Limitations

In this section, limitations of the interviews and observations will be presented. In order to gather
relevant data from relevant sources, we decided to only interview Polestar employees who in
some degree work with marketing, brand experience or customer experience in their role within

Polestar. This meant that we limited ourselves to employees with knowledge within these areas.

For the netnography, to gather relevant information in order to answer our purpose we decided
to only review and include posts relevant to Polestars rebranding to an electric car brand,
meaning from 2017 and forward. Simply said, we would only focus on Polestar’s electric cars
when investigating product reviews as well as upcoming models which were in place of

discussions.

3.6 Pandemic considerations

As the pandemic covid-19 struck the world in 2020, we want to acknowledge how this affected
the study and the challenges that came with it.

Due to covid-19 the research methods had to be altered in order to follow guidelines such as
social distancing. The interviews conducted would preferably have been face-to face but instead
the interviews were held over Skype and email. The observations were also affected by the
guidelines, which resulted in conducting observations solely online due to the restrictions.
Offline observations, such as physically visiting Polestars spaces would have been beneficial in
order to observe participants offline as a compliment to the online observations. These
observations would also allow us as researchers to get an understanding of how they are
designed. Luckily, this could be solved through the images available online which illustrates the
two spaces in Sweden, as well as recent memory of visit since we live very near the Polestar
space in Gothenburg. We also tried to limit this challenge by asking the interviewees about their

thoughts of the showrooms designs.

The research methods used in this study had to be somewhat changed in order to follow the
covid-19 guidelines but should have limited impact on the final result of the study and the

findings.
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3.7 Research context

Polestar was presented briefly in the introduction together with a chapter of why Polestar was
chosen as a case study brand for this study. In this chapter, Polestar will be presented more in
depth.

In 1996, Polestar originated as a racing team that helped Volvos racing division and with the
success through the year’s Volvo decided in 2015 to buy up Polestar as their own performance
brand (volvocarsmission, n.d.). The collaboration continued and additional business models
were implemented, for example tuning and optimizing certain VVolvo parts. In 2017, however,
Polestar went in a completely different direction and became an independent brand with focus
on electric cars made for the future, but they still kept their focus on performance (zgh, n.d.).
Having only existed for three years, they have since 2017 developed two models: Polestar 1 and

Polestar 2.

Polestar has entered the automotive market with an innovative strategy. In the traditional car
selling industry, cars are displayed and shown in a car store along with car salesmen selling the
car to you. Polestar are instead relying on selling the cars online alongside a few spaces in certain
cities. The Polestar spaces are showrooms where consumers physically can go and look at the
cars. However, there are no salesmen or service desks, Polestar has chosen to distance
themselves from the traditional way of selling cars. In the spaces, the focus is on the cars, there
are a couple of hosts who can help the consumers with any questions, but the rest is solved via

their online store or app (Polestar, n.d.).
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4. Result & analysis

In this section, an overview of the analysis will first be presented followed by the analysis of

how brand experiences create enchantment which will be divided into three main factors.

4.1 Overview

The purpose of this study is to analyse how brand experiences create enchantment which is
analysed through a case study of Polestar. We found three main factors within Polestar's brand
experience that creates enchantment: enchantment through an authentic Scandinavian feel,
enchantment through minimalistic and modern design, and enchantment through innovative
consumer-focused technology. Table 5 gives an overview of the three main factors. The three
main elements are in some areas overlapping as they build on the same brand experience but
complement each other with areas not covered by the rest. Furthermore, the three factors are
not completely exhaustive, but they are the areas most prominent from our research. These three
main factors will be analysed and further explained in the sections below.

Enchantment

Authentic Minimalistic and Innovative consumer-
scandinavian feel modern design focused technology

Figure 5: Illustration of the three main factors within Polestars brand experience that creates

enchantment, based on the collected data.

4.2 Enchantment through authentic Scandinavian feel

When collecting data from the observations and interviews one of the themes that was
continually repeated was the Scandinavian authenticity and feel, and it became clear that
Polestar's Scandinavian authentic feel is an important factor within their brand experience in

order to create enchantment.

As Ostberg’s (2011) article states, the connection to a country-of-origin can be powerful which
Hartmann and Ostberg (2013) also highlights when stating that a brand can create enchantment
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through the geography that it is associated with. However, instead of linking the brand to a
particular country, Polestar links the brand to the geographical area Scandinavia and the
associations that comes with the Scandinavian feel.

According to the website Scandinavian standards (2020) a Scandinavian feel can be visualized
and presented in everything from technology, design, safety etc. The association that comes
with Scandinavian feel is beauty combined with function, architectural simplicity, moderate
and light-coloured designs as well as aesthetically and advanced high-tech electronics.

“Polestar is a global brand but our core and design comes from here [Scandinavia]” -

Martin Olund, Polestar CEO Sweden (L6nnroth, 2020)

”We are a design driven company - we try to mediate the Scandinavian clean design.”

— Fredrik, Head of Ownership experience at Polestar

According to the interviewees at Polestar, the company aims to create and mediate this
Scandinavian feel through their design both online and through their spaces. They create their
Scandinavian feel by, for example, using light colours, such as white and grey to create a clean
experience. Their design is not "extra", it is more focused on creating a minimalistic, simple
and elegant experience. The approach aims to create a strong Scandinavian association, which
may, according to Ostberg (2011), spur authenticity by connecting the brand with the country-
of-origin.

“Everyone knows Swedish vehicles are those most dependable western vehicles to the

extent that on the commercial vehicle end they're one of the best”. - Netnography

“Inside, all occupants are held securely in place by Swedish gold three-point seatbelts
unique to the Polestar and Polestar Engineered brands. On the outside, the forged 20-
inch alloy wheels are complemented with the set of distinctive Swedish gold valve caps ™.

