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Media and architecture - an advertising company explores the bearings contemporary média has on architecture. As a vehicle 

of exploration the ubiquitous field of advertising was chosen as a catalyst to illustrate the realm of possibilities between archi

tecture and the thought provoking images which define the média. The prolifération of média imagery created a thematic 

anchor reflecting images as not only the most powerful communication tool in the advertising industry but constituting a great 

influence on modem culture, urban life and architecture. This extensive use of imagery has irrevocably altered both our physi-

cal environment and our relationship to it. 

From the outset of this project the intent was to integrate images produced by the advertising industry into the créative 

process for the design. Through abstraction, and the merging of graphie images taken from posters, the process did not only 

inform the basic design décisions, but emphasized the close relationship between média and architecture within the scope of 

this Master's Degree Project. Both éléments are not perceived as separate éléments, but rather as one unit which is ultimately 

reflected in the outeome of the design. 

The design itself is located in the harbor area of Duesseldorf, Germany and consists of three major components: the agency, a 

média gallery and artist studios. Given the programmatic additions, this project challenges the traditional way an agency works 

by providing certain impulses throughout the architectural design which will hopefully enrich the process of making advertising. 

Furthermore, the design acts to promote stimulation through inhabiting the public on a multitude of levels - a fact that under-

lines the inséparable relationship between producer, within the realm of advertising, and récipient, society as a whole. 
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Almost every aspect of our lives is somehow linked to the média. It has become the cultural vehicie of contemporary society 

by its ability to change our views of the world. At the forefront of mass média is the omniprésent field of advertising. From 

the moment we rise in the morning, we are required to interface with multiple forms of visual information otherwise known as 

advertising. The advertising industry manufactures cultural products, that are an intégral part of our social and physical envi-

ronment. From télévision to radio, to billboards to print and récent electronic média - it has infiltrated our lives. To escape 

from advertising one would hâve to go to the wilderness, and even there we can not be sure, if we are in "Dodge Country" (1 ), 

or just a remote part of the world. Even if advertising is not visually apparent, it is at least in our minds. 

The subject of this project is not advertisements, but advertising. Advertising as an institution that plays a rôle in the market

ing of consumer goods; advertising as an industry that stands in an inséparable relation to the évolution of m a s s m é d i a . 

Without the close bond to the mass communication média, advertising as a social as well as a commercial entity would not 

hâve its présent status in our society. In its création and furthermore in its distribution advertising dépends heavily on commu

nication média. What would advertising be without télévision, magazines, computers? Where would the communication média 

be without the continuous support of the advertising industry? Therefore, within the scope of this Master's Degree Project, 

advertising is always understood in c l o s e r e l a t i o n to mass média, never as a singular entity. 

Advertising créâtes an omniprésent System of symbols which form a pervasive and bald propaganda for consumer culture. (2) 

It is the vast amount of visual images, transmitted through the various existing channels of our média society, that convey the 

message to the masses. The message of an ad is always very simple: it promises to transform ourselves in a positive manner 

by responding to the ad and its message. According to the world of commercials, gratification is instant, and easy to obtain. 

(3) The advertised product will lead the way. For the purpose of this Master's Degree Project, the emphasis does not lay on 

the single advertisement, nor does this project attempt to account for every possible form of advertising. Rather, the focus is 



on advertising as one of the most influential industries, producing m é d i a i m a g e s which flood our environment. Since 

every advertisement has a différent message, it speaks to différent people according to their belief, social background, éduca

tion, économie status, etc. The oniy constant factor in the mix of various messages, remains the image itself. Images sur

round us permanentiy, they are a perpétuai reminder of the média âge. 

Advertising simply mirrors the society in which it opérâtes. Every culture has the kind of advertising it deserves. 

Gunther Kress, from Visual Communication, Thomson Publishing. 1995 

Gunther Kress's quote clearly indicates the intégral relationship between a d v e r t i s i n g and soc ie ty . This Master's Degree 

project is used as a vehicie to scrutinize the relationship between advertising as one of the most powerfui communication tools 

in our society, and the nature of built form. What are the implications of the média âge with its array of images on architec

ture? Does our urban life respond to the advertising images and the changing life styles that advertising propagates? Through 

the design of a center for advertising, located in Duesseldorf, Germany, this project tries to implement a catalyst, which works 

towards the intégration of advertising within the realm of architecture. During the research phase relationships hâve been 

drawn between the influence of mass mediated imagery on our social setting, and a subséquent impact on the built environ

ment. The proposed design is closely linked to the results of this research phase. It is the outeome of an itérative process, 

where information gathered was ultimately used to inform the next step. 

