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Polisur 2000 S.L. is a Spanish company based in Lepe, Huelva, founded over 40 years ago. 
Traditionally, the company produced heat-sealed packaging and conventional beach coolers. Under the 
leadership of its CEO, José Fernández, Polisur 2000 underwent a radical transformation with the launch 
of Polarbox, a portable cooler that broke the traditional market mold. 

Polarbox is produced in facilities in Spain, and Polisur 2000 stands out for its dedication and passion 
at every stage of the process, from design to production. The company emphasizes on its website that all 
its creations are 100% "Made in Spain," ensuring that when you purchase a Polarbox, you will benefit 
from the talent and quality that characterize the country. Every detail of Polarbox reflects a commitment 
to authenticity, excellence, and Spanish quality. 

Before Polarbox was launched, the portable cooler market was stagnant. Coolers were heavy 
utilitarian objects, with little aesthetic appeal. The main challenges Polisur 2000 faced included a saturated 
and static market where products were perceived as basic, without outstanding differences. For this 
reason, the company needed to innovate in a mature product category that had not seen significant 
changes in decades, which meant breaking the barrier of tradition. Additionally, they aimed to expand 
internationally, seeking to broaden the company's presence in new markets beyond Spain, in a niche 
where global competition is intense. 

Polisur 2000 implemented several key strategies to transform the portable cooler market to achieve 
this. They include: 

- Product redesign and differentiation. The company led an innovation process focused on design 
and aesthetics. The result was Polarbox, a lightweight, modern cooler available in pastel colors that 
stood out radically from traditional options. 

- Brand positioning strategy in the market. Polisur 2000 successfully positioned Polarbox as more 
than just a portable cooler, transforming it into a lifestyle product that goes beyond mere functionality. 
This differentiation strategy focused on creating value through attractive design and pastel colors, 
which emotionally connected with consumers. The target audience not only seeks a practical solution 
for keeping their food and drinks cool but also an aesthetic accessory that reflects their personal style. 

- Customer perception and value creation have been highly positive, as evidenced by social media, 
where users share images of their Polarbox in various contexts, reinforcing its identity as a desirable 
object with thoughtful design. This strategy has created a community of users who value design as 
much as functionality, demonstrating how differentiation can change the perception of a conventional 
product and add perceived value. 

- Exclusive collaborations. Polarbox has collaborated with internationally recognized fashion brands. 
The focus on design and functionality has attracted the attention of prominent creatives in the industry, 
leading to exclusive collaborations that blend style with functionality. 
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- Launch management. The company also implemented a strategy to ensure the product was fully 
prepared before its launch. Polisur 2000 delayed launching Polarbox until they had sufficient stock to 
guarantee availability without the risk of shortages. This approach aimed to prevent potential consumer 
frustration due to a lack of units, ensuring a smooth and satisfying purchase experience from day one. 
In this way, the company reaffirmed its commitment to quality and customer satisfaction, building trust 
in the brand right from the beginning. 

The Polarbox launch was a resounding success. The first 150,000 units sold out quickly, and the 
company has maintained a sustained annual growth rate of 10-15%. In 2024, Polisur 2000 is prepared to 
increase its production capacity from 500,000 to 1.5 million units per year. This case demonstrates how 
innovation and differentiation in a mature market can revitalize a company and enable it to set ambitious 
and achievable goals. 

With initial success in Spain, the company is rapidly building a global network ranging from small 
boutiques to the most prestigious department stores. This international expansion has allowed the 
company to access global markets, diversifying its presence and consolidating its growth beyond national 
borders. Thanks to a well-executed strategy, Polarbox has positioned itself as a reference brand in 
multiple countries, effectively responding to the demands of various segments of the international market 
and adapting to local needs while maintaining its distinguishing essence. 

The case of Polisur 2000 with its product Polarbox demonstrates how a company can transform its 
positioning and differentiate itself in a traditional market through a well-executed differentiation strategy. 
This differentiation is fundamentally based on innovation, with attractive design, functionality, quality 
materials, and a connection with consumers revitalizing a product that had remained stagnant for 
decades. 

Sources:  

 https://polarboxstyle.es/  

 https://www.elconfidencial.com/empresas/2024-08-22/jose-luis-polarbox-bra_3931082/  

 https://www.youtube.com/watch?v=9OjvCaXB7CE  
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