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Reimagining the digital experience
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Discovery

Partnering with Bell to co-create a
shared vision of our experience.




Project kickoff

Defining our engagement and
Immersing ourselves In flight




“We’re factual and accurate but we’re

Tal ki ng With not particularly glamorous.”
Stakeholders

“it would be nice to have a “It’'s all about experience,
clear picture of who to go it can be so customized
We talked with stakeholders and distilled our to for different things.” throughout.”
interviews into several themes, including
streamlining communication, showing the “We’re lacking what it's “We need to have content
experience and excitement, and communicating like to work there and the that is dynamic, presenting
Be”’s tech nO|Ogy and |nnova't|0n gOOd thingS happening Be“ in d hew Iight dSd

within Bell.” tech company.”
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We audited belltflight.com's current experience,
looking at navigation and IA, visualization and
storytelling, personalization, and the purchase
flow for helicopter sales in order to determine
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And the
current
landscape

We mapped relational industry categories such
as aviation, automotive, real estate, and
science and technology research. Then we
looked at best in class competitors from each
of these areas In order to serve as benchmarks
and Inspiration for our experience.

We reviewed
platforms from
a number of
iIndustries.
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Sitemap workshop

We aligned on research and
workshopped our sitemap
and navigation




A Few Days
Ago

Proposed Site Map
The Company
Do we want to go down the avenue of
combining news and events?
Existing Site Map

I I ) T N T

Chuck’s Group

Partially Hidden

The Alrcratt Tne Company The Service

EXPOSED NAVIGATION Fulf Takeover

The The The The The

Outcome Outcome

Proposed Site Map The Aircraft The Aircraft The Aircraft The Company

Why does the split exist?

Is there a different way to categorize the
products? (Ex: a “best for")

The Service The Service The Service The Service Proposed Site Map

o S-telll UUOI kSho
I a p Elevate support to a global level? p

Live Chat in Support (vs. evergreen)?

ogether, we co-authored

Proposed Site Map
Pal’ﬁa“y Hldden EXPOSED NAVIGATION Traditional Hover EXPOSED NAVIGATION Traditional Hover EXPOSED NAVIGATION Traditional Hover

Exposed Navigation

Traditional Hover

R Pros: User iar with the Ball site axpect the I I — I Pros: A traditional hover is a tactical appeoa
- - hary Jer navigaticn k TheAlciat v TheCempary v The Senvice [y =) ) 2 Al A S S P v This type of navigation is an ex »ehavio:
information, while the orovides the real and users may find that the a learning
estate for a full takeover expenance Tt D Dt D ,“ :‘.‘.' IJ‘ H‘i.. ‘fH n”:’ ui“ " v”|:v‘-: t
oot u — — — — = > S = LISErS to move ¢ »
« (o0 |
hamburger may replic D D D > B D B
pages being difficult to find The Akrcratt - The Campeny o Sar Legin Supper _ = = = Cons: This na
2 — B — S — than a full 1z
>t o ol > o e approach, but not extremely exparientia
What vahue does it unlock?
Fardlin 7 5 7 What value does it unlock?
e .
EXPOSED NAVIGATION Fulf Takeover R . Navigation concepts recap Navigation concepts recap Navigation concepts recap
Exposed Navigation
Full Takeover
., T [
—
L T — T —
Cons: Th ™ n ™ " T Se L “pp: = = = . —= = = s
— find the > > > > > >
> > > —— > > > ——

What Does
This Do?

Cuts down on “Analysis Paralysis”

The Company

Proposed Site Map

Chuck’s Group

Partially Hidden

]

EXPOSED NAVIGATION Fulf Takeover

Navigation concepts recap

Yyt s
v %Y %
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Minimize choice

paralysis

02

Prioritize key
user journeys

03

Deliver a strong
brand statement




15 Types of pages in our site Key Sections

Landing page

The landing page represents a large section of the site. A landing page will contain links to other

Products Support Company Experien

pages that sit “below” it, referred to as detail pages. - -

; , ,
'—] Detail page ' : _ N

A page that sits one level below a landing page. It will be linked to from a landing page and will

often contain links to other detail pages.

