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Methodology towards initial ideation

eUnderstanding how people associate experiences with products
*Discusssion with bike owners
*Generate key phrase




Styling strategy which will guide the users into experiences such that

initiated into the experience
Go through them, use them
discover, generate associations
enrich the experience ‘




User survey

*How do people select their bike?
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How do people make statements?

Marking presence
Looking like someone
Exclusiveness :
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what do people think about customization?

«Costly

*Meant for a little more “wealthier”
*Once in life cycle of bike

eLimited to on the shelf parts for functional
customization

*Not really personalization



How do people communicate on their bikes ? F!'
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How do people react to different modes /speeds ==t
on their bikes ?
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*High speeds are thrill but rider has to be
concentrated

*Low cruising speeds gives a better view and
provide for interaction with surroundings

*Every biker seems to have a mental speed barrier




How do people experience adventure on their
bike ?

Break ng t
Racing
Banking



How do people envisage future technologies? el s rEes
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How people enjoy on their bikes ?

eLong drives

*Talking over the engine sounds while traveling in
groups

*Chasing

*Recreating images




Who would purchase such a concept?

The male psychographic profiles
Group 1 “the quiet family man”

Group 2 “the traditionalist”
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Group 3 “ the discor
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Group"S' “the

== hi‘§her economic status
= Higher level of intelligence and
intrigue towards new concepts



The target consumer profile
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EXPRESS YOURSELF 7%

IN THE COMPANY OF OTHERS. |

The Harley Owners Group® is
~ much more than just a

motorcycle organization. It's
more than 650,000 people
around the world united by a
common passion: making the
Harley-Davidson® dream a
way of life.

MEMBERSHIF BEMNEFITS
Find out what's in it for vou, But

beware: Prolonged exposure
rmay lead to extended periads
of uncontralled eupharia.

LOCAL CHAPTERS

Get zerious about your fun, See
how joining a local H. &, G,

chapter can take vour
involvernent to a whole new

leval

H.0.G. EVENTS

Ridez, rallies and revelry, Have
a once-in-a-lifetirne experience

evary weskand,
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100TH ANNIVERSARY
SEAT EMBLEM

When you get right down to it, the
going is always better when you're in a
great seat. 5o we're giving special
attention to the seat of our two-tone
models to commemorate 100 years on
the road. A 100th Anniversary emblem
is embossed in full color. So striking,
it's almost a shame it ends up where
the sun don't shine.

100TH ANNIVERSARY
GOLD CAST WHEELS

A two-tone 100th Anniversary Harley-
Davidson® motorcycle is a salid chunk
of precious metal. You know it and the
world knows it. But just to make the
point spectacularly clear, we finish
select two-tone models with gold

cast wheels.

CLOSE

100TH ANNIVERSARY
CLOISONNE TANK EMBLEM

We only turn 100 once. So we're
taking the occasion the whole nine
yards with a gold cloisonné Bar and
Shield set atop a chrome 3D rendition
of the 100th insignia. This work of art
tops the tank ef all two-tone 2003
maodels.
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The Kawasaki Bajaj Eliminator




Project brief

# The project involves styling of a BAJAJ ELIMINATOR for creating new
experiences for users.

# the design of new experiences can be based on some.of the following outlines
where in people can better appreciate

- making new statements with their vehicle

- customizing their two wheelers according to their needs and aspirations

- finding intangibles like relaxation in vehicles

- tackling the dislikes about their vehicle

- Enjoying different driving modes (racing, cruising etc) of their vehicle.

- Experiencing new adventures like backpacking etc or have fun on their vehicles
- Having better interaction and communication with fellow riders , people who
are sharing the road with them and pillion

- Finding spaces which will invite spontaneous inventiveness from users in terms
of their utilization.



Ideation




Spaces

Utilitarian spaces

designed for a particular purpose

allow for interaction , entertainment or relaxation
punctuated by strong visual or semantic symbols
usually the geometry which:constricts the usage to
the limit of its intention.

Cup holder Fiat mondeo



Spaces

Inventive spaces

provided where the inhabitants are
expected to personalize them or find
innovative uses for them

provided to intrigue and ensue creativity.







»Nets mounted on
telescopic booms
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different kinds of interactions involving the rider and pillion
design possibilities

*Providing pillion as good a view of the surrounding and the road as the rider
-Providing pillion with his own set.c contr and re

*Providing for more
Y
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Audio system
mobile phones
Radio sets

GIS

Internet

Food storage
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Some configurations



Closed systems in motor bikes

How can it create a new experience ?

Protection from elements

personal space

creative space

relaxation

better information exchange and
interaction between driver and pillion
peace

better concentration

security

A productive and creative
environment to enrich the
ride



Closed systems in motor bikes
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Scenarios identified around the target customer

*An eliminator for a ever changing guy ( the style monger)

An eliminator for effective ation between rider anc
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- *An eliminatc



Concept 1




Concept 1

Strategy is to provide the users no of ways in which he can personalize
his vehicle is his signature way.
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*Sliding | ,'q
-AdJustable bé
-Removablee emen .
different finishes
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COnCept 2

a bike which builds upon the existing identity of cruisers in terms
of assurance and safety on the move.
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Concept 3

A bike for a sophisticated freaker... the weekend yuppies ....













Final concept

Eliminator designed to provide for

*Readiness towards long dist
much "

ance rides , rider.need not pack-or plan
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Readiness




Readiness













personalizing




relaxed drive




Postural provisions
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Postural provisions
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