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THESIS SYNOPSIS 

 
The purpose of the project "AUTOMOBILE HUB" is, Chennai though an Urbanizing city is still 

in lacking in a lot of fields, one of it mainly being automobile sale. Separate showrooms for 

vehicles are found all around the city but are still not Convenient because, it puts people in a 

confused state of mind where they don't know What to choose, resulting in wrong choices 

that are regretted later. To bring a solution to this dilemma is the proposal of an automobile 

hub, Accommodation all brands under one roof, helping in precision and sense of 

Satisfaction. 
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CHAPTER 1: INTRODUCTION 

 

1.1 AUTOMOBILE HUB 
 

The history of urban transportation is first a story of the evolution of technology that has been 

gradually increasing with speed, vehicle capacity, and range of travel that has shaped cities and 

structured the lives of those who live in them. Daily Transport plays an important part in the 

economic growth and globalization. Transportation is a major necessity in most industrialized 

nations. Automobiles therein play an important role in promoting transport. Now speaking of 

automobiles there are a number of brands that launch different models of auto movers with unique 

styles, creating confusion in the buyers minds as to "what brand to buy or what is it that they really 

want?" Therefore, a cohesive conclusion for such confusion is an automotive complex, 

understanding the needs of the crowd, displaying all brands of transportation means and services 

under a single roof. The Automotive Complex Project plans to provide a place of international 

business for both domestic and overseas Automobile Corporations, were a large-scale, 

production-line manufacturing of affordable automobiles can be debuted. An automobile complex 

could be the fourth dimensional gateway to a new era of automobiles, thereby inviting new brands 

and dealers under a single roof. Creating a complex of auto movers is like a mile stone, definite 

and productive. Chennai, though a metro city still lacks in a lot of fields, when in comparison to 

other urban cities. One of the medians of communication with other well-renowned countries and 

cities is the magnanimous use of automobiles by the crowd today. Automobile seems to have 

become one of the basic necessities apart from food and clothes these days. When such a 

demand is being realized, it is time to take a step ahead in promoting an automobile complex 

which could pave a connection to other countries and in return increasing production sales and 

the economy on the whole which leads to the macroscopic development of the country in itself. 

An automobile complex is just an ignition spark, in promoting automobiles at a faster, easier and 

in a more satisfactory way to buyers of all classes. A thorough study is done on different classes 

of people and their needs and the sales and exhibits are categorized accordingly, to suit fashion 

and demand. Automobiles were one owed by lovers of luxury, but today has become a normal 
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commodity to suit one and all. There is a saying, "men walked the earth. This phrase has become 

a metaphor. Everything we see is techno based. Transportation, once considered difficult, is now 

one of the easiest. Everything we see or learn these days has been once insignificant and has 

stepped up to what it is today. Automotive complex though now considered significant is a sure 

boon to the automobile industry as well as the economic growth. Therefore, an automotive 

complex is a platform for a productive interaction between the buyers and sellers. As one of the 

national pillar industries and the, representative of complex product, automotive industry has 

already marched towards complete independent innovation nevertheless, automotive 

manufacturing enterprises always keep the innovation process tightly sealed in its internal 

environment, and would not like communicate and cooperate with other organization, especially 

with their competitors. Hence making marketing under a single roof, more profitable and 

competitive. Undoubtedly, they will restrict the optimized and controlled effects of progress, quality 

and cost factors of innovation process. The automotive industry in India is one of the largest in 

the world and one of the fastest growing globally. The level of technology change in the Motor 

vehicle Industry has been high but, the rate of change in technology has been medium. 

Investment in the technology by the producers has been high. System- suppliers of integrated 

components and sub-systems have become the order of the day. However, further investment in 

new technologies will help the industry be more competitive. Over the past few years, the industry 

has been volatile. Currently, India's increasing per capita disposable income which is expected to 

rise by 106% by 2015 and growth in exports is playing a major role in the rise and competitiveness 

of the industry. The role of the complex will primarily be in designing and manufacturing products 

of world-class quality establishing cost competitiveness and improving productivity in labor and in 

capital. With a combined effort, the automotive industry will emerge as the destination of choice 

in the world for design and manufacturing of automobiles. Determinants of demand for this 

industry include vehicle prices (which are determined largely by wage, material and equipment 

costs) and exchange rates, preferences, the running cost of a vehicle (mainly determined by the 

price of petrol), income, interest rates, scrapping rates, and product innovation. 
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1.2 AIM  
 

The aim is to enable a coherent approach to planning and design, manufacture, transportation, 

storage, vehicle exhibition, sales and 

• To bring all renowned brands of auto mobiles under one roof. 

