Preface

There have been a large number of books published on the subject of design,
there have been even more written about cars, be they on mythical models,
brands, carrossiers and design personalities and yet, few books have reached
the level of ambition apparent in George Liamadis's book titled: “Automotive
Culture: Design & Styling’, which analyses in much depth, the exceptional phe-
nomena of car design.

Henry Ford once said that “History is bunk”, which | would contend to be a
scarily superficial statement which does not survive critical analysis, he also
wrote something very profound, namely: “You can read an object like a book”.
How very true, it is particularly the case when referring to motorcars. Indeed,
you can decipher all the history of an automobile, if you take the time to analyse
it, you can fathom the layers of cultural inputs, the specificities associated with
it's country of origin, and thus better understand the functional approach un-
dertaken and trace back the expressive semantics associated.

When | returned to France in the late eighties, | took 2 decisions that might
appear at first to be at odds with one another: | began hiring an international
team of designers, which over time reached 28 different nationalities, but | also
elected to raise the “Frenchness” of our design approach. On the one hand |
launched a major move towards searching excellence by welcoming the added
value of multiculturalism, pushing back as a result the frontiers of conservatism
to be found in the: “That’s the way we have always done it” attitude. On the
other hand, | published a manifesto that declared: “A manufacturer’s image
comprises, at one and the same time, the image of its own products and the
image of the firm’s country of origin. As an institution Renault stands out in the
social imagination as the embodiment of the French motorcar. Renault must
represent the nation and offer products which are typically French. Renault has
a duty to take the initiative, pursue innovation, take risks and be ahead of other
manufacturers’, which follows in the footsteps of Picabia’s who made the famous
statement: “The only way to be ahead is to run faster”.

George Liamadis also explores the pivotal question of Design and Style which
has animated and continues to animate debates the world over. The very notion



Mpo6Aoyog

MoAAG BiBAia €xouv ypa@ei OXETIKA e To design, akoun, Og, TEPIooOTEPA OXETIKA
ME Ta autokivnTa (Yla Ta pUuBIika PoVTEAQ, TIG LAPKEC, TOUC Apa&omolol¢ Kal TOUG
S1aonou¢ OXeSIO0TEC AUTOKIVATWY), EAAXIOTA WOTOOO, £XOLV PTACEL OTO EMITTESO
mou @Nobofei To BiPAio Tou Nwpyou Alapdadn «MoATlopog NG Autokivnong:
Design kat Styling», 6mou avaAUeTal o€ BAB0G TO e€AIPETIKO GAVOLEVO TOU OXE-
81000V TWV AUTOKIVATWV.

Mmopei o Xévpu Mopvt va eixe mel Kamote: «n lotopia eival Eva Yéuay, pia -
@avelakr) dridwon, n omoia ciyoupa & Ba dvtexe o€ KPITIKA avaAuon, gixe ypayel
OpWG Kat KATL e€aupeTikd BabuotdxaoTo, ott: «KEBe avTiKeievo amoKaAUTITEL TV
1otopia Toux. AuTo gival oiyoupa aAnBeia yia Ta avtokivnta. Mpdyuatt, av epfo-
BUvel KATTo10¢ 0TNV KATAVONON TWV TIONITIOTIKWY OTOIXEIWV Kal TwV IS1aiTEPpWV Xa-
PAKTNPIOTIKWY TNG XWPAS TIPOENELONG EVOC AUTOKIVHTOU, Ba UITOPETEL VA ATTOKPU-
TITOYPAPROEL TNV LOTOPIA TOU KAl VA KATAVONOEL TN AEITOUPYIKH TIPOCEYYION KAL TIG
EKPPAOTIKEG ONMEIOAOYIKEG TTOIOTNTEC TTOU UIOBETHBNKAV KATA TO OXESIAOUO TOU.