However, there are important issues related to the field of advertising, which go beyond the scope of this project. This investi

gation is not meant to examine ail possible positive and négative side effects advertising has on our society, nor does it at-

tempt to explain in détail how advertising works. Therefore, relevant issues such as the whole notion of "advertising and 

morality", "advertising and the ecological crisis" are not included in this documentation, since the définition of the project is 

closely tied to the relation between advertising and architecture. This allows the project to see advertising as well as architec

ture from a unique perspective, without confusing it with many issues which are important on a larger scale, but would under-

mine the clear set of objectives for this MDP. 
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Due to the fact that most of the imagery generated by the advertising industry is created to reach us within a very short period 

of time, thèse images change frequently - whether we are flipping through a magazine, changing the channels, or watching a 

succession of commercials. In - keeping with the ephemeral nature of advertising, this document is composed of a séquence 

of small essays, presented much like a succession of commercials on télévision, or like printed ads, as we leaf through a maga

zine. 
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Our culture is experiencing a period of transition where long established values are being overturned, and relationships between 

people are shirting. One underlying reason for this change is the prolifération of i m a g e s . 

This morning, 260,000 billboards will line the road to work. This afternoon. 11,520 newspapers and 11,556 periodicals will be 

available for sale. And when the sun sets again 21.689 theaters and 1,548 drive-ins will project movies; 27,000 video outlets 

will rent tapes, 162 million télévision sets will each play for 7 hours; and 41 million photographs will be taken. Tomorrow 

there will be more. 

Géraldine E. Fosberg, Critical thinking in an image world. University Press of America 

The évolution of the printing press brought with it significant altérations. It began to replace the traditional oral means of 

communication and exchange. With the advent of the press, a more image based system began to émerge. The industrial âge 

gave birth to a new form of society in which words such as mass production, mass communication, mass média exemplified the 

increasingly large scope by which society would operate. It was during this period that advertising began to establish itself as 

one of the most important and influential communication tools in our society. 

Advertising speaks to the masses, deriving its power to a large extent from the mass produced, technologized images it 

générâtes. Within the overflow of mass mediated social settings, advertisements are integrated almost without interruption 

into the everyday life activities of our culture. As a resuit, people find themselves caught between a world of reality and a 

world of imitation and illusion. Michael Schudson writes:..."it is ail show, no substance, ail illusion and no reality, the perfection 

of the fraudulence of modem society." (4) This tension between the real and the illusion is the realm in which modem adver

tising opérâtes. As télévision, radio and print became the new conduits of advertising, the tangible, r e a l product became 

distanced and obscured as it entered the consumers home. (5) Instead, each médium carried a représentation of the product. 
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Hence, the advertised item was never a real or tangible product, but a simulation - an i m a g e. The expression of the image 

can be interpreted in a twofoid manner: advertising does not only utilize the image in a visual sensé, but moreover, refers to 

the image people hâve of themselves or others. Ail advertising images, whether it is through the vehicle of télévision, maga

zines, computers, billboards, posters, milk cartons, clothing exists to ultimately improve the image of ourselves. Identity is 

equated with image. 

It can be argued that advertising is always geared towards a final action: an ad urges us to go somewhere, do something, try 

something, buy something, therefore that "something" becomes associated with a positive image. (6) Most often the answer 

to personal needs, problems and expectations is ultimately found in the purchase of the advertised product. The fact that 

advertising images require our interaction in order to succeed, makes it unique from many other images. As soon as we deny 

the image our attention or refuse to take the final step of procuring a product, advertising loses its meaning and significance. 

There appears to be a sensé of "universality" within the realm of advertising. Since a vast amount of public merchandise is 

advertised on the national as well as the international market, it has given us a world in common. Kathleen Hall Jamieson 

states: " . . . for you are familiar with the products we purchase, we are familiar with the products you purchase, and that 

familiarity transcends large geographical distances." (7) Clearly, advertising belongs to the realm of mass média, which pro-

mote a society where everything is known to everyone. Through the infiltration of advertising images into our lives, heads, 

thinking patterns, we hâve become as much a consumable merchandise as the advertised product itself. The advertising image 

is dépendent on our attention, but it can also be argued that we are increasingly dépendent on the advertised product to 

establish ourselves and our position in society. 

If, as argued, images hâve a fundamental effect on society, what is the relationship between the mediated message and the 

nature of built form? Moreover, it raises the issue of how architecture can acknowledge the growing power of mediated images 

in our society? 



Our society présents itself as a highly complicated network of natural and artificial images. In no other era hâve images been 

so prévalent and so engaging than in thèse contemporary times, and it seems destined to accelerate to an even greater 

extent. The house in its traditional sensé has transformed from a space defined by solid walls, into a space which is defined by 

- moving - images. (8) Some of thèse images are natural, some are generated by devices of the média âge, such as télévision, 

computers etc. Advertising clearly belongs to the realm of artificial images which increasingly dominate our environment. Next 

to the written or spoken word, the image is the most powerful tool in the création of advertising. With this in mind, how might 

the two dimensional image of advertising effect the three dimensional nature of built form? What are possible implications on 

architecture? 