• To provide a single platform for dealers and sellers. 

• To create a sense of awe to the buyers and also offering them a wide range of choice. 

• To ensure distribution channels for completed automobiles and vehicle parts. 

• To attract business functions related to the automotive industry. 

• To built /create an Automobile hub and showroom along with a Experience Centre that 

gives live experience to the customers. 

 

1.3 OBJECTIVES   
 
• To study the alternative technologies in auto mobile industry. 

• To create a sense of satisfaction to the crowd on what they need, providing a wide range 

of choice. 

• To provide an infrastructure in such a way as to accommodate different brands of cars 

and help display efficiently. 

• To ensure a healthy competition in the automobile launch. 

• To give a real-life experience to the people about cars with real life simulation beds. 

• provision of drive-in theatres and other recreational facilities, thereby making it not only 

place to buy automobiles but a fun place as well. 

 

1.4 NEED FOR THE PROJECT  
 

Chennai though an urbanizing city is still in lacking in a lot of fields, one of it mainly being 

automobile sale. Separate showrooms for vehicles are found all around the city but are still not 
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convenient because, it puts people in a confused state of mind where they don't know what to 

choose, resulting in wrong choices that are regretted later.  

To bring a solution to this dilemma is the proposal of an automobile hub, accommodation all 

brands under one roof, helping in precision and sense of satisfaction. 

 

1.5 SCOPE 
 

The project is not only a buyer sealer platform, but also a recreational space having theatres and 

food courts accommodating the crowd who does not come to purchase cars as well. The market 

world today is fast moving and competitive. Thus, making the project a futuristic hub. 
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CHAPTER 2: LITERATURE STUDY 

 

2.1 SHOWROOM DESIGN 
 

The new car showroom performs a merchandising 

and advertising function for the entire dealership. 

The exterior should be designed, decorated, and 

lighted so it will stand out from its immediate 

surroundings in an appealing way as well as 

identify the business quickly and be inviting to 

potential customers, it represents the basic 

physical image of the dealership as it first appears 

to the customer, influencing not only his original 

valuation of the facility as a place of business but also his continual impression of it. It exerts an 

immeasurable but certain pressure on owner relation. 

 A typical showroom-built post 1995, would have a double height display area, often with a balcony 

used as sales Offices. Alternatively, such a showroom may have a high wall head in the display 

area. The front is sheet glass, giving a prominent display. The showroom area will include offices 

and customer toilets finished too the same standard as the showroom. 

 Older showrooms are normally single storey, with prominent glass frontage, and finishes often to 

a similar standard as the modern unit. 

 

 

 

 

 

 

Figure i Exterior of Showroom 

Figure ii Exterior finish of showroom 



 
6 

 
 

 

2.1.1 Showroom Design – Position 
 

Showrooms and ancillary offices/ toilets should be measured 

on a Gross international basis. Workshops, stores, workshop 

offices and other uses should be measured on the same basis 

as comparable industrial buildings. 

A showroom will normally face the main road, either directly or 

obliquely, and be visible from both directions along the road. 

Usually, the Location is behind a car display, or landscaped area. No allowance should be made 

for such a location. The modern style of showroom often has a balcony or gallery area used as 

sales office. This area should be valued at the same rate as industrial offices. 

• They are display areas for a particular product by 

which they get maximum exposure of all people of all 

walk of life. 

• Generally, showrooms are located on besides 

highways or prominent place of people gathering and 

convenient for accessibility from all location of the 

particular town or city. 

• Showrooms should have enough parking space beside it and also need attractive features 

externally to invite the people in form of landscaping, 

custom made light effects, musical fountain, natural 

waterfalls, and granite stroke marble facias. 

• In the last few years, a new trend has developed like 

Alucobond and structure glazing facade to have a 

durable long-lasting maintenance _ free elevations with 

LEDs (light emitting displays) signage's, pylon 

signage's, colorful signage's were adopted.  

• Trees are widely used in front of the showrooms for aesthetic purposes. 

Figure iii Oblique approach 

Figure iv Direct approach 

Figure v Exterior display area of showroom 
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• Eloquence — showrooms are with the modern types of finishing with lot of luxury mixed 

with luxurious, expensive material to have a rich 

feeling ion all their look which will attract the customer 

which loosen the high prices of vehicles. 