— Polestar (2020a)

The “Swedishness” of Polestar is also highly discussed amongst consumers and fans, and being
a key component of Scandinavia this further indicates that the Scandinavian connection is an
important factor. According to the observations above conducted through netnography, the
Scandinavian feel mediate quality and safety as Swedish vehicles have gained a reputation to
be dependable. The netnographic observations also show that both the consumers and Polestars

roots to Sweden creates an important connection between the consumer and the brand. As seen
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above, Polestar uses the words "Swedish” when describing the safety aspect of their seatbelts
as well as their valve caps, showing that Polestar actively chooses to highlight the Swedish and
Scandinavian factors within their brand. This could also be linked to Ostbergs (2011) discussion
of how the country of origin can influence consumers. The above comments can be connected
to what he calls cognitive, whereas the relation between Polestar and Sweden have a positive
impact on the consumer as he/she connects Polestar to Sweden's associations to high quality
and safety.

“The visual brand identity of Polestar is the result of this [Scandinavian] passion. It is
created in the same way and with the same uncompromised attention to detail as all
Polestar products. To create a superficial visual package to express this perfectionist

approach would simply not have been authentic or good enough.” — Polestar (2018)

The findings from the netnographic observations show that consumers think of Polestar as an
authentic Scandinavian brand, and Polestar, as mentioned, is pushing this feel through their

marketing and their brand experience highlighting their Scandinavian association.

However, Polestar is owned by a Chinese company and their production is not based in Sweden.
When analysing this through Fritz et al.’s (2017) authenticity theory it seems like Polestar has
created an iconic authenticity. Even though Polestar would have been more “real” and
“original” as far as authenticity goes by having the production in Sweden and having complete
Swedish ownership, Polestar have successfully created an authentic Scandinavian feel where
people associate Polestar with Scandinavia and Sweden even without the “realness”. Through
the netnographic observation we found that consumers seem to think that it is enough for
Polestar to market themselves as a Scandinavian brand, and creating an overall Scandinavian

and Swedish feel, for them to consider them as authentic.

“Those Swedish roots and design that considers cold weather is another strong reason

why I chose the Polestar over a Tesla.” - Netnography

Regarding the brand experience from Polestar’s Scandinavian feel, three of the elements in
Schmitt (1999) model can be found, namely: sense, feel and relate. The first element is sense,
which according to Schmitt (1999) can create a sensory experience for the consumers through
factors such as sound, smell, sight, taste and touch. The sight and visual aspects that Polestar
use online, in advertising and for the cars, can create a sense experience by using elements, such

as light and cold colours and a minimalistic feel, that are associated with Scandinavia in order
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to create an elevated sense experience. Regarding the second Schmitt’s (1999) element feel,
Polestar's Scandinavian approach creates feelings such as dependability, safety and high-quality
amongst consumers, often as a sign of homage linking it to positive emotions via other Swedish
brands such as Volvo and IKEA. As mentioned before, the feel module connects with
consumers' emotions as well as feelings, in which Polestar uses their Scandinavian authentic
feel in order to stir emotions that seem to be positive amongst many of their consumers and
fans. The Scandinavian feel that they have created throughout the brand and brand experience
can make consumers feel like they are associated with something bigger, connected to a group
or lifestyle, which can create a relate experience, as Schmitt (1999) discusses. The factors from

Schmitt’s (1999) framework used in the analysis of Scandinavian feel is presented in table 3.

m Affectory goal Implemented in: Scandinavian feel

Sensory Smell, taste, think, sight and sound  Scandinavian aesthetics

Feel Emotions and feelings Swedish characteristics such as quality, safety and
dependability

Think Intellect and cognition

Act Enriching physical experiences Not relevant here

Relate Self-improvement Consumers relate to a Scandinavian lifestyle

Table 3: Schmitt’s (2009) dimensions in terms of Scandinavian feel

The analysis of the findings regarding Scandinavian feel suggests that Polestar is really focused
on providing an authentic experience to their consumers and that their consumers are
confirming that this is something that is key for them and their experience. Compared to many
of their competitors where the association to country-of origin is the quality of the car or high
performance for a low cost, examples being Germany and Japan, Polestar takes a broader scope
and includes the associations in all of their brand experience from the spaces and car designs to
the visuals used in their online channels. Having the authentic Scandinavian feel as a
cornerstone in their brand experience and as a differentiator compared to many other brands in
the market, Polestar are successfully creating a holistic extraordinary and enchanting experience
in their different channels for their consumers through the Scandinavian minimalism and
elegance, the Swedish heritage and the associations that comes with that as well as providing

an authentic experience.
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4.3 Enchantment through minimalistic and modern design

As Brakus et al. (2009) states, design impacts the brand experience. If successfully doing so,
an extraordinary experience can be created. From the interviews and the netnographic study it
appears as Polestar uses design elements in their brand experience that creates an extraordinary

experience, captivates the consumers, and creates enchantment.

Design can be defined as “a plan for arranging elements in such a way as best to accomplish
a particular purpose”, according to Moses (2020). Moses (2020) builds upon a theory of
Roberts (1982) stating that design should make the customer be affected through different

SENses.

“When you enter [a space] it is more like an art museum rather than entering a store
such as zara or GinaTricot. [At Zara and GinaTricot] There is so much stuff that you
get overwhelmed. Instead in the spaces it is design-clean and clinical” — Fredrik, Head

of ownership experience

When conducting the interviews, the interviewees highlighted Polestar's design aspect used in
their brand experience, from online design factors to car design, as an important part within the

brand experience.

“We only want to make the best possible cars and communicate these in a relevant way.
To get people to listen, or in the right mood, we work with the tools that we have as
designers. Yes, we see ourselves as designers - not as marketers! We are very detail-

focused and perfectionists. ” - Par, Head of brand at Polestar

The respondents clearly highlight Polestars’ design as a tool within their brand experience to
get their consumer in the right mindset, to get them to listen, and to get their attention. They
explain further by saying that their spaces are not designed as many other physical stores or
spaces, such as clothing stores as Zara and Gina tricot, which are built in order to show as many
products as possible. Instead, Polestar's aim is to design their brand experiences as minimally

and scaled back as possible in order to see the details.

