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THE EXCITING AUTOMOBILES
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1)The greatest nuggests of conventional wisdom about Southern

California—the easy embrace of novelty, an approach to creative

endeavors largely unencumbered by tradition, a profound attach-

ment to cars-—are not only apt;. ..

Cor M) 4 ) b FARET 5 Je 0 )7+ ] B9 8B 43 “the easy embrace of

novelty, an approach to creative endeavors largely unen-

cumbered by tradition, a profound attachment to cars” £
EBHFOIE, AR R EENREAE, T2 A HEL
LR EARREWHE R4,

2) So far,an estimated two dozen production-model cars have

been shaped by the new California design colony, including, of

course, the delicious, almost perfect, and instantly successful

Miata (known elsewhere as the MX-—5 or the Eunos Roadster),

.z-



designed by lodar young Americans aud ¢ Japanese working for

Mazda in Orange County.

At 4a P including R JF 43 E BR BN -0,
P 3% A KK BT LABCE 72 8] TR T

3) There is a collective sense that to design for Americans re-
quires understanding them viscerally, and a belief that Los An-
geles is not just the wellspring of car culture but as close to Ur-
American as any one place gets.

CAr A0 4 ) pofg B A F18, — &2 a collective sense, — /N2 a
belief. X P4 1a )5 4+ B A — LA that 5| FHIEFEM
ALBRE RN EE — AL ER A, B H s not
just.. . but” X MR MR, 7E but |5 X A “as. . . as. .. ” B]
B B .

4) The Miata, with its convertible top and intense colors,is the
only product of the Los Angeles studios that exudes a distinct re-
gional pizazz——- the first truly postmodern automobile, both a
reinterpretation of and an improvement upon nostalgically re-
called classic sports cars. ,
(R )4 h)H the only product of Los Angeles studios, the first-
truly postmodern automobile FiJ5 & “both. .. and...” %5

¥, 2RI RS-

5) The most interesting , thoughtfully conceived new cars coming

out of Southern California may, in the end, owe less to local

free-spiritedness than to the simple wisdom of hiring a few tal-

ented people and allowing them to work, leaving their problem-

solving sessions and reveries undisturbed by the anxious buzz of
« 3.



carporites beadau rters.
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California Dreamin’
Ideas for the world’s autos now come from design studios clus-
tered around (where else?) trendsetting L. A.
lichés may be clichés, but they are
C usually also true. The great
nuggets of conventional wisdom about

Southern California—the easy embrace

of novelty, an approach to creative en- DIBX:FTHEZHRF
deavors largely unencumbered by tradi- b EHE S ESARAR
. REPH. MEENREEER
tion, a profound attachment to cars—

—XEEINEAR B RK

are not only apt''; they have con- N .

verged to form an extraordinary new
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centiy oy automobibe vesigr,

Most cars are stiil dreamed up in
Detroit and Turin, Wolfsburg and
Tokyol*. But virtually all the world’s
major automobile companies—18 to
datel¥¥— have established design de-
partmments within ai: hour or twol*! of
downtown Los Angeles. The Japanese
were first. Then came special think
tanks run by America’s Big Three au-
tomakers®. So far, an estimated two
dozen preduction-model cars have ‘been
shaped by the new California design
colony, including. of course, the deli-
cious, almost perfect, and instantly
successful Miata (known elsewhere as
the MX-—5 or the Eunos Roadster'®!),
designed by four young Americans and
a Japanese working for Mazdz in Or-
ange County”l. Now the influx has ac-
celerated, and even the Germans have
established .Southern California design
studios—Mercedes last year, Audi last
spring and, just last month, BMW!J,

Pleasant weather is only part of
the attraction. There is a collective
sense that to design for Americans re-
quires understanding them viscerally,

and a belief that Los Angeles is not just

(2 Dewroit : EE 4G,
EREEEMNRER. Turin &
KABR CRFEFEHFHEL
7] B35 BT 7 # . Wolfsburg f&
o P T I 8 B 3T 5 1938
FHEGAANE RETS.

{3118 to date . 24K+
AF. 1o date (BEHA 7

C kb ES HERE.

[4Twithin an hour or two
JFE AP IER .

[5] America’s Big Three
automakers : GM (@A), Ford
(#E45) 71 Chrysler (33287 8
ZHERELH.

