
M.S Ramaiah School of Advanced Studies - Bangalore 

C
.G

o
p

in
a

th 
M

S
R

S
A

S 
PEPM  

APD2505 

1 

Design Methods & Design Principles 

Lecture delivered by:  

 Prof. C. Gopinath 

 Professor 

 Dept. of Design 

 MSRSAS-Bangalore 



M.S Ramaiah School of Advanced Studies - Bangalore 

C
.G

o
p

in
a

th 
M

S
R

S
A

S 
PEPM  

APD2505 

2 

Session Objectives 

At the end of the module, the delegate would have 

understood 

ÅIntroduction: design history 

ÅMethods 

ÅThe sketch 

ÅThe model 

ÅThe technology & CAD  

ÅVisualization Systems 

ÅPrinciples of design 
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APD2505 Introduction: design history 
Å The vehicles that we buy evolve unceasingly, passing on technological 

improvements, lower prices, and a seductive, ever-changing choice of styles 

Å It also looks at how car designers and car companies think, and how the 

changing social perception of the vehicle, our requirements and 

technological development have informed the cars that come out of styling 

studios and ultimately the cars that we buy 

Å Instead of telling history, the development of concept car, its role in the 

current industry, the methods ï technical, marketing and otherwise that lie 

behind its creation will be explained 

Å Concepts come from the hugely expensive international design studios 

maintained around the world by major companies, worked on by teams of 

skilled designers with levels of creative freedom quite unlike the restrictive 

world of the production line 

Å It is standard practice for a manufacturer to design and develop perhaps 

two or three concept vehicles every year, debuting them ay motor shows 

surrounded by media fanfare and maximum publicity 
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APD2505 Å Six decades since the first concept was created, the fundamental principle 

behind its development hasnôt changed 
Å Concept car is the future, a vehicle designed to project a vision of the 

future. It can be months, years, or even decades away. 
Å The concepts which are created seems radical at the motor shows, are 

invariably far closer to production reality after two or three years 
Å The use of a concept model ï costing perhaps several crore of rupees ï is a 

risky process. But as technology reduces the time it takes to get from design 

through to development and ultimately the production line, the role of the 

concept car has changed 
Å In the early days of post war boom, company like General Motors used 

motor shows (Motorama) as a platform to feed the automotive dreams of 

American public 
Å The first motorama was held in 1949, as the depressed post-war car market 

ï thanks to limited production capability ï finally caught up with demand 
Å This show visited New York and Boston, was seen by nearly 600000 

people 
Å By the early 1950s, the major draw at the Motoramas were the dream cars,   

styling exercises that extrapolated the forms available in the current 

marketplace, pushing the limits of public taste 4 
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APD2505 Å In the mid-1950s, design and technology had become the strongest selling 

points for new cars, and considerations such as fuel economy and purchase 

cost were superseded by horsepower counts, interior space, and luxurious 

extras 
Å The 1952 Lincoln, which ñsurrounds you with glass ï 3271 square 

inches... Designed for modern living. The 1951 Kaiser ï a car with 

Anatomic Design 
Å Styling was the industryôs key selling factor, as a economic and social 

miracle 
Å While the motor industry was born of engineering, it was the application 

of style ï initially in the form of hand built coach work on standard, mass-

produced chassis ï that spawned the contemporary car market 
Å General Motorsô genius, swiftly adopted by the rest of the industry, was to 

realize that although technological innovation drove sales, novelty and 

modernity could equally be implied through the colour, shape, and style of 

car bodywork, in much the same way as the fashion industry 
Å Design had become big business, and the realization that consumer 

demand should be addressed at all costs convinced the motor manufacturers 

to emphasize previously unconsidered factors 5 
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APD2505 Å GMôs head designer, Harley Earl, introduced female designers to develop 

cars that might appeal to the female consumer, initially focusing on interiors 

and trim  
Å Initially, the dream cars were standard production cars draped in extras, 

outrageous trims, custom paint jobs, or unusual options. 

Å By 1953, GM were advertising ñDreams ï on wheelò, five mock-up 

production cars that were stars of the early Motorama shows and illustrated 

as ñnew processes, new materials, and new techniques being developedò 
Å 1953 saw the debut of Chevroletôs Corvette, a fibreglass-bodied vehicle 

that was billed as the first American sports car 
Å The Motorama was a musical display centered on the dream cars of the 

future, such as the Cadillac El Camino, Pontiac Strato Street, and Wildcat 

Å GM showed the XP-21 Firebird, a gas turbine-powered vehicle that proved 

a stunning evocation of Detroitôs ability 

Å 1954 was also the year of the first Ford Thunderbird 
Å The 1956 show introduced the Firebird II, and five other prototypes ï the 

Chevrolet Impala, Oldsmobile Golden Rocket, Cadillac Brougham Town 

Car, Centurion, and the Pontiac Club de Mer 

6 
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Å Created under Ned Nickles, head designer at Buick, the Centurion 

replaced the traditional dashboard with futuristic dials and discs, with a TV 

camera instead of rear-view mirrors. A huge, clear-glass canopy drew 

comparisons with the most visible futuristic symbol of the day, the jet 

fighter, and a ñnew visual vocabulary, inspired by the jet and the rocketò 

became the standard sight on American roads 
Å Dream cars were hailed as crucial experiments in future transport: ñfor 

many years it has been General Motorsô practice to take design and 

engineering ideas beyond the workshop stage and build them into actual 

running cars ï óexperimental laboratories on wheelsô 

Å The term óconcept carô was reputedly coined in around 1980, turning these 

cars from unachievable dreams into more tangible, realizable objects 
Å Concepts are also the proving ground foe new types of car, fracturing the 

industry into hundreds of market segments. The highly specialized market 

research meant that manufacturers could accurately predict who would want 

to buy what.  
Å The 1970s and 1980s saw the concept become a search for a new type, not 

just style of vehicle 
7 
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Å Concepts are no longer just to encourage sales of production-line vehicles, 

but it has to appeal to an increasingly expanding and ever-more complex set 

of consumer personalities 
Å Car is perhaps the most visible of any consumer product, a mobile symbol 

of status whose ubiquity and multiple layers of meaning and value functions 

as highly effective cultural communicator; car act as vehicles for our 

personalities and aspirations, not just as means of transportation 

Å Increasingly, yesterdayôs concept car is tomorrowôs production reality. 

These shifts in the way cars are presented and sold have been achieved with 

the development of new design and manufacturing technologies, that have 

brought the radicalism of the concept to the marketplace 

8 
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