"We want to create environments that influence visitors in the same way that art
galleries, museums and concert halls do.” — Fredrik, Head of ownership experience at

Polestar
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The goal with the minimalistic and scaled back design is to create an experience just like the
one that can be created through visiting a museum. When going into a museum, people lower
their voices, and the senses sharpen which makes it possible for the consumer to see all the
details. According to the interviewees, it is not about creating a laid-back cosy feeling, where
the consumers get a homey-feeling, instead they have actively chosen not to use sense factors
such as music and smells to enhance the experience in other ways. They want the consumers
on their toes, to be aware of all the details and experience something bigger. The aim is to create
a design and architecture that opens the space just like a church, and that creates a feeling of

something bigger, something extraordinary.

“The design is described as distinctive, characteristic and simple but rich on detail, to
introduce a new brand on a saturated market is not simple task” - Red dot when

awarding Polestar Brand of the year (Sanden, 2020)

“We try to create a homogeneous experience, and that you feel “this is Polestar”. Using
grey and that kind of tone for the most part, clean, simple, clear, eye-to-eye contact. We
tried to remove everything around that, neon lights, etc. everything that belongs to the
traditional sale. Instead, have a direct connection between the customer and us, to be
able to see the customer eye to eye”. — Fredrik, Head of ownership experience at

Polestar

As previously mentioned, Schmitt (1999) presents five elements of brand experience as
presented in chapter 4.2. For the brand experience from the design aspect, the elements sense,
feel and think will be relevant to analyse. The factors from Schmitt’s (1999) framework used in

the analysis of Polestars design is presented in table 4.

m Affectory goal Implemented in: design

Sensory Smell, taste, think, sight and sound  Scaled back approach, attention to detail like in a
museum

Feel Emotions and feelings Positive emotional consumer reactions made possible
from designing with attention to detail

Think Intellect and cognition Challenge the consumer with innovation

Act Enriching physical experiences Not relevant here

Relate Self-improvement

Table 4. Schmitt’s (2009) dimensions in terms of design.
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As the theory states, sense is all about creating sensory experiences which could be done
through sound, touch, sight, taste and smell. Based on the empirical data collected from
Polestar, they do not actively try to create an experience through using a certain sound or a
certain sight, instead they want to stay away from this and use a more scaled back approach in
order to create an experience just like the one at a museum. Polestar states that it is the
connection between them and the consumer that is the most important and that their aim is to
design their spaces in a way that gets the consumers attention to the brand and on the cars.
Therefore, they do not use factors such as extreme lights and music when creating an
experience, as they believe that will take attention away from the details. Nothing is over the
top, it is quiet and visually calming, all so you don't miss any details. With their minimal
lightning, the sound-free spaces and an overall clinical feeling Polestar creates another type of
experience, an underlying experience which is subtly detectable but very much creates a
captivating brand experience for the consumers. The interviewees stated that their aim of
creating a space similar to a museum, inferring to details such as minimal furniture, salesmen-
free halls and no music, adds to this experience. The aim is an aesthetically fulfilled experience

rather than one disrupted by excitement.

Building experiences based on Schmitt (1999) second element feel, emotions naturally create
behavioural responses, and it is therefore important to make those responses positive through
the design. Communicating a certain feel through products and services in all channels could
be very impactful on what the consumer thinks of the brand. Whether it be through cognitive
thoughts or reflective responses, designing through feel could decide if emotional bonds and

relationships are possible.

“On the design front, it’s job done: this is a sensational-looking machine in the metal,
crisp and fresh and clean-cut, loaded with presence but wonderfully unadorned with
fake vents or dummy-aero nonsense. It looks like the car the future promised.” -

Netnography

The third element to be analysed from Schmitts (1999), is the think factor. The think factor
appeals to the consumers intellect and engages them creatively. Polestar challenges the
consumer intellect with their new, minimalistic, modern and innovative design, which is
captured through mentioned netnographic observations, for example the cite above who state

that the design is futuristic and innovative.
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“The target group is those who are looking for a performance car, no matter who you
are. And of course are interested in electric cars. We have not done any segmentation
such as white middle-aged men, for example. That is not what we want, maybe it is the
target group by definition but we hope that there is a much broader target group than

that.” — Fredrik, Head of ownership experience at Polestar

Having the design aspect as a core component in their brand experience is also strategically
smart as the target group, according to the interviewees, are all people who are looking for a
performance car. A performance car usually includes high design elements, so in order to meet
the demand of the target group, the design feature is a critical factor throughout Polestar as a

whole and not only the cars.

“The cars are designed in a simpler way, with fewer details, which gives them a
minimalist look. Take such a thing as the rear-view mirrors have no frames. It makes

them feel very modern.” — Netnography

“It is a very clean and intuitive design. Easy to find the most common features.” -
Netnography

“What they [Polestar] have done is really smart, in terms of design. In fact, you do not

need so many functions when driving. ” — Netnography

As stated earlier, having a high-quality online brand experience is critical. According to
Hamzah et al. (2014), sensory online experience, at a corporate brand, is about name, logo,
slogan, colour as well as design. A brand can differentiate themself from other brands through
visual identity and this could be done through factors such as the colours of the website which
may appear attractive and affect the experience in a positive way. Constantinides (2004) states
that the content factor is an important element for creating a successful brand experience online.
One of the elements within this factor is the aesthetics, a strong design and presentation which
in turn creates a positive experience. Polestar focuses a lot on the design elements of the online
experience and the consumers confirm that they successfully do so according to for example
the citations above.

