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Session Objectives

At the end of the module, the delegate would have
understood

A Introduction: design history
A Methods

A The sketch

A The model

A The technology & CAD

A Visualization Systems

A Principles of design
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Introduction: design history
AThe vehicles that we buy evolve unceasingly, passing on technologic

Improvements, lower prices, and a seductive,-elianging choice of style

Alt is standard practice for a manufacturer to design and develop perh
two or three concept vehicles every year, debuting them ay motor shoy
surrounded by media fanfare and maximum publicity

AConcepts come from the hugely expensive international design studi
maintained around the world by major companies, worked on by team:
skilled designers with levels of creative freedom quite unlike the restric
world of the production line

Alnstead of telling history, the development of concept car, its role in tt
current industry, the methoddechnical, marketing and otherwise that li¢
behind its creation will be explained

Alt also looks at how car designers and car companies think, and how
changing social perception of the vehicle, our requirements and
gechnological development have informed the cars that come out of st

sstudios and ultimately the cars that we bu
s M.S Ramaiah School of Advanced Studi€&angalore 3
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ASix decades since the first concept was created, the fundamentai¥il

ehind Iits development hasnot c
Concept car is the future, a vehicle designed to project a vision of the

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

Invariably far closer to production reality after two or three years
AThe usé of a concept modetosting perhaps several crore of rupeéesa

risky process. But as technology reduces the time it takes to get from
through to development and ultimately the production line, the role of t

%\oncept car has changed _
In the early days of post war boom, company like General Motors use

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

American public |
AThe first motorama was held in 1949, as the depressedvposiar marke

I thanks to limited production capabilityfinally caught up with demand
AThis show visited New York and Boston, was seen by nearly 600000

people |
ABy the early 1950s, the major draw at the Motoramas were the drean

gstyling exercises that extrapolated the forms available in the current
?ﬂarket}:)lace, pUShin@stlk%alimgﬁoaf)fﬂm&dm%alore 4
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Aln the mid1950s, design and technology had become the strong&%rs
points for new cars, and considerations such as fuel economy and pur
cost were superseded by horsepower counts, interior space, and luxut

extras
AThe 1952 Lincoln, whi ¢c3271fsquare r o L

Inches... Designed for modern living. The 1951 Kaisarcar with

Anatomic Design
ASt yling was the industryds key

miracle
AWhile the motor industry was born of engineering, it was the applicati

of style1 initially in the form of hand built coach work on standard, mas

produced chassisthat spawned the contemporary car market
AGeneral Motorsdé genius, swiftl.y

realize that although technological innovation drove sales, novelty and
modernity could equally be implied through the colour, shape, and styl

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

emand should be addressed at all costs convinced the motor manufa
0 emphasize previoushitiRcensideres tactQisngalore 5
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AGM6s head designer, Harl ey E ap
cars that might appeal to the female consumer, initially focusing on int

and trim
Alnitially, the dream cars were standard production cars draped in extr

outrageous trims, custom paint jobs, or unusual options.
ABy 1953, GM were i@av evihteied ioqm f fi [
production cars that were stars of the early Motorama shows and illust

as Nnew processes, new materi al
AL953 saw the debut of Glindiedwebhitle t

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

future, such as the Cadillac El Camino, Pontiac Strato Street, and Wilc
AGM showed the X1 Firebird, a gas turbingowered vehicle that prove
a stunning evocation of Detroit

A1954 was also the year of the first Ford Thunderbird
AThe 1956 show introduced the Firebird I, and five other prototyples

Chevrolet Impala, Oldsmobile Golden Rocket, Cadillac Brougham Tow
Car, Centurion, and the Pontiac Club de Mer
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ACreated under Ned Nickles, head designer at Buick, the Centuriofi™
replaced the traditional dashboard with futuristic dials and discs, with &
camera instead of rearew mirrors. A huge, cleaglass canopy drew
comparisons with the most visible futuristic symbol of the day, the jet
fighter, and a nnew visual voca

became the standard sight on American roads
ADr eam cars were hailed as cruci

many Vyears It has been Gener al

engineering ideas beyond the workshop stage and build them into actt
runningcar§ 0 experi ment al | aboratorie
AThe term 6concept cardo was rept

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

Industry into hundreds of market segments. The highly specialized ma
research meant that manufacturers could accurately predict who woul

to buy what.
AThe 1970s and 1980s saw the concept become a search for a new ty

just style of vehicle
g M.S Ramaiah School of Advanced Studi&angalore 7
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AConcepts are no longer just to encourage sales of produicgovehiClés,
but it has to appeal to an increasingly expanding andrnege complex se

of consumer personalities _
ACar is perhaps the most visible of any consumer product, a mobile sy

of status whose ubiquity and multiple layers of meaning and value fun
as highly effective cultural communicator; car act as vehicles for our
personalities and aspirations, not just as means of transportation

Al ncreasingly, yesterdayds conce
These shifts in the way cars are presented and sold have been achiev
the development of new design and manufacturing technologies, that |
brought the radicalism of the concept to the marketplace
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