Le Corbusier states, that "seeing is the primordial activity in the house." For him, "the house is a device to see the world, a 

mechanism of viewing." (9) In the traditional sensé the house provides shelter by its ability to separate the inside from the 

outside. The status between the private part inside, and the public part outside is clearly defined by solid walls, which are 

occasionally punctured by Windows. Thèse Windows are not only important in order to bring natural light into the house, but 

moreover to transform the outside into an image consumed by those residing inside. The inhabitant is protected by a séries of 

pictures, which are defined by the number and the shape of the Windows. Since for Le Corbusier seeing is the most dominant 

activity in the house, for him the window is not an élément, but an organ - the eye. (10) Therefore, the window can be re-

garded as an extension of the body. However, buildings were restricted in the amount and size of Windows, due to the wall's 

responsibility as load bearing élément. New developments in building science allow a more appropriate représentation of the 

new média in architectural terms. The wall can be thinned down to a minimal layer of glass. The former solid wall transforms 

into a "wall of light" , which is almost dematerialized. The boundaries of the house are no longer defined by walls, but by the 

immédiate surrounding environment and beyond. The view defines the space. 



Walls of light! Henceforth the idea of the window will be modified. Till now the function 

of the window was to provide light and air arid to be looked through. Of thèse classified functions I should retain only one, 

that of being looked through to see out of doors, to lean out. 

Le Corbusier. from Privacy and Publicity. MIT Press. 1994 

The built structure is made of walls of - moving - images. Thus the images become the walls. This is the place for the meaia, 

for publicity. (11) Advertising only cornes into being, once it is consumed by the public eye. The house now can be perceived 

as being equally dépendent on the public, since the public image is defining the boundaries of the private setting. The 

dematerialization of the wall allows a continuous interchange between the inside and the outside; the private and the public. It 

is symbolic for the infiltration of the média in our private domains. 

The former stable and defined entities of the p r i v a t e versus the p u b l i c hâve undergone a radical transformation. 

Privacy slowly depletes as the former solid wall begins to dissolve. It is the dematerialization of the wall which works in the 

opposite direction, implying a relationship between the inside and the outside: the glass wall not only turns the outside world 

into an image to be consumed by those residing inside, but also displays an image of the interior to the outside. (1 2) The 

image of the interior is on display, causing the formerly private part inside to lose its complète sensé of privacy. The right to 

remain private has become the right to stay out of the image. (13) The âge of mass média has caused a shift in the relation 

between the inside and the outside. The traditional sensé of an inside, an enclosed space, established in clear opposition to an 

outside, has been replaced by an irruption of the private into the public and vice versa. The interior as well as the exterior hâve 

become as much a public item as advertising. 



As argued, the wall and the façade in architecture can be perceived as éléments which no longer clearly separate the inside 

from the outside. The outside, as well as the inside might be regarded as images, much like imagery generated by the advertis

ing industry. The way we see an advertisement in a magazine or on télévision can be compared to the image behind a glass 

façade. Hence, a building can be understood in the same terms as drawings, photographs etc. Moreover, magazines, film, 

advertisements are the instruments through which architecture is often represented in our society. Since architecture is in 

many cases discovered through the médiums of mass communication, the site of an architectural project transforms: the 

building is no longer exclusively located on a physical site, but shifts to a rather immaterial location of i.e. architectural journals 

etc. (1 4) Architecture becomes a consumable merchandise, competing with advertisements and other contents of a magazine 

for the consumer's attention. However, it is also évident that architecture merges with advertising on a physical level: 

T H E W A L L A S S E L F - I L L U M I N A T E D O B J E C T 

The discovery of the wall as a self-illuminated object and the design of the glass wall as a transparent membrane for the display 

of various messages can be regarded as one of the first steps towards an intégration of advertising média in architecture. Mies 

van der Rohe was among the first architects to experiment with thèse new techniques. In his "Barcelona Pavilion" for the World 

Exposition in 1 929, he integrated a self - illuminated wall, which consisted out of two pièces of frosted glass with a light source 

in - between. The wall was not being lit by an external light source but seemed to shine as one homogeneous surface. Mies 

van der Rohe transformed means of urban advertising technique into architecture. During the day the wall served as a window, 

at night as a light source. Furthermore it retained its most obvious purpose - as a divider between two spaces. The wall 

became a multi-functional élément. (1 5) 
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T H E F A Ç A D E A S M E D I U M F O R M E S S A G E S 