Polestar uses the same design throughout the brand, when creating the car design as well as
when they create their brand experience in their spaces and online using a clean, minimalistic

look, while being very modern. Factors such as light design with specific colours can attract
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consumers to Polestar as well as make them stand out with their scaled back approach. The
interviewees states that the experience is supposed to be the same in their spaces as online
meaning their online design is therefore following the same patterns as the design in the spaces.
It’s simple and easy and, another factor Hamzah et al. (2014) highlights as important for a
successful brand experience online, functional. Polestars website, app, as well as their features
in their cars, such as touch screens are designed with a minimal and functional feel, which
Polestars’ users say according to the collected data is looked upon as an important design
aspect. The functionality aspect will be further presented in chapter 4.4 Enchantment through

innovative consumer focused technology.

“We did a campaign where we showed the sound of an electric car, a silent campaign
in order to show the possibilities that comes from driving electric cars.” - Fredrik, Head

of ownership experience at Polestar

Furthermore, to understand how Polestars uses their minimal, scaled-back design throughout
the brand to create a holistic brand experience, Polestars advertisement has been analysed from
a design perspective. Brakus et al. (2009) discusses brand experience as something that is
created through different steps, one of them being that the experience is created as soon as the
consumer is exposed to a brand indirectly, through for example an advertisement. Answers
from the interviewees and comments from the observations showed that one of Polestar's
advertisements highlights the sound of their cars. It is a light coloured, scaled back
advertisement with minimalistic visuals and low sound of an electric car. This scaled back
approach throughout their advertisement adds to Polestar's aim of creating a scaled back and

clean experience that is innovative, and captivating.

The design element throughout Polestar's brand experience from car design to marketing, online
and space design, is well thought through, homogenous and creates an extraordinary experience
for the consumer compared to other automotive brands. Many consumers find Polestar as a
brand that is unusual, special and through the attracting extraordinary experience creates

enchantment for the consumer.

4.4 Enchantment through innovative consumer focused technology

As prior research shows, modern technology can enchant consumers through forming a sense
of magic and emotionally affect consumers, making the distance between everyday life and

something magical, smaller (Malefyt, 2017). From the netnographic study and interviews, it
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became clear that Polestars’ innovative consumer focused technology is an important factor

within their brand experiences in order to create enchantment and was a recurrent subject.

Technology can be defined as “the application of scientific knowledge to the practical aims of
human /ife” (Britannica, n.d.). Technology could essentially be described as making a process
or product easier, more efficient or better through different sets of tools evolutionised by
increased knowledge about something. Consumer focused aspect within technology can be
described as the technology that a company uses which creates an enhanced experience for the

consumers and maximizes value (Sharma, Kwan & Gill, 2019).

Polestar uses innovative technology which includes tools online, user interface, intelligent
technology, VR and AR technology. These cutting-edge technology tools are consumer centric,
meaning that they are creating value for the consumers and enhances the consumer's experience

when visiting Polestar's different channels.

We use technology, intuition and subtlety instead of overwhelming visuals to

communicate.” - Fredrik, head of ownership experience at Polestar

“The technology is from the future just around the corner, so close as to almost be

present.” — Polestar (2020a)

In order to evoke an extraordinary online experience, the online processes of the online
experience are important according to Hamzah et al. (2014) and Constantinides (2004) where
the functionality, aesthetics and visuals are critical. Answers from the interviews suggested that
Polestar's brand experience online is built by utilizing high technology where focus is on
creating the same high-quality experience online as the physical spaces. Polestar's website gives
the consumer the possibility to explore the brand through images, videos, and text but also from
state-of-the-art technology. A big feature is the car configurator tool, where the consumer can
design and customize every detail of the car. The consumer can also look at the cars online

using 3D models and get a 360 experience as they would in the physical space.

Constantinides (2004) states that intelligent product presentations, such as 3D's presentations
can attract and enchant consumers with its high-tech features and quality. Constantinides (2004)
also states that a factor that can create a positive experience online is functionality, e.g., having
a website that is easy and straightforward by user interaction. Another experience adding aspect

is that it creates an interaction. By providing the tool of the car configurator, Polestar creates an
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easy to use and interactive experience for their consumers which according to the netnography

is highly appreciated.

Furthermore, the website and app are important channels for brands. For example, the brand
experience is created already when the consumer starts to search for products or brands,
according to Brakus et al. (2009). Creating a functional and easy to use app and website, could
create a positive first experience for the consumer. Polestar supports the consumer throughout
their journey using technology and eliminates the boundaries between online and physical. For
example, you can, as a customer, after you have visited a physical space, bring home your car

configuration using a QR-code and continue your experience online at home.

1

“I like the Polestar app due to it being easy to use, informative and easy to navigate.’

- Netnography

“Everything is well thought out. I would love to visit a space but I don’t live near one
unfortunately, but I enjoy experiencing the cars through the app and website until I can

visit a space.”” - Netnography

Through the netnographic observations it became clear that Polestar's technology is a big part
of the brand experience, as the comment above for example indicates. Discussions and
comments regarding Polestar's technology such as the website and app were observed as
something that was very important for the consumers and an aspect that made Polestar a
differentiator in the market. As Coelho et al. (2019) suggests, when a product or a service
stimulates innovation, higher quality is perceived by the consumers and, as a result, value is
added, and a stronger brand experience is created. Using innovative technology not only
through the app but at the Polestar spaces as well, this is easier to be perceived by the

consumers.

"There are digital elements in the form of both VR and AR systems in our spaces. Car
purchases are also made entirely online, so the web is highly present.”" - Par, head of

brand at Polestar

Polestar's spaces also consist of several other high-tech elements in order to create a brand
experience which is important since according to Brakus et al. (2009), a brand experience also
forms when the consumer goes to a physical store and interacts directly with the brand. The

interviewees states there are several digital elements such as VR and AR-systems in Polestars
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spaces that creates an experience for the consumers. Throughout Polestar spaces, consumers
have access to technological objects such as interactive screens, where they can configure their
own car. Malefyt (2017) states that an enhanced experience can be created through digital
objects such as touch screens. This can be created due to the consumers feeling more engaged
in the exhibit, than what they would have been in the traditional way and creating an

extraordinary experience.

