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Julia’s task- Manifesto
1. Car design shouldn’t be totally reinventive.
2. Visions you have should have selflessness in mind. 
3. Design isn’t just visual; all senses are equally important to consider.
4. Design is a language.
5. Automotive inspiration shouldn't be limited to its own industry.
6. Design should show connectivity.
7. Emotion is at the heart of design.
8. The past should be considered almost as much as the future regarding automotive innovation.

1.  Car design shouldn’t be totally reinventive.
Keyword: Reinventive[image: Image result for clio evolution]

Fig. 1: The evolution of the Renault Clio.
The evolution of a specific model of car can be drastic, but it is important to show the roots of a vehicle’s heritage in its latest iterations and those to come. Brand identity is key with keeping a car recognisably belonging its manufacturer (Callum, 2015), and key areas of a vehicle give uniqueness, identifiability and timelessness. A car totally reinvented as a successor would lose the emotion and character specific to its predecessor, so key to defining its personality and, ultimately, its previous success to sell. But what areas of a car should be conserved in order to retain brand identity and individuality? A front grille would have to be included on the list, but this element of the body is proven to not always be essential to maintain. For customers, it’s ‘the more visible features that count’ (Lewin, 2017, p.86), giving Mini’s colourful-roof option addition in 2001 as an example. Like the 2006 JCW Cooper S’ exclusive “pure silver metallic roof” (Lintelmann, 2007, p.265). And as seen above (fig. 1), the Renault Clio is no different, showing a gradual evolution of striking headlights that fuel its worldwide success as the best-selling French car, according to Renault (Genty, 2019).
5. Automotive inspiration shouldn't be limited to its own industry.
Keyword: Limited
[image: Image result for mclaren 570gt]
Fig. 2: McLaren 570GT.
General design inspiration comes from all around us; car design should be no different. As it happens, there are many examples of automotive design integrating the form of the natural world into its DNA. This is called biomimicry, defined in the Oxford dictionary as ‘the design and production of materials, structures, and systems that are modelled on biological entities and processes.’ (Lexico, 2019). Often, it’s these designs, concepts and production cars that exhibit the most emotive shapes and surfaces. Both biotic and abiotic aspects of nature can be translated into a car’s interior and exterior and depending on which of these aspects specifically drove the design, have the power to give the vehicle identity. Take the McLaren 570GT, (fig. 2), as an example for this. According to McLaren Automotive, they ‘based the GT on a shark.’ (Melville, 2016) The rather aggressive, angular panels at the front of the car resemble the killing instinct clear to see when looking at a shark’s head; labelling the 570GT as an elegantly ferocious supercar.