: ] ]-ﬁ ] Detail page variations

Several detail pages will contain custom functionalities for their specific purposes. These are the

article detail page, event detail page, and the product detail page.

Key Sections Key Sections

Products Products

® “ [
g Froduets
- |} -
Navigation ® — o e > o Landing
Current Products Innovations X
The expanded Product Navigation is the entry point to all Bell The Product Landing Page will serve as the main hub for all
products. This allows visitors of the site to quickly compare ) Product Detail Pages. The Product Landing Page will provide
products at a glance, elevating a visitor's decision making 505 407 429 412 HUEY Il visitors with the information and the tools they need to
process into the navigation. ; LR e ! SO 2OE D oS b compare and select a Bell product to match their direct

needs.
Features & Functionality - wa e L soENG
High-level product specifications (passengers, range, 525 AH-1Z UH-1Y V-280 V-22 Features & Functionality
speed) HES DS Re e DR [ee O OR o 0 SEoF o Hero with interactive visualization or video content
Ability to switch between Current Products and Future View Pre-Owned Products  Learn About Ownership In-page filtering and sorting
\ , Innovations Individual product modules
Our experience framework defined ke Lkt 1 Pt Dot Pt
p y Link to all Product Detail Pages
Link to About Ownership Landing Page Proposed Content Modules
-t | -t ' -t -t Related news, innovation article, and events
emplates and requirements, acC ed as a
blueprint for our engagement, and ga
ueprl ur engagement, gave
* e | * [

everyone a clear picture of the site for our I =
design phase. Product Detall . History Landing

The Product Detail Pages will house all information related to the

specific Bell product. The page will be cne of the more robust detail The History Landing Page will serve as the main hub for -
pages, in order to communicate and highlight the unigue features visitors interested in learning more about Bell's history of
and significance of the product. innavation. This page will allow visitors to learn about

company milestones, aBell’s contribution to the industry, and
explore archived videos and photos.

Features & Functionality

Hero with action shot/video (inspirational or contextual) ==

An overview of missions, airframe, and avionics, and interactive Features & Functionality

gallery with 360° views of products == Interactive timeline (i.e., hover, animation, motion, photo,  —
Interactive specifications . I video, clickable content, parallax scroll)

Contact form that sends email to IR's and captures lead == 360° views of products

Ability to download related material Video player

In-page sub-navigation Interactive in-page sub-navigation

Link to CAP Detail Page if applicable )—‘ Links to history articles and video archive index

Related product comparisons

Proposed Conitent Modules

Proposed Content Modules Related history articles and innovation articles
Related news, innovation articles, events, and customer Interactive history quiz

testimonials
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& Reach our diverse audience.
An d c a tu re We’ve talked to users and stakeholders throughout our
process. Now we determine what will best meet their
t t - needs.
Showcase the Bell lifestyle, what it’s like to work
there, and what Bell has to offer—ultimately, the

We identified three key areas of focus that experience of Bell as an organization.
guided our conversations throughout
Discovery and shaped the Design of our site.

Communicate a holistic Bell.

p

=
=
=

Elevate technology & innovation

@I Elevate your innovative initiatives, while continuing to
showcase the incredible technology behind your
products.



Our users

Understanding the wide landscape
of Bell’s customers and audience.




OOOOOOOOOOO

Defining our users
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“Romantic and exciting. Can you hear

I nte rVi eWi n g the enthusiasm in my voice?”
Our users

“One of the first things | was “Different types of
expecting to see on their missions command
We ta|ked tO a Variety Of user typeS, inc|uding WebSite was teChnOI()gy.” different Capabilities.”
customers and operators, sales and service
personnel, influencers and journalists, and Bel “They want to know We should be able to speed
employees and prospectives. everything you’re able to do the line of communication
before you make this up. It should be more

purchase.” transparent.”