“The technology of Polestar 2 is incredible, high quality that puts this performance car

above any other car I have seen.” - Netnography

Additionally, regarding the technology, the state-of-the-art technology in the cars should be
mentioned. Polestar is one of the leaders in the markets regarding in car technology that
supports the consumer before, during and after the drive. For example, they are the first
company to have a Google system in the car. Having a strong support from the technology as a
driver and ease of use is very appreciated according to the netnography study and the cite above

is an example of this.

The technology aspect of how Polestars creates an extraordinary brand experience has been
further analysed using three of Schmitt’s (1999) factors: sense, feel and think. The remaining
two factors act and relate will be analysed in the context of sustainability further down in this

section.

Starting with sense, the interviewees state that Polestar do not use factors such as a specific
smell or sound. However, by utilizing technology objects such as AR in their spaces, Polestar
enhances the sense experience for the consumer since the consumer can, through the app,
choose to listen to the sound of a Polestar car. Even though Polestar chooses to avoid having

music in their spaces, the app allows the consumer to engage in a sense experience.

Feel is another factor within Schmitt’s (1999) experiential marketing, which connects to the
consumer's emotions and feelings. When conducting the interviews, performance and quality
was highlighted as key elements within Polestar and when conducting the netnography, it
appears as Polestar's high technology creates a feeling of high quality and performance amongst

Polestar users.

“I find it hard to know how far you can drive a totally electric vehicle, especially when

it's cold.” - Netnography
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The third factor from Schmitts (1999) think can be connected to Polestar's problem-solving
solutions through their high-tech tools. Shown through the conducted netnography, consumers
have a problem with not knowing if an electric car would meet their needs regarding for
example the driving distance. Polestar solves this using an online tool “charging calculator”
which provides the consumer with the possibility to calculate how far the car can drive until it
has to be charged. Through the conducted observations, it appears that this is an element that
creates a problem-solving experience. Polestar uses their technology and simplifies the
consumer's life, and shows them a solution to a problem that, according to some observations,

can appear when buying or wanting to buy a Polestar.

“At Polestar we see technology as an enabler, as a tool to solve our society’s problems

and we translated this attitude into a new set of design principles.” - Polestar (2020b)

“The combination of sustainable materials and high-tech smart systems opens an
entirely new chapter of avant-garde luxury design and shows where Polestar is
heading.” - Polestar (2020b)

As mentioned, the remaining two factors from Schmitt (1999) act and relate will be analysed
based on sustainability. Polestar high technology is also an important part of their sustainable
aspect of their brand experience. Polestar works a lot with this subject, and their high-tech
technology offers new materials such as more sustainable materials and “vegan” interiors.
Polestar aims to use technology in order to solve today's problems in society and helps lead
Polestar towards a more sustainable future. This could again connect Polestar to Schmitt’s
(1999) think factor as their technology could be used as a way of tackling the environmental

issues.

The fourth factor in Schmitt (1999) act can be found related to the sustainability aspect of
Polestar’s technology and their brand experience. The interviewees further states that Polestar
do not aim to create a change in behaviour or create some sort of self-improvement. However,
as Polestar is a brand focused on electric cars that aims to improve the car industry for a better
future it could, without them actively trying to do so, motivate changes in behaviour and

lifestyles amongst consumers, which is what Schmitt (1999) calls the act factor.

The fifth and final factor in Schmitt (1999) relate is present from society getting more and more

aware of the environmental problems, which is a broader social problem, their cars could lead
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to people wanting to buy a Polestar in order to be viewed in a positive way amongst others,
which connects to Schmitt’s (1999) relate factor. This could also be linked to the social
dimension that is discussed by Brakus et al. (2014). Polestars sustainability aspect and work
towards a more sustainable future, allows consumers to engage in something bigger; a
movement or a community which strives for the same sustainability goal. Polestar enchants the
customer through a common denominator: a sustainable and electric future in the automotive
industry. The factors from Schmitt’s (1999) framework used in the analysis of Polestars

technology is presented in table 5.

m Affectory goal Implemented in: Technology

Sensory Smell, taste, think, sight and sound  Eliminate music which can interfere and instead allow
consumers to sense through high-tech gadgets

Feel Emotions and feelings Performance through technology responds in higher
perceived quality

Think Intellect and cognition Problem-solving solutions

Act Enriching physical experiences (Sustainabiliy): engage in a sustainable future by

allowing technology handle certain aspects such as
sustainable operations

Relate Self-improvement (Sustainability): engage in an environmental-friendly
business

Table 5: Schmitt’s (2009) dimensions in terms of technology

By their use of high-technology, Polestar creates an extraordinary experience. Their modern
technology fills in the gap between the everyday rational activities, and the longing for and the
emotional want of something dream-like and magical, which according to Hartmann and Brunk
(2018) is important for today's consumers. These factors within Polestars technology aspects of
their brand experiences online as well as in their spaces creates an extraordinary experience for

their consumers and from that creating enchantment.
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5. Discussion

In this chapter marketing implication, critical evaluation of the study and further research will

be presented.

5.1 Marketing implications

From the theory study presented in chapter 2 Theoretical Framework, there was a gap in the
research around the connection between enchantment and brand experience. It was not clear
how a company such as Polestar could create enchantment through their brand experience. This
study has gathered empirical data from both the consumers view and from a company view on
how enchantment can be created through brand experience. It was shown that by providing an
unusual, captivating, and extraordinary brand experience, enchantment could be created.
Marketers can learn from this and not settle for a good brand experience but put in the extra
effort to make it extraordinary and enchanting in order to stand out in the market and create

competitive advantages.