In the late nineteen twenties the streets of large cities transformed at night into electronically animated spaces due to the 

increasing amount of néon signs. Architects had to deal with the fact that buildings - especialiy at night - were in danger to be 

overpowered by néon advertisements. Again, Mies van der Rohe was among the first architects who offered a solution to the 

problem: in an unrealized design for an office building in Berlin. Mies proposed an independent glass façade, which would be 

attached to the building. During the day the building would appear to be one evenly structured object, while at night, it would 

change into one big source of light. The owner of the building would be free in his choice of advertising, which Mies envisioned 

to be stuck to the glass façade. He stated: "the whole building is a light source, and the writing on the façade appears to be 

much like on a screen. The writing wiil always hâve a wonderful effect in front of an evenly lit background." (1 6) The rapid 

évolution of photography, print, film, electronic média, as well as building technology can allow contemporary architects to take 

Mies's approach even further. Again, the façade seems to be the idéal place for the média, since it is the m e d i ator 

between the inside and the outside, the private and the public, as well as the real and the artificial. The effect of shifting 

boundaries can be further strengthened, if the n a t u r a 1 image behind the glass façade is combined with an 

a r t i f i c i a l one, which is projected on the same surface. Not only does the inside amalgamate with the exterior, but it 

also fuses with a média image. Two worlds collide. The architectural élément of the screen can be regarded as a concept, 

which combines the nature of built form with a two dimensional image. This building type is less defined by its physical struc

ture, but more by the flow of information it transmits to the environment. 

A R C H I T E C T U R E A S M A S K - T H E S C R E E N 

By définition the term screen means 1. a light. movable frame. panel or partition serving to shelter. divide, hide, etc. 2 . 

anything that serves to shelter, protect, or conceal. 

William Collins, Collins English Dictionary. Collins, 1981 
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Thèse définitions clearly indicate one of the major characteristics of the screen, which also has important implications in 

architectural terms: the screen shelters the built structure from the outside environment; it functions as a second skin. 

Mcreover, the screen is able to conceal the object behind it, implying its dominance in relation to the architecture residing 

behind the Iight frame structure. One might consider the building surface as a mask, concealing its true nature. The mask is 

able to assume diverse characters that indicate a différent personality - which may or may not hâve anything in common with 

the actual person wearing the mask. In architectural terms the one side of the screen facing the outside is différent from the 

other facing the inside. The relation between what the mask says on one side and the structure that supports it on the other 

is arbitrary. The screen is the mechanism of différence. (17) Therefore, it can be argued that the dialogue between the inside 

and the outside has been interrupted. Since the architecture no longer conveys its message to the outside environment, the 

screen has taken over its rôle. Architecture résides within the screen itself, but the residing can never adopt the form of a 

traditional architectural project. (18) 

What are the implications of the mask in terms of the perception between inside and outside? The screen functions as a 

separating device between the inside and the outside, between the private and the public. The public side of the 'wall' is the 

place for the média, where the masking language of information is spoken. On the other side lays the space for intimacy, the 

unspeakable domain beyond the public's view. The overwhelming concern with the surface is responsible for the construction 

of the intimate. (19) Because the façade consumes ail the attention, it thereby renders the spaces behind it mute. The 

silence is completely dépendent on the sheltering effect of the screen on the outside. As a resuit, the outside becomes a 

disguise of the inside. 

Adolf Loos writes: ". . . the house does not hâve to tell anything to the exterior, instead ail it's richness must manifest itself in 

the interior." (20) Loos' concept can be understood as a reaction to modem life, which in his view proceeded in two separate 

directions: one direction was concemed with the human being on an individual level, the other one with the human as s/he 

relates to society. He realized that our internai life was going to be increasingly separated from our social existence. (21 ) The 

architectural concept of the screen can be understood as a modem translation of Loos's realization. It clearly symbolizes the 

distinction between the inside and the outside, or the internai and the social life. The internai life is behind the screen, and the 

social life faces the outside, communicating messages to the world, which are projected on the screen. Thèse messages do 

not necessarily hâve anything in common with the private life inside, rather, they exist as a separate élément. 
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It has been argued, that advertising is a pervasive and bold propaganda for consumer culture. (22) It's message is most often 

directed towards the acquisition or consumption of consumer goods by proposing that we hâve an opportunity to transform 

ourselves, our iives, by buying something else. Inséparable from the advertised product, is the illusion that buying it will com

plète a certain incompleteness in our existence. (23) Advertising exploits the split between the real and the desired; the 

tension between who we are ( p r i v a t e ) and who we want to be ( p u b I i c ). 