20

Observing
key themes

After conducting interviews with our wide
audience, we narrowed down our conversations to
the following themes, which helped inform our

strategic direction, experience foundation, anad
design vision.

01

02

03

04

05

Emphasize a rich innovation experience

Maintain brand consistency

Strengthen customer communication

Promote transparency for status and support

Plan for customers’ mission needs
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Developing
archetypes

From our user interviews and observations, we
determined key behavioral archetypes for Bell’s
diverse, multifaceted audience, in order to distill
behavioral patterns and map ideal user journeys
for our experience.

£2IZZI

THE ENTHUSIAST

Y

THE TRAINEE

g

THE OPERATOR

o

THE PROSPECTIVE

o

THE BUYER
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_®

@)
d(@j

The enthusiast journey

The trainee journey

The prospective journey

The buyer journey

The operator journey

The enthusiast journey

The trainee journey

e mnm

The operator journey

Finding Bell
news

Signing up
for training

Journey Mapping

Purchasing a
Bell aircraft

~Or

Getting
support for
my aircraft

wr X

Value to the

Employee

Ez Value to User

Ny

Value to the

Value to the

Employee

Employee

Finding a
piece of Bell
news

Signing up
for training

With our archetypes In-
apped in-depth
journeys for each

Purchasing
a Bell aircraft

Getting
support for
my aircraft

Decides to write an article

Starts to research helicopters

Finds Bell via social

Needs to sign up for training

Goes to training on the site

Sees available classes

ks at site to f

Sees next steps, sample PA,
and interactive timeline

Clicks into the configurator

Needs support for a
malfunctioning aircraft

Goes to site to find support

Goes to contact support
section

user
behavior.

Finding a
piece of Bell
news

Signing up
for training

plying f<,

1 job at Bell

Purchasing
a Bell aircraft

Getting
support for
my aircraft

Clicks on Bell article

Sees related content about
innovation

Interacts with article media

Reads over class details

Signs up and creates account

Registers for class

Finds careers & what it’s like
to work at Bell

Sees lifestyle & testimonials

Sees an array of job postings

Creates an account after
configuration to save

Chat initiates after build

Details about purchase
process communicated

Finds FAQs, discussion board

Filters through FAQs to
narrow down their issue

Finds related content and
videos from the community



OOOOOOOOOOO

Satisfying user needs




24

Convey the
experience of flight
and richness of the
Bell universe

Give enthusiasts the ability to easily access
news and media from, as well as experience the
rich history and innovation of a holistic Bell.
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Give them the keys
to bring their Bell
experience to life

Allow trainees to easily find and view training
classes and details, making their experience as
seamless and transparent as possible.
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Enable them
to picture their
life at Bell

Enable prospective Bell employees to be able to
see a full range of career offerings, as well as

what it’s like to work at Bell.
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Show them
military aircraft and
specs In action

Allow military buyers and personnel to see Bell
products and specs at a glance, find the right
product for their mission, and experience the
aircraft in action.




28

Promote the
benefits, what to
expect, and next
steps of ownership

Allow commercial buyers to be able to similarly
research and find the right product for their mission,
as well as understand high level ownership, next
steps, and what to expect in the purchase process.
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Allow them to
Identify with service
that is uniquely Bell

Give operators and service personnel the ability
to access support quickly and easily, as well as
recelve additional support content from their
community.

 —
Bl




EXperience

Crafting a foundation to bring our
strategy to life.
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Establishing
our key site
sections

From our architecture workshop, we identified
four core sections for our site. This exercise
simplified Bell’s architecture and navigation,
while delivering a strong statement that
underscores Bell values.

== o
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| Products _swport_

Accounting S S & &
for each
archetype 0

In addition to organizing Bell's navigation, our

core sections accounted for each archetype's THE OPERATOR
needs, establishing a structure that would

seamlessly and effectively reach every

member of our diverse audience.
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Establishing
a module
library

Our experience foundation included a detailed
module library, with which we were able to
atomically structure sections and pages, as
well as maintain consistency throughout the
Site experience.

cccccccccccc

Goneral Feadback

CCCCCCCC

llllll

Downlosd Documents

Safaty Management Systams

Community Involvement

Have a specific maintenance need?