From the case study, it was shown that for Polestar the three main factors that created an
enchanting experience was 1) their authentic Scandinavian feel, 2) their design and 3) their
technology. However, this is likely specific for Polestar and marketers for other brands within
other markets need to understand what they can enhance for their brand to make their brand
experience enchanting. This will likely be defined by the needs of their customers, experiences
that are novel and not yet covered by competitors' brand experiences in the market, but it could
also, as the study has shown, be based on the assets, characteristics, and heritage of the specific
brand. What was clear from the study is that marketers need to understand what is special with
our brand and secure an authentic experience that is over the top around that.

The study also showed that a winning concept for Polestar in securing an enchanting brand
experience was delivering a homogenous and holistic experience in their physical showrooms
as well as in their online channel. Not least during these times when the pandemic is affecting
the physical space negatively and more consumers are turning to the online channel. Having
the same feel, design and delivering advanced technology in both channels creates a coherent
story which supports and elevates the enchanting experience. Polestar also utilized the
characteristics of the different channels to not only be consistent in the experience but also
complement between channels e.g., using their physical showrooms to provide an museum-like

setting that could be experienced through all senses, something that the online channel not yet
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can do to the same extent. This is likely not specific for Polestar nor the automotive industry
and marketers in general should make sure, again not at least during these times during the
pandemic, to secure a coherent, complementing and enchanting experience in the different

channels.

5.2 Critical evaluation of the study

The pandemic and the guidelines that came with it affected the study's data collection. Being
affected by a pandemic resulted in limitations regarding the observations and the data gathering
as all the observations had to be solely online. In a normal time, offline observation would have
been interesting to conduct as well. The aim was to conduct observations in order to get opinions

from consumers, fans and enthusiasts to get their perspective on Polestars brand experience.

Interviews were also conducted with employees at Polestar in order to gather data and get their
perspective on their brand experience. While reaching out to 16 different employees at Polestar,
the final number of interviews landed on two. While we were satisfied with the answers we got
and the positions our interviewees had at Polestar it would have been more beneficial to have
had more interviews. When further evaluating our data collection methods, we came to the
conclusion that we could have chosen less structured questions in the interview guides. The
questions were structured after the theoretical chapters with questions such as “when looking
at experiential marketing and the sense factor, does Polestar use this factor”, we could have
asked “what kind of factors does Polestar use in order to create a brand experience?”. Being too
focused on the theory and asking too specific questions can have hindered the amount of

information we got from the open questions.

The online observations were not affected by the pandemic. Making a study on a company that
presents themselves mainly online could affect the result since their target audience is likely
mainly online. Not being able to gather data from all channels likely affected the result of the
study as answers from both the interviewees and theoretical data stated that it is beneficial to
investigate all available info. Not visiting the Polestar spaces for example means that we could
not physically experience the feel, design nor the technology which would have been value
adding to secure deeper understanding regarding the physical brand experience. Instead, we had
to rely on previous visits to the Polestar space and others' experiences from it. Again, due to the

pandemic, the study had to focus on the online experience more so than the physical.
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5.3 Further research

Due to the growing demand of enchantment today, there is also a growing demand for further
research on this subject in order to deepen the understanding of enchantment within different
contexts. Brand experience online is also growing due to digitalization, therefore further
research regarding brand experience online and enchantment is suggested. When conducting
this study, authenticity grew as an important part in order to create enchantment as well as
create a successful brand experience online. This particular finding could be interesting to also
further the research on.

In this study Polestar was chosen as a case study in order to understand how brand experience
creates enchantment from their perspective. As a new brand in a mature market, standing out
becomes an incentive as customers already have an array of choices to choose from. However,
to further understand how enchantment can be created from brand experience, additional brands
could be studied as well as looking into how brand experience can create enchantment in other

industries.

Also, other methods could be used such as interviewing large quantities of consumers to further
understand how they perceive enchantment to be created from brand experience. Offline
observations could also be used in order to talk to consumers and explore the spaces to further

understand how enchantment can be created.
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6. Conclusion

The purpose of the study was to analyse how brand experience creates enchantment. To analyse

this, data has been collected and the following has been determined.

The findings from interviews and netnographic study of the consumers show that Polestar
creates enchantment through their brand experience using three main factors 1) an authentic

Scandinavian feel, 2) design and 3) technology.

The first factor that creates enchantment is an authentic Scandinavian feel. Their Scandinavian
feel is shown by their minimalistic, clean, and modern experience, with light colours and an
elegant feel. The authenticity aspect of the Scandinavian feel was also shown to be an important
part for the consumers and which the theory also confirms is a critical factor for enchantment.
The Scandinavian feel, the authenticity of it together with the association between the two

creates an extraordinary and enchanting experience.

The second way brand experience has been shown to create enchantment is through the design
aspect. Polestar focuses a lot of their brand experience on design in everything from the novel
and rather bold car design to the design of their online brand image and design of the show
rooms. The conducted interviews showed that their spaces are designed with the aim of creating
an extraordinary experience which is more similar to the low-key clean experience of a museum
in contrast to many of their competitors. The design elements both online and in their spaces,
even though scaled down to the naked eye, captivates and attracts the consumers and creates an
experience which is elegant and extraordinary, and which creates enchantment for the

consumer.

The third factor that creates enchantment in their brand experience shown in this study is the
use of technology. Polestar's high technology, in everything from online cutting-edge tools such
as the car configurator and 3D imagery, the use of technology within the car, as well as
technology used in their physical showrooms i.e., such as AR and other intelligent features, fills
the gap between rational everyday activities and the longing for something magical. This state-
of-the-art technology creates a magical and enchanted experience for the consumers and makes

Polestar stand out in the otherwise traditional market.

Additionally, to the three above mentioned key factors for creating enchantment from brand
experience, other aspects were also analysed which support the factors and create a holistic
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foundation for the enchanting experience. Polestar's brand experience as a whole was analysed
in order to further understand how it creates enchantment and the physical showrooms were
analysed through Schmitt’s (1999) five dimensions in order to understand how Polestar creates
a holistic brand experience physically. The analysis showed that the physical brand experience
as a whole covered all five dimensions and that some factors such as sense, think and feel were

more prominent and relate and act less important for Polestar.