[6IMX—5: #E—FrM
MBS #H,. Eunomia K
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the wellspring of car culture but as
close to Ur-America™ as any one place
getst!®, More prosaically, Southern
California represents the biggest auto-
mobile showroom anywhere:every year
3% of all new cars on the planet are
registered in California, and most of
those in Southern California. If you’re
to succeed in the U. S., you must sell
in Southern California. And to do that,
observes Peter Fischer, a marketing
vice president at Volkswagen*, “you
have to see, feel, smell what these cus-
tomers want. ” Says Mark Jordan, who
was Mazda’s chief designer on the Mia-
ta: “If you can excite the people in Cal-
ifornia, the rest of the country will
take care of itself. ” The world’s car
companies have been drawn to L. A. by
the same giddy promise—a fresh start,
anything goes——that has always pulled
in immigrants. Detroit has been creat-
ing cars its own way for 75 years. In
Europe and Japan the conventional wis-
doms can be confining, even stultify-
ing. “We selected a place like San
Diegot'?! for our design studio,” says
Gerald Hirshberg, Nissan’s chief U. S.
designer,  “because it feels like al-

-60

(8 1Mercedes: £ 5 #F 4
(Benz [ %E My 4 )7 & s Audi
HEEHRBREE®T %
BMW B GEME™] &K,
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[11]Volkswagen. #[H K
AREELH.

[12] San Diego £EH &
WERBEEMTH,



ey anvinmg 18 possible on hosel

_~ But the rationale is not simply the
need to meet the demands of the Amer-
ican car market or harness the spirit of

From the homogeneous
[13]

innovation.
vantage points of Japan and Ger-
the

seems to be a function of L. A.’s slam-

many , exuberant free thinking
bang Angol-Afrc-Latino-Asian ethnic
mix --cultural democracy by default™4,
“The Southern California area is like a
melting pot-—there are so many differ-
ent races, “says Mitsubishil" vice pres-
ident Satoru Tsujimoto. “From those
different backgrounds, there are many
different values. So there are many dif-
ferent designs. ” For companies acutely
conscious of their need to sell cars all
over the world to people of disparate
sensibilities, California seems like an
proving

unsurpassed  multicultural

groundt®,

The intellectual epicenter of this
design cluster, which runs from Ventu-
ral” down to San Diego, is the Art
Center College of Design in Pasade-

nat®)., Among car designers, no insti-

tution is more highly regarded. The

Art Center exists in cozy symbiosis

[13]vantage point ( B E#
B - ALB AL, 7T 4 vantage

ground,

[ 14]by default ([ 537
H): B RPY.

[15 JMitsubishi; H A& =
E- 7N

[ 16 JProving guound : i
%4.

£17]Ventura: %8 M
[il:Ei: i dE o

(18] Pasadena: 2 & g M
BEUARILZR S T2 1N
Fnm BEN R MAET
Fhk— e
FrafFmEre .
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with the mdustry: working designers,
such as Geza Loczi, who heads
Volvo’st® studic in Camarillo, train
students like Michael Ma, 26, a Viet-
namese refugee who graduated this Au-
gust and went directly to work for the
Mercedes studio in Irvine!?.. Ten of
the 18 Southern California auto-design
studios are run by Art Center alumni,
and their staffs are dominated by fellow
graduates, including Mazda’s Mark
Jordan.

The studios are small, usually
consisting of 10 to 20 designers, most
of them American (10 of 13 at Mazda,
all 20 at Mitsubishi). Because their
headquarters are thousands of kilome-
ters away, the designers stationed in
California exist in splendid—and cre-
atively productive-—isolation, relatively
free from the kill-joyl?! scrutiny of
bean counterst??!, marketing drones
and engineers. “After a year in the
"U.S8. ,”says Gerhard Steinle, chief of
the Mercedes studio, “I see how impor-
tant it is to be away from the factory. ”

The California design shops do
seem blessedly free of the factory-like
organization  that prevails in Detroit

080

[19]Volvo: X #8935 R
EHREGRAD.

[20]Irvine . EFH BN #
£ B ’

21 Jkill—joy : 39¢RY, K
BB

[22]bean counter B EF
Bt ABI —BATLER
H—XESTFHRE).



ard elsewhere. Designer Alberto Pal-
mz, 27, interned at General Motors in
Detroit before coming to work {or Toy-
ota in Newport Beach!®), He found the
GM cxperience “kind of stuffy. Every-
one was divided into units for different
aspects of design. Here. we can sit
down and talk about a project from
ground upi®3, ” Jack Stavana, Mazda’s
director of product planning and re-
search who masterminded the market-
ing of the Miata, agrees. “Frankly,”
says Stavana, who worked for Chrysler
for five years, “I needed to get out of
Detroit, because there weren’t fresh
ideas there. We start with a fresh sheet
of paper.”

It is the Japanese companies that
seem to take their Californians most se-
riously. Of the two dozen or so cars
that have been largely or entirely de-
signed in California over the past 15
years, most have been Japanese, no-
tably the Miata, Honda’ sporty CRX
and Toyota’s Celica. Mercedes, which
set up shop only last October, plans to
have a California prototype by the end
of next year. The other Europeans are

proceeding more timidly. The sort of

[24]New Port %FEMU\N
HRESEE. T KERS
29 B,

{25]from ground up (B E
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