'''''''

OOOOO

All events




#bell-hero-fantasy

35 w | 22| R0 | ¢ Add a topic
IeTS cnange tnat August 21st, 2(C
1

) | Mike Mason 2:23 PM
B | mean seriously... we have to get our priorities in line here

B

(‘a Ryan Daniels 2:23 pM

seriously
Posted using /giphy (1 MB) »

-

While closely
collaborating
with our client .=

@Mike its coming very shortly!

partners. f s

€ | Mike Mason 2:56 PM
® Thanks @Lisa Collins! That looks perfect

€)' | Mike Mason 4:55 PM
B Everyone was happy with the breakdown. We added our own travel allotment for Bell g

next week.

M2 13 62 @1
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OUR APPROACH ,. 'e—

Products
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Organizing the
product landing

Bell's experience started out with a separation between
military, commercial, and innovation products. We
sought to break down that bifurcation by consolidating
Bell’s product taxonomy and allowing visitors to see the
entirety of Bell's fleet in one accessible location.

PLP Sort PLP Sort_Dropdown PLP_Sorted_Range

e Products Support Company Experience

5 Products Support Company Experience @ Q

=====

Current Products

—

BELL 505 BELL 407 GXI BELL 429 BELL UH-1Y BELL AH-1Z BELL Hu

Current Products

BUILD YOURS — BUILD YOURS — BUILD YOURS —  VIEW PREOWNED — BUILD YOURS —

-~

BELL 525 BELL 412 BELL Huey Il BELL 525 BELL 505 BELL 407 GXI BELL 41.

. 2 o O . TR C I - N - . S DY T
[ 3 e oQ
&S can 7 i 22— &5 pu &

=
lllllllll

—ai

BELL V-280 Valor BELL AH-1Z BELL UH-1Y BELL V-280 Valor BELL 429 BELL 525 BELL V-2

. 200 o 0 @ 0 @R go tem
6] Q R o8 o) o B @ 20, ) & 99
2 pu LD kras W@ .. R ks % n felh B L2 xias & on 25 o D Sras &Y .. R R ks G o Ly R K7 ke 5 88 o

nnnnnnnnn

BELL V-22 Osprey
2 &
Innovations Innovations Innovations

—a

BELL V-247 Vigilant BELL Air Taxi BELL FCX BELL V-247 Vigilant BELL Air Taxi BELL FCX BELL V-247 Vigilant BELL Air Taxi BELL FC

—a

iy oo
L
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?; “T> PRODUCTS SUPPORT COMPANY EXPERIENCE

Making it
Immersive

With custom 3D assets, and an
expansive layout, the PLP gives 1
each product room to stand out, Sort by Defauit Fiter by Missions Filter by Capacity
while showcasing all of Bell’'s iconic
fleet In one accessible place.

BELL PRODUCTS

Find the right product for whatever your mission

Learn About Ownership > View Pre-Owned '

Current Products

MacBook
I
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Crafting a product
focused navigation

As with the product landing page, our goal with
navigation was to draw out Bell products, consolidating
military, commercial, and innovation, and allowing detall
pages to be globally accessible.

ﬁﬁ Products Support Company Experience Q

Current Products Innovations X
505 407 429 412 HUEYII
525  AH-1Z UH-1Y V-280 V-22

View Pre-Owned Products Learn About Ownership Compare All -

[2eL]
q? Products Support Company Experience @ Q

Current Products Innovations X

412 HUEYII

525  AH-1Z UH-1Y V-280 V-22

View Pre-Owned Products Learn About Ownership Compare All ad

[2e0d]
Eﬁ Products Support Company Experience @ Q

Current Products Innovations X

V-247 AIRTAXI FCX  POD

View Pre-Owned Products Learn About Ownership Compare All ad

K

roducts Support Company Experience @ Q

Q; Products Support Company Experience Q

Product Upgrades Maintenance Training Contact Support

[eeL]
E? Products Support Company Experience @ Q

About Careers Life at Bell Leadership History

[Bed)
ﬁ; Products Support Company Experience ® Q

Innovation News & Events Community
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Bringing
It to life

In design, we refined our

navigation, pulling out capacity

as a key stat, applying a vertical
layout, and illustrating products
with 3D and motion to increase
findability and organization.