As Polestar is mainly a digital brand, their online brand experience was also analysed through
theoretical theories, showing that they create a strong online brand experience through
functionality factors, aesthetics factors and visual identity. The online brand experience
together with the physical brand tells a coherent story and together builds a strong brand
experience through complementing each other. Also, the brand's strong push on sustainability
from being a pure electric car brand and using novel and vegan materials is important for the
consumers in today's market. Having a holistic and complementing brand experience from both
physical and online presence as well as having sustainability as foundation is shown to be of
high interest for the consumers but is not from the analysis regarded enchanting but nevertheless

important for a strong brand experience.

Their brand experience online in combination with their physical spaces, creates a new and
novel type of brand experience that offers the consumers an extraordinary, captivating, and
attractive experience. Their modern aspect of their brand, as a pure electric brand with the aim
of a more sustainable industry in combination with a high technology, gives Polestar a modern,
strong, and new brand experience. The study shows that Polestar has pushed the boundaries
within the car industry in many ways. They are an innovative brand and have brought a strong
digital aspect into a very traditional industry and saturated market. The combination of the
physical presence and the online presence offers Polestars a new way of creating brand
experience which creates enchantment in new ways. Through a philosophical perspective they
strive to change the market for the better with a sustainable future and through a business

perspective they only sell online meaning a new experience for most consumers.
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Appendix

Background

Two interviews were conducted through two different settings. One through email and one
through video. The interview guides are therefore different in order to fit each setting the best,
but the theme is the same. The attached interview guides will be presented both in Swedish and

in English.

Interview-guide: Email. In Swedish.
Namn:
Roll pa Polestar:
Onskar ni vara anonym?
Malgrupp
e Riktar sig Polestar till ndgon specifik malgrupp? | sa fall vilken?
e Om ja, & malgruppen densamma i Polestars fysiska “spaces” som i de digitala

kanalerna?

| dagens samhélle &r det allt viktigare att vacka kanslor och skapa en upplevelse for
konsumenten. En teori som vi last mycket om ar experiential marketing dar man jobbar for att
skapa upplevelser hos konsumenter genom fem faktorer.
Sense — Kan skapas genom bland annat ljud, smak, lukt, kénsel, syn.
Feel — Exempelvis genom att kénslor skapas av produktférpackning, design,
kommunikation och miljo.
Think — Skapa en problemldsningsupplevelse, som vdacker nyfikenhet, sp&nning,
kreativitet.
Act — Forandringar i agerande, livsstil och beteende hos konsumenterna genom att
motivera och inspirera.
Relate — Skapa en tillhérighet. Skapa en social identitet, genom att skapa en kansla av
tillhorighet till en grupp.

45



Brand experience
Om man ser till ovan fem faktorer, hur arbetar Polestar med att skapa brand

experience online utifran dessa? Till exempel genom férpackning och miljo.

Om man ser till ovan fem faktorer, hur arbetar Polestar med att skapa brand

experience fysiskt i era spaces utifran dessa? Till exempel genom dofter, musik.

Hur kombinerar Polestar brand experience i det fysiska rummet och digitala

rummet?

Skapar Polestar en brand experience som kompletterar varandra online och fysiskt,
och isafall hur? Eller & malet att brand experience skall vara densamma? Ar det

olika i olika digitala kanaler?

Om brand experience skall vara samma online och fysiskt, hur forsékrar ni er om

att brand experience ar samma?

Som en ny spelare i den fordnderliga marknad som ni befinner er i, varfér har ni
valt den brand experience som ni har fysiskt och online? Kommer den behdva
utvecklas i framtiden och isafall hur?

Hur skapar ni pa Polestar en wow-kansla hos konsumenten?

Forséljning online
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Enligt hemsidan sa sker forsaljning inte i Polestars spaces. Kop av bil innebar hog
involvering som kraver komplexa kopbeslut vilket innebdr mycket tankande,
provande etc, hur tanker ni kring att all forsaljning ar online?

Hur paverkar det Polestars brand experience jamfért med konkurrenter?

Ar detta fordelaktigt och i sé fall pa vilket satt gentemot andra konkurrenter?

Authenticity - Ett foretags authenticity (akthet) kan paverka konsumenters uppfattning och
upplevelse av varumarket och &r darfor en viktig faktor i skapandet av en positiv upplevelse for
konsumenten.

Vad innebér ékthet (authenticity) for Polestar?

Interview-guide: Video . In Swedish.
Namn:
Roll pé Polestar:

Onskar ni vara anonym:

Malgrupp

Riktar sig Polestar till nagon specifik malgrupp? I sa fall vilken?

Om ja, dr malgruppen densamma i Polestars fysiska “spaces” som i de digitala

kanalerna?
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| dagens samhélle &r det allt viktigare att vacka kanslor och skapa en upplevelse for
konsumenten. En teori som vi last mycket om &r experiential marketing dar man jobbar for att
skapa upplevelser hos konsumenter genom fem faktorer.
Sense — Kan skapas genom bland annat ljud, smak, lukt, kénsel, syn.
Feel — Exempelvis genom att kénslor skapas av produktférpackning, design,
kommunikation och miljo.
Think — Skapa en problemldsningsupplevelse, som vdacker nyfikenhet, sp&nning,
kreativitet.
Act — Forandringar i agerande, livsstil och beteende hos konsumenterna genom att
motivera och inspirera.
Relate — Skapa en tillhérighet. Skapa en social identitet, genom att skapa en kénsla av

tillhdrighet till en grupp.

Brand experience

Om man ser till ovan fem faktorer, hur arbetar Polestar med att skapa brand

experience online utifran dessa?

Om man ser till ovan fem faktorer, hur arbetar Polestar med att skapa brand

experience fysiskt i era spaces?

Hur kombinerar Polestar brand experience i det fysiska rummet och digitala

rummet?