Capitalistic society makes ail personal relations between men take the form of objective relations between things (...) Social 

relations are transformed into qualities of things themselves (commodities) (Glass Video Architecture p. 72) 

Herbert Marcuse. from Video - Architecture - Télévision, the Press of Nova Scotia Collège of Art and Design. 1970 

Beatriz Coiomina states, that "the inside has nothing to tell to the outside because our intimate being has split from our social 

being. We are divided between what we think and what we say and do." (24) Keeping this in mind, it can be argued that 

advertising promûtes an attitude which only serves the social being. The material world is a cover, it is clothing, a mask. The 

split between the inside and the outside is a prominent feature, which is why the screen as an architectural concept seems to 

be an appropriate means of représentation. The inside is the place for expérience, or in Loos's terms "where richness mani-

fests itself", the outside is the place for média and information. 

If, as argued earlier, the screen is the space defining device between the inside and the outside, what are the implications of 

the projected message on the screen? What limit does the screen establish? 

1 1 



The development of communication média - from early forms of print to récent types of electronic média - was an intégral part 

of the rise of modem societies. (25) In the past people's interactions with others were largely restricted to known persons 

who share their immédiate milieu. The use of communication média created new forms of human interaction and social rela-

tionships. It transformed the s p a t i a l arrangements of social life. (26) Media images are able to transport the viewer to 

remote places, différent cultures and contexts. It enables individuals to distance themselves imaginatively from their immédi

ate circumstances. The real - lived - expérience becomes intertwined with the mediated one. Advertising exists to a large 

extent in the realm of the mediated world. Its messages are transmitted via computers, télévision, newspapers, magazines, 

etc. and infiltrate our homes and private lives. 

The architectural concept of projected imagery refers back to the dichotomy between the real and the mediated expérience. It 

promotes a link between the imaginary and the real, between the building and an undefined world beyond. In a physical sensé 

the screen structure is a barrier, which clearly defines the boundaries of the house. At the same time as it defines physical 

borders, it dissolves them: the message on the screen shifts boundaries, moves contexts and establishes a new set of param-

eters. The screen is ambiguous in that it is a physical building component, with a clear sensé of materiality, yet its meaning is 

that of complète immateriality. Rather than locating itself at a fixed point in an unchanging order of things, it expands in an 

open ended space. (27) Hence, it can be argued that the screen functions a barrier only from the inside. From the outside it 

reveals a world which is far distant from the actual screen itself. The image becomes the façade. The house dematerializes -

becoming one of undefined boundaries. 



The individual in modem society is characterized by a degree of flexibiiity and mobility which was quite foreign to past généra

tions. This expanse of the society has been stimulated by the rapid évolution of technological innovations, as well as the 

growing diffusion of mediated messages through mass communication. Society is mobilized not only in the physical sensé of 

i.e. cars, trains etc. but also continually alters according to the média and its messages. The city exists as a manifestation of 

movement. There is a continuous impression that nothing ever stops. (28) The train, the traffic, pedestrians, film, advertise-

ments; everything seems to be one continuous motion. When the physical movement slows down at night, the virtual world of 

advertising images, movies etc. takes its place. A major factor in the willingness of consumers to pay attention to advertising 

is the relatively high potential for ambiguity and instability in modem urban life. The urban condition is characterized by many 

fleeting relations, physical change and a hurried sensé of pace that turns time into a precious commodity. (29) In order to 

achieve a sensé of stability many people turn to mass média and advertising to help establish a personality, which suits the 

transient character of urban life. It is precisely this transient character, which not only characterizes modem urban life, but 

also makes advertising such a powerful communication tool. In the cities - and often even outside the city's boundaries - we 

are influenced by hundreds of média messages, such as advertisements. The density of Visual images and symbols is unprec-

edented. The fact that we see them as we walk by an outdoor ad, as we turn the page of a magazine, as they are continually 

renewed on télévision, stresses the notion of ephemerality. Walter Benjamin writes about the modem city: ". . . no sooner has 

his eye grasped a scène, it is already gone". (30) With this in mind, the advertising image is not any différent than images of a 

building as we walk by it, or the city as we drive through it. Both images may be taken in for a brief moment of time, either 

stimulating the imagination, or being forgotten soon after. 

Given the sensé of mobility and ephemerality in our environment, it can be argued that the spatial définition in our built envi-

ronment changes constantly. (31 ) With this in mind, space has the potential to be defined as much by imagery generated by 

the mass communication média, as by architectural objects. Both, the ever changing images of the advertising industry and 

the transforming nature of our cities, could be perceived as an overall notion of i n s t a b i l i t y . This sensé of instability is 



caused by houses we pass at différent speeds, the increasing immateriality of the built environment, the shifting boundaries 

between the inside and the outside, as well as the introduction of a fourth dimension: the realm of transforming images. It is 

in tribute to the ephemeral nature of thèse inherently unstable images, that the question of p e r m a n e n c e in our built 

environment is increasingly challenged. (32) 
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It is not easy to define the essence of Duesseldorf as a city. Somehow it conceals its true character behind many différent 

faces. Unlike many other German cities, Duesseldorf does not hâve a cathedral - to define a territory, and give it prominence. 