‘Otav enéotpePa otn faAhia, ota TéAn TG SekaeTiag Tou'80, TiPa SUO PAIVOUEVIKA
QVTIQATIKEG ATTOPACELG: APEVOC, HeV, va dnuioupynow pia diebvry opdda oxe-
Slaotwy, n omoia katéAn&e va amoteleital amd oxedlaoTEG 28 SIAPOPETIKWV
ebvikoTNTWY, aPeTépou, Sg, 0TI Ba Empeme 0 oxeSIAOUOG pag va SlaKaTéXETal
amno évtovn «TaAAKOTNTO». ZTOXOG Hou RTAV N avalritnon Tou dploTou UE T OU-
VEIOQOPA TNG TTOAUTIOATIOUIKOTNTAG, EEMEPVWVTAC TA OLUVTNPENTIKA Opla ToU
«Ma €TOL TO KAVAWE TIAVTA PEXPL Twpar. Tautdxpova, OpwE, dnpooisuoa éva pa-
VIPEOTO OTTOU SHAWVA OTL: «N EIKOVA EVOG KATAOKEUAOTH EUTTEPIEXEL TNV EIKOVA
TWV TTPOIOVTWYV TOU, AANA Kal TNV €IKOVA TNG XWPEAG TIPOEAEVOTG TouG. H Pevw,
WG ETALPIA, EVOAPKWVEL 0TN OLVEIdNON Tou KOGUOoU To TAAAIKO auTokivnTo. OEi-
A€l VA eKTTPOOWTIEL TO YOANKO £€BVOC Kal va TIPOOQEPEL TTPOTOVTA TUTTIKA YAAAIKA,
va TaipVvel TPWTOBOUAIEC, VA KAIVOTOEL KAl Va TTAiPVEL pioKa, WOTE va (Tpo)nyeital
TWV AMWV KOTAOKELAOTWV», akohouBwvTtag To Tapddetyua Tou MKAuTa, oTov
ormoio avrKel n mepienun dnAwon: «o uévog TPOTOC yid va gicat umpooTd ival
Va TPEXELS TTIO YPriyopay.

O Mwpyog Atapddng Siepeuvd emiong 1o KOUPIKO epwTnUa Tou Design kat Tou
Style 1o omoio €xel mpokaAéoel kal e§akolouBei va mpokaAei avtimapaBEoelg



of a creative department being called a Styling department, rather than a
Design activity, is not just a question of semantics, but more a question of posi-
tioning, of ambition. On my side, as of the early eighties, | challenged the
German name of the department of Ford in Germany that | directed, it was
named “Formgestaltung” or literally translated: “shaping of form” which is a
close definition of what styling is all about. As soon as | joined Renault the battle
was engaged, | could not imagine our remaining “Le Style”, which for so long
had been an activity answering to the head of Engineering, one of whom, Yves
George, had once described the role of Styling as “Dressing up the Hunchback”.
What | negotiated before joining the company, with the then President of
Renault, Raymond Lévy, was the repositioning of the design activity, on two
fronts, namely: 1 - It should directly answer to senior management, and thus be
on par with Engineering, Product Planning or Marketing. 2 - It should change its
name to Corporate Design.

Both of these changes were granted and | knew that they would generate
profound evolutions to the very nature of the department. Suddenly Design
was not just treating with the outside surfaces of the objects, it was involved in
the thought process, in the concept, in the strategy, Design participated in the
total approach, it followed through all the way to the birth of the product and
beyond, as it not only visited the tool makers for the purpose of validation, but
later made audits on the perceived quality of the products rolling off the
production line, an immense evolution from the days when stylists were treated
as a group of talented, if untrustworthy artists.