Skapar Polestar en brand experience som kompletterar varandra online och fysiskt,
och isafall hur? Eller & malet att brand experience skall vara densamma? Ar det

olika i olika digitala kanaler?
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Om brand experience skall vara samma online och fysiskt, hur forsékrar ni er om

att brand experience &r samma?

Som en ny spelare i den férdnderliga marknad som ni befinner er i, varfér har ni
valt den brand experience som ni har fysiskt och online? Kommer den behéva

utvecklas i framtiden och isafall hur?

Forsaljning online

Enligt hemsidan sa sker forsaljning inte i Polestars spaces. Kop av bil innebér hog
involvering som kraver komplexa kdpbeslut vilket innebdar mycket tdnkande,

prévande etc, hur tanker ni kring att all férsaljning ar online?

Hur paverkar det Polestars brand experience jamfort med konkurrenter?

Ar detta fordelaktigt och i s fall pa vilket satt gentemot andra konkurrenter?

Enchantment
En teori vi undersoker namner hur foretag kan “fortrolla” sina konsumenter genom
att “fordndra det ordinira till nigot magiskt”. Ar det nagot Polestar anvander sig

av? Hur gor ni det?
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Authenticity - Ett foretags authenticity (dkthet) kan paverka konsumenters uppfattning och
upplevelse av varumarket och &r darfor en viktig faktor i skapandet av en positiv upplevelse for

konsumenten.

Vad innebér dkthet (authenticity) for Polestar?

Vad ar vardet av akthet for Polestar?

Hur framhéver ni &kthet inom Polestar? Genom ert material, forsaljning,

korupplevelse etc.

Ar akthet ndgot Polestar kan framfora bade fysiskt (i lokalerna) och online?

Interview-guide: Email. In English.
Name:
Role on Polestar:

Do you want to be anonymous:

Target group

Is Polestar aimed at a specific target group? If so, which one?

If so, is the target audience the same in Polestar's physical "spaces” as in the digital

channels?
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In today's society, it is increasingly important to stir up emotions and create an experience for
the consumer. One theory that we read a lot about is experiential marketing where you work to
create experiences with consumers through five factors.

Sense - Can be created through sound, taste, smell, touch, sight.

Feel - Creating emotions from product packaging, design, communication and the
environment.

Think - Creates a problem-solving experience, which arouses curiosity, excitement, creativity.
Act - Changes consumers actions, lifestyles and behaviors by motivating and inspiring.

Relate - Create a social identity, by creating a sense of belonging to a group.

Brand experience
If looking at the above five factors, how does Polestar work to create brand

experience online based on these?

If looking at the above five factors, how does Polestar work to create brand
experience physically in the spaces based on these? For example, through scents,

music.

How does Polestar combine brand experience in the physical space and digital

space?

Does Polestar create a brand experience that complements each other online and
physically, and if so, how? Is the goal that the brand experience should be the

same? Is it different in different digital channels?

If brand experience is to be the same online and physically, how do you make sure

that it is the same?
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As a new player in the changing market, why have you chosen the brand
experience you have physically and online? Will it need to be developed in the
future and if so how?

How do you at Polestar create a wow feeling in the consumer?

Online sales

According to the website, sales do not take place in Polestars spaces. Buying a car
involves a high level of involvement that requires complex purchasing decisions,

which means a lot of thinking, trying, etc., how do you think about all sales being
online?

How does it affect Polestar's brand experience compared to the competitors?

Is this advantageous and, if so, in what way against other competitors?

Authenticity

A company's authenticity (authenticity) can affect consumers' perception and experience of the

brand and is therefore an important factor in creating a positive experience for the consumer.

What does authenticity mean for Polestar?
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Interview-guide: Video. In English.
Name:
Role on Polestar:

Do you want to be anonymous?

Target group

Is Polestar aimed at a specific target group? If so, which one?

If so, is the target audience the same in Polestar's physical "spaces" as in the digital

channels?

In today's society, it is increasingly important to stir up emotions and create an experience for
the consumer. One theory that we read a lot about is experiential marketing where you work to
create experiences with consumers through five factors.

Sense - Can be created through sound, taste, smell, touch, sight.

Feel - Creating emotions from product packaging, design, communication and the
environment.

Think - Creates a problem-solving experience, which arouses curiosity, excitement, creativity.
Act - Changes consumers actions, lifestyles and behaviors by motivating and inspiring.

Relate - Create a social identity, by creating a sense of belonging to a group.

Brand experience

If looking at the above five factors, how does Polestar work to create brand

experience online based on these?
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Online sales

If looking at the above five factors, how does Polestar work to create brand

experience physically in your spaces?

How does Polestar combine brand experience in the physical space and digital

space?

Does Polestar create a brand experience that complements each other online and
physically, and if so, how? Is the goal that brand experience should be the same?

Is it different in different digital channels?

If brand experience is to be the same online and physically, how do you make sure

that it is the same?

As a new player in the changing market, why have you chosen the brand
experience you have physically and online? Will it need to be developed in the

future and if so how?

According to the website, sales do not take place in Polestars spaces. Buying a car
involves a high level of involvement that requires complex purchasing decisions,
which means a lot of thinking, trying, etc., how do you think about all sales being

online?
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How does it affect Polestar's brand experience compared to competitors?

Is this advantageous and, if so, in what way against other competitors?

Enchantment

One theory we are investigating mentions how companies can "enchant” their

consumers by "changing the ordinary into something magical”. Is it something
Polestar uses? How do you do that?

Authenticity

A company's authenticity (authenticity) can affect consumers' perception and experience of the

brand and is therefore an important factor in creating a positive experience for the consumer.

What does authenticity mean for Polestar?

What is the value of authenticity for Polestar?

How do you emphasize authenticity within Polestar? Through your material, sales,
driving experience, etc.

Is authenticity something Polestar can perform both physically (in spaces) and
online?

55