Duesseldorf has an airport like Frankfurt, a fair like Hannover, a carnival like Mainz, but nothing can be regarded to be a unique 

characteristic feature in order to distinguish it from other big German cities. Duesseldorf is unique in its unconscious under-

statement inhérent in the city life: Munich is proud capital of Bavaria, Berlin the new state capital. Duesseldorf on the other 

hand is capital of one of the most important provinces, named "North Rhine - Westphalia", but nobody seems to hâve a compa

rable interest. Duesseldorf is a prosperous city, although heavy industry never existed within the city limits. The wealth is a 

product of banking, advertising, the administration of the province, as well as the steel industry and coal mines, situated in a 

considerably small radius around the city. Duesseldorf has the réputation to be the desk for a whole région. 

There are many misnomers and false pretenses about the city: Duesseidorf accommodâtes a large population of wealthy, 

élégant people, who are only concerned to show off their latest merchandise, while having another sip of extraordinarily expen

sive Champagne. Life is too short and therefore favourably spent in a Mercedes driving up and down the "Koenigsallee", one of 

Germany's most expansive shopping streets. Image is everything. In contrast to the unconscious life in the rest of the city, 

the Koe (short form of Koenigsallee) almost constitutes an isiand of pure status and représentation. Gold, cashmere and other 

luxurious goods are the language in which one speaks. The rest of the city wears a différent mask, embracing this theater -

like scène, captured by the activities on the Koe. One is a spectator in a play called life-style. Hère, we find a true feature, 

which makes life in Duesseldorf easy and comfortable and at the same time describes a mentality consistently inhérent 

throughout the whole city. The city attracts stock brokers, artists, civil servants, students, etc., and ail of them find a niche 

for themselves, which does not seclude them from the rest, but always leaves the opportunity for exchange. Although there 

is no cathedral to be gazed at, people corne. Or is it just because there is no such thing, which would allow the city to be 

reduced to a single monument, that people find a sensé of belonging in Duesseldorf? 
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Leaving the inner city with its shops, department stores, street musicians, parks, muséums, spécial offers and high prices, one 

has a real chance to meet the unmasked identity of the city, walking north towards the river Rhine. In the 'old town' of the city 

the established résident cornes to enjoy his béer in one of the countless pubs, jazz bars, street cafés and restaurants. It is 

hère where the city gives up the masquerade and truly melts into a unity of old and young, rich and poor, trendy and unfashion-

able. Corne as you are. The curtain never falls. The blood of the city puisâtes through the streets, generating the kind of 

reiaxed energy, which is a unique characteristic and marks the essence of Duesseidorf. 

For many décades the city has been eut off from the river by an important four lane street, Connecting the cities' north and 

south end. Two years ago the city returned to the river, due to an urban masterpiece: along the line of the old street a double 

storey tunnel was created in order to accommodate the traffic. A new promenade was born, allowing the people to free 

themselves from the former encirclement. Cars are replaced by people. Life expands and gains new qualities by walking along 

the promenade or just by sitting on the river bank watching the scenery - another theater, another play. The river runs by like 

a spectator, who tries to get a short feel for the city, and never returns. It is almost a perfect mirror for the life in the city 

itself. People corne together and disperse very easily. The Dutch captain and his crew passing Duesseidorf on their container-

ship are for a moment part of the city. Soon after they are gone. 

The promenade along the water connects the old academy of art on the north side with the prominent parliament building in 

the south. This urban connection is not only a perfect link between the city and the river but it also establishes an unprec-

edented relation to the harbor, situated south of the parliament 



Duesseldorf s first harbor existed along the line of the new promenade, into which it was integrated after a complète restora-

tion. it is a symbol for the city's long relationship to the waterway and as well as its importance as a river port. Due to the 

fact that the old harbor did not hâve enough capacity to meet the growing demands of the industrial âge, the construction for 

the new harbor began in 1 896. Six years later the most modem harbor area along the river was completed. It was then, that 

the harbor marked the southem city limits. The river functioned as a flowing wall, which had not been crossed yet. Only a few 

décades later the city's economical importance grew rapidly due to the steel industry in the adjacent régions. The activities at 

the docks increased, and the city extended its arms towards the land across the river. Large bridges with prominent trianguiar 

support structures were built. Thèse bridges still constitute one of the city's most famous architectural features. As the city 

spread out, the harbor no longer belonged to the city limits, but had its place in the center of the city instead. Although the 

dock area never gained the importance appropriate for such a dominant location, its prominent position for the city in economi

cal terms remained unbroken. 