If I've spent a large part of my professional life promoting the idea that designers
are not just free caring artists, that there should be a place for some of them, up
there in the boardroom, this does not in any way lead me to underestimate the
importance of their sensitivity, coupled to their intuition as this clearly emerges
in this publication, it is indeed paramount. George Liamadis's book makes it
clear that in such a competitive environment great design is the only viable al-
ternative, for after all, on the market place the world over, it's not good enough
being liked, you have to be preferred.
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TTAYKOOMiwG. AKOUN Kat n Stagopd TnG ovopaciog evog SnUoupyikol TUAUATOC
w¢ TuApatog Styling avti yia TuApa Xxedlaotikng Apaoctnplotnrtag, dev eival
armAd onpactoloyikr}, aANd oploBetei Tnv TomoBétnon, Tn eAodofia ¢ eTaipiac.
A’ 11¢ apxég, Ndn, TN Sekaetiag Tou ‘80, AuPIORATNCA T YEPUAVIKH Ovopaaia
Tou Tunpatog tng taipiog ®opvt, To omoio SinvBuva otn Meppavia Tnv emoxn
ekeivn. Ovopaldtav “Formgestaltung’, mou peta@pdletal KUPLOAEKTIKA wG «Ola-
MOPPWON TNG POPHAC», KAl OTNV 0Usia eKPPALEL TOV OPIOUO TNG €Vvolag TOU
styling. Me tnv évtaén pou otn Pevw Eekivnoe apéowg kat n pdyn yia tnv alha-
Yy TNG ovopaaiag Tou avtioTtolxou THAUATOG, TO ooio yla HeyAAo xpovikd Sid-
oTnUa Aoyodotouoe oTov €MKEPAANG Tou Mnxavoloyikol TUAUATOG, évag ek
Twv omoiwy, o IB Zop(, €ixe meplypayel 1o pdAo tou styling wg: «Tto KPUYIUO TNG
Kapmoupag». Agv umopouoa va @avtaotw 6Tt Ba cuvéxile va ovopdletal “Le
style”. Autd mou SiampaypatelTnka pe Tov ToTE MNpdedpo tng Pevw, Tov Peipdvt
NeBi, mpv akoun evtaxbw otnv etalpia, ATav n avabewpnon tng 6Ang dpaotn-
plétnTag tou Design w¢ mpog SVo Kupiwg onpeia: 1. Oa mpémel va umdyetal Kat
va hoyodoteil dpeca ota avwtepa SIOKNTIKA OTEAEXN TNG €TaLPiag, WOTE TO
Design va givat 1o6Tipo pe tn Mnxavoloyia, to Zxediaoud Mpoidvtog i to Mdp-
KETIVYK. 2. Oa mpémel va peTovopaoTei og Etaipikd Design.

Kat ot 800 autég alayég eykpiOnkav kat n&epa &t Ba mTPpoKAAOUCAV CNUAVTIKES
aMayég otnv idla tn evon Tou TUARATOC. Zagvikd to Design §sv apopouoe ma
HOVO TNV EEWTEPIKN LOPPH TOU AVTIKEIUEVOU, AANG armoTENOUOE PEPOG TNG SN
OUPYIKNG OKEYNG, TNG CUMNYNG, TNG OTPATNYIKAG. ZUUUETEIXE TTIa o€ OAN TN On-
Houpyikn Stadikaocia, péxpl Tn yévvnon Tou TPoidvTog Kal épa amod auTtriv. Ot
oxeblaoTtég mAéov, &g ouvavtouoav ATMAWE TOUG KOTOOKEUOAOTEG WOTE VA ETTIKU-
pPWoouV To Ox€S10, ANNG OTN CUVEXELD, €KAVAV ENEYXOUG OXETIKA MIE TNV ATTTH
moldTNTA TOU TIPOIOVTOG AKOAOUBWVTAG TN YPapr Tapaywynic. Onwodrmote
pia tepdoTia e6ENEN amd Tnv emoyr TTou ol XTUANIOTEC avTideTwi{ovtav wg Ta-
Aavtouxol, aAA ava&lomoTol KAANITEXVEG.

Mapolo, dpwc, mou SiEBeca éva PeydNo HEPOC TNG EMAYYEAUATIKAG pou {wng
npowBwvtag tnv 16éa OTL o1 XxeS1aoTéC Sev €ival HOVO AVEUENOL KAANITEXVEC,
aA\a Ba mpémel va €xouv pia Béon oTi¢ aiBouoeg ouvedpldoewy, Sev UTTOTIUW OE
Kapia mepintwon Tn onuacia ¢ evaiodnoiag toug, oe cuvduaouod e tn Siai-
0Ono1j TouE, 01 OTIOIEC, OTIWC CAPWC avagaiveTal oTnv éKSoon auTr, gival Kaiplag
onpaciac. O NMwpyog Alapddng pe to BiBAio Tou autd KaBIOTA CaPéC 0TI o€ éva
TOOO AVTAYWVIOTIKO TIEPIBANNoV, To e€alpeTikd design eival n pévn Blwoiun
€VAMNAKTIKA AUoN. AlOTI, TENIKA, 0TNV TTAyKOOULA ayopd eV apKei va apéoelg,
TIPETIEL VA O€ TIPOTIUAOOLV.

Patrick le Quément