OVERVIEW

_"D PRODUCTS VIEW ALL PRODUCTS PRE-OWNED

S

CURRENT PRODUCTS

407

\

}
|

UL

HUEY I

MacBook
I

SUPPORT

COMPANY

EXPERIENCE
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525 Relentless

Unrivaled Flexibility

isa
Mission Title Mission Title Mission Title Migsion Title Mission Title MissionTitle Mission Title

Planning for specs
and missions

Key components of the Bell product page are its mission
capabilities, along with its technical specifications.
Customers must be able to decide if the aircraft will be o .
suitable for their mission, and if its technical details will & BvE: k.ﬂ 4 ga l
meet their needs in a critical situation.

Customer voices

oooooooooooooo
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SUPPORT COMPANY EXPERIENCE . E‘

Elevating
the story

While specs and missions are key,
we took it several steps further. We
brought features to life by crafting a
narrative around each product,
showcasing the excitement anad
romanticism of the world of flight.

OVERVIEW

MacBook
I
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Down to every detaill.
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OUR APPROACH

BELL
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Crafting the
Bell origin story

Bell is a pioneering force, with a long, rich history of
firsts, dating back nearly a century. We wanted to
create a captivating timeline experience to feature Bell's
extensive library of historical artifacts, as well as
achievements throughout each decade.

History-default-highlights

History-scroll

History-hover-enlarge + slight shi

History

This is a one line about what History at Bell is

19305

% Products Support Company Experience ® Q

19308

Bell Gift Shop 00000

ContactUs Join Our Newsletter

Feedback

History-details

% Products Support Company Experience @ Q

First flight of the Bell
ccur

XFM-1 Airacuda occurs

% Products Support Company Experience

Bell Gift Shop

ContactUs

Feedback

History-detail-lock-state-highligh

Test your knowledge

nnnnnnn

This is a test question about a specific concept in history. Question
and can be labeled with them above.

O Answer 1: Any additional text about this answer O Answer
O Answer 3: Any additional text about this answer O Answer ¢
18403



Restoring
the history

For our timeline, we used many of
Bell’'s historical assets, as well as an
exploratory navigation, adding
motion to bring many pivotal
moments to life.

BELL

>

XS PRODUCTS

SUPPORT

HISTORY

Explore Bell's most meaningful moments throughout the decades.

Explore

COMPANY

EXPERIENCE

Jo
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Workshopping our

landing strategy

We met to workshop the vision and strategy for our
homepage, presenting an array of benchmarks and
structures for consideration. We landed on a narratively
focused direction that would feature key site sections
more prominently, with options to include products anad
news at opportune moments.

Types of inspiration

We cast a wide net to plan for a variety of scenarios.

antoni

COWBOY

T @ SPACE10

“Portfolio homepages”

rockwellgroup

Pt
=PILATUS= Wyss § NSTITUTE
-~

é DASSAULT

AIRBUS

©

[P=—rry

=

Sacial

Product | F

Fresh conten

. Navigation |
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Constructing
the storyline

After workshopping, we ideated around the story of the
page, writing out a script and thematic arc. In order to
capture our strategic pillars, we featured innovation and
technology, mission content to satisfy our diverse user
types, and content about life at Bell, as well as
opportunities for customizing each of these components.

BELL

4G

Homepage - Scroll Up
]

L

PEOPLE

TECHNOLOGY

“Much like the dawning of the jet age, we're ata
point where the convergence of technology and
society are coming together in a way that's going to
change the way people move."