It was a typical flourishing port. No unusual dock land pub, no red light district, no sailor dreaming of far distant places. (33) 

The sea is far away. Just a couple of fish restaurants, of which one still has the réputation to serve the city's best fish, at-

tracted the public. The buildings within the harbor area were mostly warehouses and grain silos and did not distinguish be-

tween function and expression in terms of architecture. The tall, vertical tanks are visible from a great distance and form a 

contrast to the storehouses, which tend to hâve a more evenly structured façade. Most of the existing buildings were erected 

between 1909 and 1 932, which contributes greatly to the charm the site maintained up to the présent day. Some of the 

warehouses and lofts hâve been painted over the course of the century, but they lost their make-up over the years. The 

missing paint left an impression of honesty on the façades, which is consistently présent throughout the hole area. 



In the period between 1965 - 1 975 new means of transportation had shifted the focus away from the harbor, and left it in a 

state of negiect. During this time the pace of life along the docks slowed down, allowing the area to develop its présent 

appearance. With the construction of the new parliament and the transmission tower on the site of the old "Berger hafen", the 

city slowly started to re - orient itself towards a long forgotten district. While the opération in the rest of the dock area was 

maintained, the warehouses along the old "Handelshafen" undertook a slow transformation in their use. Artists, scuiptors and 

other people with large spatial requirements were attracted by the assemblage of old houses, which were able to préserve their 

spirit. Warehouses no longer stored grain and other commodities, but slowly started to transform into gathering and work 

spaces for people who were looking for an affordable location close to the inner city. 

After the promenade along the Rhine was created, the revitalization of the dock area in the south-east became the new en-

deavour. In order to create a termination point, which constitutes a destination for the new walkway, the warehouses became 

a new identity. Most of the old buildings along the "Kaistrasse" had to make room for the new concept to create a center for 

the média. Media became the salvation for an ailing district: multimédia - a step into the future. The way of life around the 

old docks changed: Call-center, voice mail, paging, electronic data interchange, corporate networks. Life shifted to the fast 

lane. Most of the old warehouses became a new inner life filled with high technology, reaching out into the new média âge. 

The exterior remained unchanged - a symbol of the past. For the first time the old buildings began to wear a mask, concealing 

their new identity. They became the backdrop of a past âge for a play about the future. Old storehouses transformed into the 

heart of a digital city. The old "Handelshafen" made a radical transformation from a forgotten district within the city's bounda-

ries, to a highly attractive location for média technologies working on a global scope. Welcome to the world. 

The visual appearance of the old harbor area is not harmonious in terms of the architecture. Différent building styles and types 

form an assemblage of color, material and form, which is largely responsible for the lively impression that the area conveys. 
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The various building styles are united by their sole function - to serve as storage space. Since most of the Windows are either 

barricaded by brick, broken, or decomposed over the years, the notion of daylight clearly is not a priority. AH activity seems to 

be directed to the interior - a relation between the interior and the exterior is only of minor importance. As a resuit a peaceful 

tranquillity pénétrâtes the whole area. Some of the buildings appear as though they hâve sprung from the earth in terms of 

color and material. The existing structures are deeply rooted in the land they grew out of, conveying a humbleness, which 

greatly contrasts the new buildings along the east side of the "Handelshafen". Steel and glass are the visual indicators of a 

departure to the new âge. Form, material,-as well as design contrast the qualities inhérent in the old structure, and add yet 

another layer of disharmony in the dock area. The concept for the média buildings along the "Kaistrasse" reflects the new 

spirit in the harbor: Cellular phones versus steel pipes, élégant business, versus hard labor on the docks. Information is the 

commodity of the future. The glass façades refiect the old warehouses on the opposite side of the harbor basin. Two worlds 

collide and form a unit on the flat screen. Despite their différent origin, both old and new building structures adopt the same 

ideology and merge in terms of their use. Gaileries, photo ateliers, artists' studios, TV. productions, radio stations, fashion 

designers, and advertising agencies are among the new inhabitants of the récent deveiopments along the "Kaistrasse". Most of 

the storehouses on the opposite peninsula will take on the same identity in the near future. 

The storehouses on the peninsula between the "Handelshafen" and the "Hafenbecken A" retained their original outward appear-

ance, although large signs of investment companies announce their arrivai - the dawning of a new era. It is the silhouette of 

thèse houses that can be seen in the glazed exterior of the new buildings on the opposite side of the harbor basin. The new 

âge pulls the old buildings on its side not only in visual terms, but also indicates their future use. Presently most of the store

houses are still serving their original function. 