4. Emotion is at the heart of design.
Keyword: Heart
[image: Related image]
Fig. 3: Ferrari LaFerrari sketches by Flavio Manzoni.
Emotion is what we live and breathe, so when design speaks to us emotively, we are subconsciously drawn to what it may be that triggers such feelings (Interaction design, 2016). Visceral emotional design is a method of design that relates to our first impressions of a product- how and what it makes us feel without thinking about it. This is a type of design that prioritises user satisfaction over usability while not compromising it. Giorgetto Giugiaro said ‘It wasn't an architect or a designer who invented objects, but an artisan.’ (Giugiaro, 2001). This perfectly highlights the importance of emotion in design, from a man who also believes strongly in functionality. Integrating history into design is another way of prompting emotion, giving a nostalgic brilliance. Flavio Manzoni’s design ideas for the Ferrari LaFerrari, shown above in figure 3 emulate this technique very effectively. 
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John’s task- Reflective writing
[image: Image result for williams fw14 b]
Fig. 1: The Williams FW14B
Off the back of the 1989 and 1990 Formula One seasons, Williams had only brought four 1st place trophies back to their Oxfordshire home in Didcot. To return the team to the glory they had in previous years, they needed to rethink their design approach to build a car with the capability to out-race the opponent. To do this, they hired highly successful aerodynamicist and designer, Adrian Newey. Newey’s ingenuity would be at the heart of the team’s later success. In 1991 Williams made the FW14, a car that would not bring them the results they hoped for despite being “so dominant” in the first half of the season (Saward, 1991, p.21). Reliability was their downfall. But the car, on performance, was an improvement. Ayrton Senna and McLaren ran away with both championships that year (Hill, 2001, p.314), so for 1992, they had to up the ante. Thus, came the FW14B.
 The FW14B featured many innovative engineering masterstrokes paving the way for motorsport design in the decades to come. These include traction control, a semi-automatic gearbox, the ability to alter ride height during the race and most importantly the active suspension system that went on to take the field by storm. Between Nigel Mansell and Riccardo Patrese, 10 of the 16 rounds of the 1992 season were won by Williams and only one round did not see an FW14B starting the race on pole position and even then, they qualified 2nd and 3rd (GP Racing Stats, 2019). It would be deemed as “one of the most dominant grand prix racing cars of all time” (Murray, 2019).
  The FW14B exhibited a far superior lap time. This was clear over the course of one lap as well as during a race; especially at the start. The active suspension aided lack of grip caused by low tyre temperatures. It kept the car “aiming for target mean ride-heights front and rear.” (Head, 2017). Therefore, the car’s aerodynamic parts were working to their optimum, providing maximum downforce which would make up for the lack of grip that cold tyres posed. Riccardo Patrese said, “it was like to be always in a wind tunnel” (Patrese, 2017).
[image: Image result for williams fw14 b]
Fig. 2: The Williams FW14B
 The FW14B was staggering, bringing Nigel Mansell the world championship (Walker, 2001), and Williams the constructor’s championship once again, the first of five in that decade (Noble, 1999, p.79). In fact, the car was so quick, its successor, the FW15, wasn’t even used the for the second half of the 1992 season. The FW14B’s pioneering features were eventually banned by the FIA, bringing their dominance to a close (Collantine, 2007).
The Williams FW14B is still considered to be what was a “turning point” (Lowe, 2017) in the approach to Formula One car design, leaving a legacy of technology which even today emulates the systems that debuted on the Williams. For example, DRS; a system in F1 today that follows the very concept of deploying reduced drag first seen on the FW14B (Newey, 2017, p.156). 1992 remains the most dominant Formula One qualifying season with a pole rate of 93.75% (GP Racing Stats, 2019). For me, the FW14B has sparked a wider appreciation for historic motorsport engineering and innovative design work. It will remain my all-time favourite Formula One car for years to come.
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Ryan’s task- Semiotic analysis
What defines good advertising? At the roots of a campaign that catches the attention of a viewer would be semiotics. Co-founder, Ferdinand de Saussure described it as “the life of signs within society.” (Britannica, 2019). Symbols and signs are a key aspect of the semiotic theory. A sign can be defined in these terms as “any physical form that has been imagined or made externally (through some physical medium) to stand for an object” (Sebeok, 2001, p.3). Companies take these elements to piece together adverts that cleverly guide a viewer’s eyes around the image in just the way they want them to. This is done without realising, making them think a certain way about the product at hand in an idealistic attempt to sell it to them there and then.
Using a symbol to advertise something is a strategy used to make an audience evaluate the image and uncover its literal meaning. This automatically forces the viewer to think harder than when seeing an explicit advert with little depth, along with subconsciously spending more time looking at and reminiscing about it. What appears to be an image something very unrelated at first can sometimes be the most effective types of adverts with thanks to the semiotic theory that was c0-founded in the 19th century, yet still developed throughout the 20th (Chandler, 2017).
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Fig. 1: Volkswagen parking sensor advert.
This 2012 Volkswagen advert for ‘park assist’ shows a small hedgehog wedged in between three bags of water containing goldfish. There’s an immediate awareness of the danger posed by the proximity of sharp objects like the hedgehog’s spines and the fragile bags the fish are in. For a moment, irrelevancy is found in what appear to be icons, and the viewer’s eyes wonder to the corner where the logo is positioned. It’s only then when the realisation is made, and these icons are perceived as symbols, deemed to be vehicles parking. This is an “imaginative leap” we make to associate symbols with their meaning when analysing their metaphor (Chandler, 2002, p.126). 
	Quite obviously thereafter, the hedgehog is depicted as the Volkswagen with its ‘park assist’ active. The advert shows that the company have such faith in the technology, that they are showing it to be just fine in what’s presented as a potentially fatal scenario for the animals at hand; a metaphor for the company’s trust in its success. Volkswagen’s message they are trying to express is that in the event of even the most high-risk parking situations, their ‘park assist’ will allow the task at hand to be completed with minimal stress.
	The colours are minimal and lack diversity in this image, contrasting to the blue in the Volkswagen logo. This embeds the logo in the viewer’s mind, and the light source is placed in such a way that casts a shadow directing towards it in the bottom right corner. My view on the image has shifted since analysing it, I can now see what the company wanted me to look at and how they wanted me to feel, not by chance, but by engineering these feelings very particularly.
Bibliography
Britannica (2019) Semiotics: Study of signs. Accessed from: https://www.britannica.com/science/semiotics [Accessed on 30th December, 2019]
Sebeok, T. A. (2001) Signs: An Introduction to Semiotics. Toronto, Canada: University of Toronto Press Incorporated.
Chandler, D. (2017) Semiotics for beginners. Accessed from: http://visual-memory.co.uk/daniel/Documents/S4B/sem01.html?LMCL=VSriy_ [Accessed on 30th December, 2019]
Chandler, D. (2002) Semiotics: The Basics. Abingdon: Routledge.
List of figures
Figure 1: Volkswagen parking sensor advert. Accessed from: https://www.adsoftheworld.com/media/print/volkswagen_hedgehog_and_fish [Accessed on 30th December, 2019]

image3.jpeg




image4.jpeg




image5.jpeg




image6.jpeg
pr—





image1.jpeg




image2.jpeg