[P N—

TECHNOLOGY

INNOVATION

CHALLENGE /
INNOVATION

CHALLENGE /
INNOVATION

CHALLENGES

“We ask ourselves to think about the missions and
problems that need to be solved in the world.”

P

Homepage -...d - Event Tout
|

Puaxts Sesat Cegeny  Gxpecece

Ateam of visionaries

Homepage - News Focused
e |

[ -

We are Bell
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Presenting
our mission

In visual design we created a fully
modular design, with customizable
gradients, backgrounds, assets,
and components, complete with
reverse scroll navigation to
communicate a sense of vertical lift.

At Bell, thinking above and beyond is what we do best. For more than 80 years,

we've been reimagining the experience of flight —and where it can take us.

MacBook
s 000 .

SUPPORT COMPANY EXPERIENCE E E
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Organizing

support structures

A key goal of the support section design was to
reorganize the contact support map, establishing
proper channels through which to reach Bell’s global
team. We worked closely with our partners at Bell to
develop a support taxonomy and align with backend
efforts in restructuring modes of communication.

Contact Support

Thia is & coe line about what suppcet st Bel &

24/7 Support Team

How can we help?

o
bt 4
Our service facilities

Learn about Flight Safety Support & Services FAQ

Guneral questions or feedbick?

Cordtcnes Bt GreSaep o00000
Supphens Cantact e Jon O Nemwatinr

Legy Feestack

Contact Support

This is 3 cne line about what supporn at Bell is

24/7 Support Team

How can we help?

Choose a representative

Learn about Flight Safety Support & Services FAQ

Gonaral questions or feedback?

00000

FEET-—

- O

Contact Support

This ia  ane ine about what suppaort ot Bell i

How can we help?

Our service facilities

Learn about Flight Safety

Caneral questices or fesdback?

B rns e e reies

Contact Support

This ia  ane ine sbout what wppaort o Bell i

How can we help?

Choose a representative

Learn about Fight Safety

Ceneral questicas of fesdback?

24/7 Support Team

Support & Services FAQ

24/7 Support Team

Support & Services FAQ

Contact Support

This i @ coe line abost what suppers at Bl s

24/7 Support Team

How can we help?
BEx - Targ o [P

Our service facilities

Learn about Flight Safety Support & Services FAQ

Gunersl questions o feedback?

00000

o O e

Contact Support

This is @ coe line abost what suppees at Bel s

24/7 Support Team

How can we help?

Choose a representative

Learn about Flight Safety Support & Services FAQ

Gunersl questions o feedbick?

o000

J0n 0w Wemyetin

D fencn  twsn Gy Spaenes

Contact Support

This is 3 one line about what support at Bell is

How can we help?

Our service facilities

24/7 Support Team

Froemn surmiet

Learn about Fiight Safety

Ganeral questions or feadback?

[CTE

Contaet Us

Contact Support

This is 2 one line about what support a1 Bell is.

How can we help?

Choose a representative

Learn about Flight Safety

Ganeral questions or feadback?

[CTE

Centaet Us

Support & Services FAQ

24/7 Support Team

Support & Services FAQ

Contact Support

This b5 a cne Iine about what support at Bell is

How can we help?

24/7 Support Team

- T e

QOur service facilities

Asia Mami

Prosens Garviest]

Learn about Flight Safety

Genaral guastions or foedback?

Contientes rerOn e
Basbes

Lot

Contact Support

This is 3 cne line about what support at Bell is

How can we help?