• Showrooms, generally, display as many cars as much 

the showroom as many cars with many colours and 

varieties. 

• Cars are also displayed externally just in front of the 

showroom without roof to attract people. 

• It is all occasions we have noticed car display on externally on the water body, roof of the 

building.  

 

2.1.2 Showroom Finish 
 

• One flooring with combination of porcelain, vitrified tiles, 

parapet floor, ash tiles, granite marble with stainless steel strips. 

• walls are mostly front side of the showroom will be of glass 

area, columns will be fitted stainless steel cladding. 

• Showroom ceilings consists of very expensive Bari sole 

ceilings, metal ceilings. 

• car display platform with the car moving and facility to rotate 

and rise the car at various heights.  

 

2.1.3 Display Area  

 
The showroom provides large display area for the product display in an attractive Manner were 

the customers can access the product touch and feel. The arrangements Of the products in the 

display area are sorted as follows: 

Linear Arrangement  

Figure vi Interior display area of showroom 

Figure vii showroom interior finish 
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These arrangements are to be focused on less spaced area, the arrangement are meagerly to 

face the external glazed wall for better attraction.  

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Random Arrangement 

These arrangements require a large area and artificial environments to be created to add the 

beauty of the product, these arrangements are commonly seen in the luxury class vehicle 

showrooms.  

 

 

 

 

 

Figure viii Linear arrangement of cars 

Figure ix Radial arrangement 

Figure x Random arrangement 
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2.1.4 Location of the showroom 

 
 The showroom should be located in a position of unobstructed visibility-one that will readily attract 

the attention of people passing by. It should present at a glance an impressive and appealing 

view of the new cars on display. If the building site is on a corner, the showroom should be on the 

corner facing both streets for maximum customer visibility. Additional new unit display, if desired, 

can be provided outside the showroom under a canopy or roof extension, adjacent to the customer 

reception area or through use of a landscaped patio display area. These types of new unit display 

areas are relatively inexpensive to provide and can be very effective. The minimum space guide 

for inside showroom display is 50 square meter per unit. Leave at least 1.5m open around each 

car. This will allow space so that the customer may walk around and open the hood, doors, and 

trunk freely. Allow as much extra space as possible around the display, so that customers can 

stand back and get a good view of the car from all angles. 

 

2.1.5 Customer Reception 
 

The reception area should be immediately inside the display entrance, decorated, well lighted, 

and equipped to create the best possible impression and selling atmosphere. It is strongly 

recommended that the customer reception area be away from the productive service area. This 

concept has the following advantages since customers prefer a clean, quiet atmosphere to the 

normal noise, dirt and congestion of the shop area Straight-through reception area is preferable 

and more conducive to service soiling. Traffic control also is much more efficient, with congestion 

and car maneuvering kept to minimum. Where local climate permits. The outdoor reception area 

can be designed to attractively complement the building architecture. 

 

2.1.6 Office 
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The general office should be in a central location, convenient to all operating departments, the 

size of the general office is determined by the number of employees and the amount of office 

equipment. Sufficient space should be provided for the storage of stationery, office supplies, and 

promotional literature. 

 

2.1.7 Meeting Room 
 

When facilities have lunchrooms, these are frequently used as meeting rooms. If it's not possible to have 

a separate room for meetings, consider installing a folding wall between two small private offices so that 

they can be opened up into a meeting room. Or consider using the dealer's office for a meeting room. 

Wherever the meeting room is, it should be possible to darken it so that pictures can be projected. 

Equipment for film projection should either be permanently set up or be stored in a convenient cupboard. 

A blackboard and/or chart stand will also be useful. 
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CHAPTER 3: LITERATURE CASE STUDY 

3.1 PORSCHE EXPERIENCE CENTRE 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Plate 1 Porsche experience Centre 
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3.2 BMW EKRIS SHOWROOM 

 
Plate 2 BMW Ekris showroom 
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3.3 BENZ MUSEUM 
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
Plate 3 Benz Museum 
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Plate 4 Benz Museum 
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CHAPTER 4: LIVE CASE STUDY 

4.1 LANSON TOYOTA  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 Plate 5 Lanson Toyota 



 
16 

 
 

 

4.2 LEXUS SHOWROOM  

 
  

Plate 6 Lexus Showroom 
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CHAPTER 5: ANALYSIS 

