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Of all the Citroén models, the BX

is without doubt the one which was
most carefully designed according.to
seemingly contradictory require-
ments: a continuation of Citroén’s
spectacularly avant-garde tradition,
yet at the same time a marketing ex-
ercise aimed at appealing to a new
and very large audience. The new
Citroén model had to be placed in
perfect balance at the point where
these two outlooks converged into a
reconcilable point of view: to express
the personality and originality of the
marque yet to prove attractive to the
world at large. It called for precise
judgement to avoid going too far, to
keep faith with the Citroén tradi-
tionalists while appealing to those
who were not. There was a second
requirement: a need to maintain a ba-
lance between the use of PSA group
resources (including the use of com-
mon components) while retaining the
Citroén identity. The creative in-
novation with which these objectives

were pursued extended not only to
those traditional areas of endeavour,
such as research into external and in-
ternal design, but also into the use of
new plastic materials and the adop-
tion of new methods of design and
construction (robots). These efforts
were made against the background of
a master plan for total production
quality, and of completely new atti-
tudes, training and organisation. It
quickly became clear that the result
was a success, that the shot had been
accurate and the target struck. It be-
came necessary to build on that suc-
cess by further declining the range:
rosa, rosam, rosae... Before long
there was a BX for every need and
every taste, or at least, almost every
one. Nor is the story finished for the
BX is even now changing its style. It
is evolving, both inside and out. That
1s one of the secrets of its youthful-
ness and its dynamic equilibrium: to
follow—or perhaps to anticipate—
but to remain close to the customer.



PRODUCT »

The BX was originally designed—
following intensive market research
—with an eye to steady and conti-
nuous development. By 1986 the

range comprised twenty-two versions
without taking account the limited-
production sporting BX4TC, or the
various “special editions”. It included
two types of body, seven engine
variants from 60 to 125bhp, and five
levels of trim and equipment. All the
1987 models have been fitted with a
completely redesigned exterior. The
interior styling is also new.



MARKETING

In 1978, Citroén decided to attack a market
which had previously been little concerned
with its model range: the “upper medium”
sector which comprised 24.5% of the Euro-
pean passenger car market and which had
steadily grown.

In support of this objective the Citroén
marketing department carried out detailed
studies, both quantitative and qualitative,
from the outset of the project and through-
out its development. The first studies had to
bear in mind the need to create not just one
car but a whole new range, a family whose
several and varied characters would between
them satisfy the many different needs of mid-

range buyers. It was far from easy to draw up
a specification which took account of every
customer requirement, of the constraints of
modern car production methods in a major
industrial group, of the need to retain a spe-
cial Citroén character while achieving a mea-
sure of commonality with other group pro-
ducts. The first recommendations could be
summed up in one word: balance. Balance in

styling, where the BX must find a middle way
between “art for art’s sake” and the boringly
conventional, but also a balance between the
use of PSA Group techniques and compo-
nents (engines, gearboxes, floorpans) and
Citroén’s desire to retain a specific identity
and an image of radical improvement.

The marketing management team thus
guided the design department towards a BX
family which must have a positive personality
but not too much of it, and originality but not
eccentricity. There were some design aspects
essential to the character of any Citroén: a
certain type of “two-box” shape, aerodyna-
mics, front-wheel drive, hydropneumatic sus-
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pension: all fundamental to the roadholding,
active safety and comfort for which the mar-
que was renowned. Yet while the BX had to
be seen as a genuine Citroén, it could not be
excessively so. If it was to become a “con-
quest seller” it must also adapt itself to the
outlook of today’s customers. It must re-
juvenate the Citroén image through its
shape, its rational character and its dynamic

qualities: modern engines combining high
performance with good economy, strength,
ease of servicing, spacious interior, to con-
vince and win over new kinds of customer.

To achieve the targets defined by marketing,
Citroén mobilised all the talents of its design
department but also asked several indepen-
dent designers to submit ideas for the body
styling. These were shown in consumer- cli-
nic trials which resulted in Bertone’s design
being adopted as the one best reflecting the
marketing specification for the car.

If the work of the stylist is to bear fruit, it
must be based on definite starting points:
technical, dimensional and spatial constraints
imposed by marketing studies, national and
international regulations and technical con-
siderations.

The style proposed by Bertone and accepted
by the styling department was therefore re-
worked to emphasise its special Citroén char-
acter as well as to satisfy the requirements of
large-scale production.

In December 1981 the Citroén marketing de-
partment undertook a final study before the
car’s commercial launch. Its results showed
that the BX met their highest hopes: a new
generation for Citroén, a car able to revital-
ise its marque image, modern, dynamic,
attractive both to existing Citroén owners
and to other potential customers, a genuine
conquest-seller.

Once the car had received its very favourable
initial public reception, it was necessary to
develop it to suit various aspects of its mar-
ket.

The BX family quickly became larger. Even
at the time of its announcement it offered a
range of engines but these were soon fol-
lowed by two diesel versions and estate ver-
sions. The petrol-engined versions, and later
the diesels, also received the option of auto-
matic transmissions.

In July 1986 the BX exterior style was mod-
ified and an anti-lock braking system prop-
osed as an option.

There also appeared several “special edi-
tions”: the BX Leader, Sport and Digit, ver-
sions whose aim was to attract attention to
the range and to satisfy as completely as
possible a particular kind of customer.
Thanks to this bold marketing strategy, the
BX has more than held its own. In 1985 it
achieved 53% conquest rate and retained
69% of its existing owners.






































































