Choose a representative

Learn about Flight Safety

Genaral quastions or foedback?

reron e

-]

Support & Services FAQ

00000

Jin Our Werwsbatiar

24/7 Support Team

Suppart & Services FAQ

oeoo0o0

FECTe—

[~ -

Contact St

This s 3 one line about wha

How can we help

- ot e Mllowing %0 Sad

Our service facili

Froescn oot

Learn sbout Fight S

Ganeral questions or fee

Contact St

This is 2 one line about wha

How can we help

Choose a repres:

Learn about Flight S

Ganeral questions or fes
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SUPPORT COMPANY  EXPERIENCE

tra nspdarency ‘ CO NTACT SUP PO RT

Subheader for contact support page
Working with Bell’s backend team,
we established a clear methodology
for the organization of support
contacts and created design

patterns that prioritized usability and 2417 support
informational clarity. Team

The support personnel at Bell set the industry

MacBook
I
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Featuring new
Innovations

As part of our strategic initiative to elevate technology at
Bell, we developed content categories specific to
iInnovation, as well as dedicated, immersive detail pages
for new innovation products.

Innovation Landing

Swoert  Compav,  Geriarce

Snice the company’s baginrirg i 1935, Ball
has set the pace for the helicopter industry
expanding the seape of vertical lif

Redefining Vertical Lift

sow of the coscapt o1 prockst ind why it howeaies

The future of vertical transpert

BELL AirTaxi -

This & auick evarsiow of the coscapt o pracdact ind why it shamcaies
Bab's I caeion.

The future of vertical ift

BELL FCX =

e esuETs

The Latest In Innovation

T Mooain War tgnta
Chasaes the Rattiefiesd

Hear from our Innovation Experts

V208 Valar's
mmatored capanilities

L ) v pi

Upcoming Innovation Events Seeoh Bt

Our Featured Careers SeeMun oo
kel e Hemrsranion

00000
e Ot vabettar

Innovation Landing_Leadership
I_

Coparoncs.

Sines the company’s beginaing in 1935, Bell
hass set the pace for the helconter incustry
sepandng the wcope of vertical 4t

Redefining Vertical Lift

verdow of the cancept or prachat and why it choweanes

The future of vertical transport

BELL AirTax —

o of the cancept or prachat and why it thoweaies

The future of vertical ift

BELL FCX -

The Latest in Innovation

T H

Hear from our Leadership

The Vo208 Vater's
wamatehes canatiitin.

Mitch Snyder

[T ————

Upcoming Innovation Events Soe ot twerrs
2 of tha AleTati
Our Featured Careers See moe Caeen

Beaain sty 00000

P —

Inn...

Title

Inn...tion Inn...ship
= ®

Reddeiring Verticd Lift Redefining Vertical Lift

BELL AirTas BELL AirTax;

BELL FCX
The Latost in leroxation Tha Latest i Inmasation

The V208 vaic

srmatched capasi e

Erplopes Voice Hear fram our
eaderhp

~pemimgy

The Ball 407 in fight

The Sall 407 in fight

Upcoming
Innovation Events

Upcoming
Innovation Events

Innovations_FCX001 Innovations_AlrTaxi
_ _

B sonen  mer Coey Dot et
The concept The concept

Advarcad AstiTorgue Cancapt Class Leadivg Comfort

Be part of the team

Explore more Innovations

More on the [Bell Product Name]

Virtual Cochit

Be part of the team
e . This b & Wews Hasdtine i is
Explore more Innovations S e s

More on the [Bell Product Name] Sae ot Mows & et

™ ia An £
™at Takes Two
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Reaching
above and
beyond

Our engagement with the Bell
experience continued with our CES
showcase and companion landing
page for urban mobllity. Here, the
user is led through an immersive
journey within a future city, shaped

and enhanced by Bell’s innovations.