5.1 SITE ANALYSIS 
 

 
  

Plate 7 Site Analysis 
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Plate 8 Site Analysis 
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5.2 SITE ZONING 
 

  

Plate 9 Site Zoning 
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5.3 AREA STATEMENT 

 

PROGRAMMES AREA (SQ.M) 

ADMIN OFFICE  
1. RECEPTION  
2. WORKING AREA 
3. MANAGER ROOM  
4. STOREROOM  

 
20 
50 
25 
30 
125 

NORMAL CLASS SHOWROOM  
1. RECEPTION  
2. DISPLAY AREA  
 
3. LOUNGE 
 4. MANAGER ROOM 
 5. PART DISPLAY AREA 
 6. REST ROOM  
7. STAFF CABIN 

 
10 
1000(6-8 cars 
+circulation) 
50 
40 
20 
30 
160 
1310 

LUXURY CLASS SHOW ROOM  
1. RECEPTION 
2. DISPLAY AREA  
 
3. LOUNGE  
4. MANAGER ROOM  
5. PART DISPLAY AREA  
6. REST ROOM  
7. CONFERENCE ROOM  
8. STAFF CABIN 
9.EXPERIENCE ZONE 
10.PERSONAL DESIGN STUDIO 

 
10 
1200(6-8 cars+ 
circulation) 
60 
40 
30 
30 
100 
200 
120 
100 
1860 

EXPERIENCE CENTRE 
1.EXHIBITION SPACE 
2.AUDITORIUM 
3.EVENT SPACE 
4.INTERACTIVE ZONES 
5.BRAND GALLERY 
6.VIP LOUNGE 

 
2000 
1500 
500 
500 
700 
150 
5350 

PLAZA 
1.AUTO PARTS STORE 
2.AUTO ACCESSORIES 

 
250 
250 
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3.PERFORMANCE PARTS 
4.BOOK SECTION 

200 
250 
950 

RESTAURANT 
1.DININIG AREA 
2.KITCHEN 
3.STORAGE 
4.RESTROOM 

 
1350 
200 
110 
100 

OPEN SPACE 
1.TEST TRACK 
LENGTH 
STORAGE 
2.MULTIPURPOSE SPACE 

 
 
960m 
80 
8000 

SERVICE AREA 
1.SUB STATION 
2.AHU 
3.SERVER ROOM 
4.HVAC 
5.ELECTRICAL ROOM 
6.PUMP ROOM 

 
550 
50 
60 
60 
50 
200 
970 
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5.4 STANDARDS 

 

Plate 10 Standards 
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Plate 11 Standards 
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CHAPTER 6: DETAIL DESIGN DRAWINGS  
 

  

Plate 12 Concept 
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Plate 13 Site plan 
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 Plate 14 Ground floor plan and Section 
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  Plate 15 First floor plan and Elevation 
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Plate 16 Second floor plan 
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Plate 17 Views 
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CHAPTER 7: CONCLUSION 
  

In conclusion, the envisioned automobile hub represents more than just a conventional buyer-

seller platform; it embodies a vibrant and inclusive community space that fosters connections, 

engagement, and shared experiences among people from all walks of life. By integrating 

entertainment features such as a drive-in theatre, car meet-up space, and restaurant, the hub 

transcends its primary function as a showcase for automotive products and services, 

transforming into a dynamic destination where individuals can come together to indulge their 

passions, socialize, and create lasting memories. 

The inclusion of a drive-in theatre adds a nostalgic touch to the hub, offering visitors a unique 

and immersive cinematic experience under the open sky. Meanwhile, the car meet-up space 

serves as a gathering point for automotive enthusiasts to share their love for cars, exchange 

ideas, and participate in community-driven events and activities. The restaurant, situated within 

the hub, provides a welcoming and convivial atmosphere where visitors can unwind, Savor 

culinary delights, and engage in lively conversations with fellow patrons. 

Through its diverse array of entertainment offerings and community-centric approach, the 

automobile hub becomes a catalyst for social interaction, cultural exchange, and leisure 

pursuits. It creates opportunities for people to connect with each other, explore shared interests, 

and forge meaningful relationships beyond the confines of traditional retail settings. Ultimately, 

the hub emerges as a dynamic and inclusive space that enriches the lives of individuals and 

strengthens the fabric of the community, embodying the spirit of innovation, collaboration, and 

human connection. 
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