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	Adrian Van Hooydonk’s press conference speech 


Thank you, Klaus. Well, ladies and gentlemen, let me now tell you a little more about the design language – in other words, how are we going to implement these intentions, this sustainability, this “next premium”? Of course we’ve long been aware that there is more than one vehicle. So it really was a case of doing something you don’t often get a chance to do as a designer, namely to create a new design language that is capable of expansion. Since this is a sub-brand of the BMW parent brand, you will find certain features that have taken their cue from the parent brand; but another important aspect for us was also to convey the innovative technology, the innovative approach through the design. 

So let us begin. I imagine the first thing you will see, naturally enough, is the logo on the bonnet. What does it look like? I expect that is one of the questions you have – and you can see the answer just behind me. In the first instance, you can see a BMW logo, which also befits a sub-brand. It applies to the M sub-brand as well. So, basically, we will come across the BMW logo on the front and rear of these vehicles – except that we have added a blue circle around it. That’s because this new sub-brand will similarly extend what the parent brand BMW exudes: it’s all about sustainability and efficiency, and we have been using the colour blue for some time now in our communications on the theme of Efficient Dynamics; plus, it also fits in extremely well with our brand, of course. It has displayed this thematic logo as long as we can remember. It is the same colour. So, this is the logo, the rendition of the logo, which you will see at both the front and the rear of the i3 and the i8. 

What else are we taking over from our parent brand? Precision is a key term. Precision in manufacturing and quality of detail. That means sharp lines. It goes with the BMW brand, and it goes hand in hand with a promise of quality. But we were also inspired by technology. After all, BMW Design has to be authentic, in other words, the design can explain, it can promise what the customer will subsequently experience. And as Dr Draeger already explained, it’s about the so-called LifeDrive theme. At the bottom is the Drive module, at the top the Life module. This is where the vehicle’s occupants are, and at the top we will attempt to bring as much light as possible into this passenger compartment. Here is a schematic presentation – this is not yet the final vehicle design. I will come back to that later and say more about it. On the left and right here you see what could be described as a kind of protective element. That’s on account of the complex technology and because customers want a safe car, they want to be protected, both in the city and beyond. So, that in essence is the superstructure you can expect to see on all the relevant vehicles. Plenty of light, as we want to convey the impression of lightness, lightweight construction, which will be an important aspect of the design language for this sub-brand. And then a certain solidity of course, and aerodynamics. Aerodynamics is extremely important in efficient vehicles of this kind. 

Let’s now take a look at how we want to translate all this into the first two cars, the i3 and the i8. You can see it behind me – admittedly it’s all still a little vague. I know we’re cranking up the suspense, but every time we meet we will reveal a little more, and the next time it will probably be considerably more. So, I already mentioned the logo. At the front end of these two cars we will also see a new interpretation of the characteristic BMW kidney-shaped grille. This is also highlighted in blue. We want to introduce that to the sub-brand as another identifying feature. This grille doesn’t actually have the same function as with the parent brand: it is not in fact an air intake. After all, we’re talking about vehicles which we describe as being “born electric”, and so they basically require much less air flow. Nevertheless, we felt it would be very helpful to produce this kind of grille as a clearly recognisable feature. There will be no air flowing through it, it will just be outlined in blue. So, one could say these are the new icons of the sub-brand. We also said it would feature sharp lines, and that reflects the precision in the design. Around the C-pillars the lines will take this form in both vehicles, in the i8 and the i3. We call it “streamflow”, a new design for the C-pillar. What is the reason for this? There are two. Firstly, we want the vehicle to impart a sense of lightness – you will probably recall that for our Vision EfficientDynamics concept car we did something similar. In the case of the i3, it will also bring more light into the interior, making it brighter. Secondly, this design of the C-pillars has aerodynamic advantages. Here in our wind tunnel we developed aerodynamic benefits which mean that, if the vehicle is electric, the range can be extended. 

But there will also be elements by which the vehicles of this sub-brand will be recognisable, that will differentiate it from the parent brand – I don’t need to go into things like the Hofmeister kink for this audience. A further identifying feature of the vehicles in this sub-brand are the large wheels. As a designer, this is something you welcome, but in this case the engineers were also happy about it because, although the wheels are bigger in diameter, they are narrower when seen from the front. That also improves efficiency and enhances aerodynamics. You will definitely recognise the vehicles by their large tyre diameter, something which also gives the cars a very solid appearance. There are further aerodynamic features in the side sill area. You can see a kind of aeroflap immediately behind the front wheel – that is something you will find on both cars. It’s another aspect that was tested and proven in the wind tunnel. It also improves aerodynamic efficiency and is something we want to implement across the entire portfolio of this sub-brand. 

The look of the rear lights is likewise a key design aspect. I should point out that they won’t light up in blue, but we have indicated them with blue contours. It’s a new interpretation of the L-shape that is of course familiar from the parent brand BMW. So even at night, these cars will also be clearly identifiable from the rear as belonging to the new sub-brand; there will be an unmistakable family kinship, although the proportions are of course very different. 

Last but not least, safety, which I spoke about at the outset and which is of the utmost importance to our customers. I also showed in the schematic diagram how these two protective covers appear from the side, and this is what you will find in the actual design of the two cars, the i3 and the i8. An added advantage is that it lends the vehicles a very solid appearance when viewed from the rear and also a stable stance on the wheels. This is naturally very important on a megacity vehicle which won’t just be driven around town: we expect that customers living in a megacity are likely to be using motorways to drive into and out of the cities. So a vehicle of this kind should not only look very good and stable in town, but the same should apply on motorways as well. And so it will, thanks to these attributes. 

So, essentially, those are the aspects we are taking over from the parent brand and the new aspects with which we now want to imbue this new sub-brand.

Last but not least, the logo. We developed the logo in the design department as well. Our in-house design consultancy Designworks came up with this idea. We believe it fits in with this brand extremely well. Firstly, the letter “i” is the narrowest, the smallest letter in the alphabet. In the design of the logo we have given this letter some more body, a little more stature, and I believe that also chimes in with the ideas behind it. What is also interesting is that the letter has actually been left blank, i.e. it is transparent, and that also reflects the new sub-brand, which stands for transparency and openness. We will find the theme of sustainability everywhere in this sub-brand, in its every aspect, and we also know that customers looking for this will certainly check it out. I believe the logo is well-matched to the sub-brand. In summary, it stands for “next premium”, i.e. the extension of premium in the future, and it fits both the parent brand and the technical and conceptual content of this sub-brand. 

We will now show you the film clip again in one go, i.e. as a complete version – I know this was all a bit fast. Then afterwards, Ian Robertson will be back to fill you in on some more details.

Thank you. 

Ends

The BMW Group
With its three brands – BMW, MINI and Rolls-Royce – the BMW Group is one of the world’s most successful premium manufacturers of cars and motorcycles. It operates internationally with 24 production sites in 13 countries and a global sales network with representation in more than 140 countries.

During the financial year 2010, the BMW Group sold 1.46 million cars and more than 110,000 motorcycles worldwide. The profit before tax for 2010 was euro 4.8 billion on revenues amounting to euro 60.5 billion. At 31 December 2010, the BMW Group had a workforce of approximately 95,500 employees.

	


The success of the BMW Group has always been built on long-term thinking and responsible action. The company has therefore established ecological and social sustainability throughout the value chain, comprehensive product responsibility and a clear commitment to conserving resources as an integral part of its strategy. As a result of its efforts, the BMW Group has been ranked industry leader in the Dow Jones Sustainability Indexes for the last six years.
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