MacBook




Visualize

An immersive approach for a
pioneering brand.
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Design Principles
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DESIGN PRINCIPLES

Focused
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DESIGN PRINCIPLES

Inturtive
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DESIGN PRINCIPLES

Engaging

Sh

elby Cobra 260 CSX 2000

l
1

Numeer 117

All powered
by the PowerPack
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DESIGN SYSTEM

Imagery

' ‘ BELL
>
NZ
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PHOTOGRAPHY

Product
Heroes
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PHOTOGRAPHY

Products
In action
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M. A. FAGET
SPACE SHUTTLE VEHICLE AND SYSTEM
CESSNA CITATION SOVEREIGN Filed Jan. 4, 1971 6 Sheets-Sheet 2

Refreshment Lavatory Aft Baggage
I Closet ES |Sink / Vanity -
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R |
Interior Seating Length 20 ft Closet

me2?  MAXIME A.FAGET
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ILLUSTRATION

Maps

Topographic
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SEAN LALLY

THE AIR

JAPANZSE
ARCH-
ITEC TSAE

A History

100 East 35th Street,
New York

Japanese Architecture: A
History is a movement that

travels through the world. The
exhibition explores the origins

and evolution of Japanese

architecture, allowing one to
explore the topology of
Japanese Architecture.

A 28.10.2015
A7-9.00pm

FROM OTHER

PLANETS

A BRIEF HISTORY
OF ARCHITECTURE
TO COME

LARS MULLER PUBLISHERS

e
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ICONOGRAPHY

Inspired by
technical
language
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Ammeter And Gate Antenna Attenuator Attenuator, Variable Battery Capacitor, Feedthrough

Y

Cathode, Cold Cathode, Cathode, Cavity Resonator Cell Circuit Breaker Diode, General
| J Directly Heated Indirectly Heated
- \ \

>1

witch ak contact 20lay Make contact ’ ’
ing retum ” 4 |
I
O— Diode, Diode, Diode, Female Contact Fuse Galvanometer Diode, General
Light-Emitting Photosensitive Pin

v oYY

Electric Circuit Symbol Element Set

= gl —O—

Battery or DC Power
Supply

Variable DC Supply AC Voltage Supply

Do @ > D= © <

Integrated Inverter Lamp, Neon Male Contact Microphone Outlet Probe,
Circuit Radio Frequency

o

YK L FO . B oo —o —o O O

P junction FET Osailloscone Shielding Speaker Switch, Terminals, Balanced Test Point Voltmeter Wattmeter
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Modeled
after the
Bell brand
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Design Library




Module Header : When you have an hour to save
Left Alig Titl _ a life, know that you can count
on our technology to get you

A SENTENCE THAT

WILL TAKE THREE

LINES MAX -
DESIGN LIBRARY A SENTENCE THAT

WILL TAKE THREE

A fIGXible LINES MAX
system

When you have an hour to save
a life, know that you can count
on our technology to get you
there quickly and safely.

CTA name goes here —

Full Screen Video

Highlight module

Right Alig Jescription, cta, productimag

When you have an hour to save
a life, know that you can count
on our technology to get you
there quickly and safely.

CTA name goes here ’

Quote

We are driven to find not just any answer to a given
challenge, but the right answer, especially when it

. . I N T Y A D P Y I T RN PR N




Homepage - Hero

Different scenario

BELL 505 JRX

The Only Light Twin For Your Evolving Missions.

Imperial Build yours

Overview Missions Gallery Features  Specifications

HERO PDP - MILITARY

tE PRODUCTS

DESIGN LIBRARY

Imperial

M “ I t h ta I I O I e d i Overview Missions Gallery Festures  Specifications
) HERO PDP - PRE OWNED
a S S e ts . | _— -

i

BELL 412 EP.

Pre-Owned since 2006

HELICOPTER DETAILS

The Bell 505 blends the vertical flight capability of a helicopter
U n matc hed with the speed, range and endurance of an airplane. Tiltrotors
and Rolls Royce AE1107C turboshaft engines provide battle-
Ad va ntag e testad, multi-mission efficiency in the world's most challenging
environments.

Explore the Series
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Final Designs




netism.

Capturing the Bell mag

SUPPORT COMPANY EXPERIENCE E

At Bell, thinking above and beyond is what we do best. For more than 80 years,
we've been reimagining the experience of flight —and where it can take us.




Elevating innovation in flight.

SUPPORT COM EXPERIENCE

.
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OVERVIEW




Embodying the future of vertical lift.
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