The peninsula is visually eut into two sections by a street. It marks the only connection between the rest of the harbor and the 

tip of the peninsula, unless one décides to take the waterway. As one approaches the tip of the promontory it appears as 

though time has stopped and exists in past décades. The future is far away. Most of the old brick warehouses are still in use, 

and the air is dusty from traffic and grain, which is frequently being unloaded. The houses form a physical, as well as visual 

barrier to the glass buildings in the southwest, only occasionally allowing the visitor to catch a glimpse of the future. Close to 

the peak the view opens up, revealing an astonishing panorama around the harbor, as well as to the city. The peak directly 

points to the gâte of the river port, from where the river guides the view along the new promenade to the old town of the city. 

The bridges across the river add greatly to the sculptural impression one has looking towards the city. 

The site is equaily prominent from the promenade along the river front. Again the view is framed by the succession of bridges, 

the last one being a pedestrian bridge, serving as an entrance gâte to the river port. If one needed a location in order te 

overlook the activities in the port as well as along the river front, there would not be a more idéal place. It is about seeing and 

being seen. While physically belonging to the traditional part of the dock lands, a visual connection can be established to the 

new buildings across the harbor basin, as well as to the city. A permanent tension between old and new, harbor and city, water 

and land, make this site a rich expérience on many levels. 



View of site looking east from the entrance of the harbor 

View of site looking north from "Kaistrasse" 22 



Although advertising is aisguised in différent médiums, ail forms act to convey a spécifie message to the masses. Since adver

tising is to a large extent reliant on the visual impact of it's message, the design of the visual component is of critical impor

tance. From package design, to logos, print ads, télévision commercials etc. - graphie design is a key factor in the création of 

advertising. However, the impact graphie design has on our lives and environment, goes beyond the realm of advertising. It 

has played an important rôle in the appearance of almost ail print, film and electronic média as well as architectural and urban 

signage. Today the graphie image literaily dominâtes our visual environment. It's ubiquitous présence has the potential to 

engage us, inform us, or simply add to the visual morass of contemporary society. (34) 

The initial design explorations for this project were derived out o fa p r o c e s s - a n illustration of abstraction through the 

merging of graphie images. Since the intégration of public images is an intégral part of this project, the process work tried to 

establish a codependance and reciprocal relationship between thèse two entities. Hence, architecture can be perceived as a 

direct translation of graphie design. As mentioned, graphie design is frequently used to illustrate mass mediated messages. 

Therefore, it can be argued that the initial design of this project is equally connected to mass média, since the architectural 

expression is derived from graphie imagery. Underiining the close proximity of advertising to mass média is the fact that thèse 

images were exclusively taken from p o s t e r s - a médium which has established itself as an important communication tool 

over the centuries. 

In order to integrate the harbor with its characteristically simple buildings into the design concept, the chosen imagery for the 

initial design explorations included posters of the A v a n t - G a r d e , as well as récent publications. Most of the old struc

ture in the harbor area in Duesseldorf was built between 1 909 -1 932, a period in which the ideals of the Avant-Garde were 

developed. By merging shapes derived from posters of the Avant-Garde with récent graphie work, the combination of old and 

new would resuit in an alliance between the âge of production and the âge of information. The design concept would not only 

be respectful of the intégration of mass média, but also to the existing building structure. With regards to the site, the con-

ceptual design can be perceived as an évolution of the existing, rather than a simple imitation of the vernacular language. 



T H E P O S T E R - A P U B L I C I M A G E 

Iconographie culture no longer cornes from the muséum. It cornes from the picture galleries of our modem streets - from the 

riotous and exaggerated colors of lithographed posters." 

Lissitsky. from The Poster. G.K. Hall & Co. 1985 

The poster constitutes one of the most effective ways to communicate a message to the public. It is a statement - a mixture 

of the written word and the graphie image. Like any other form of expression it can be enjoyed for its own sake, but usually it 

provokes the viewer in a spécifie course of action, which is described in the poster's message. (35) Although the poster may 

contain layers of meaning which might require time and effort to understand, its impact tends to be instantaneous. (36) 

Increasingly confronted with the world of moving and transforming imagery, the poster has to compete with fiashing néon signs 

and electronically animated spaces. With this in mind, the two dimensional nature of the poster faces a similar dilemma as the 

three dimensional nature of architecture. The poster can be regarded as a médium, which not only propagates a certain 

message, but also constitutes a notion of consistency and stability within the image world. Catherine Duerer states:". . . a torn 

poster, behind which parts of the previous poster are visible. This everyday image is a surrealist spectacle, simultaneously 

poetic, funny and relevant. The image bears witness to the relevance of this médium, as a new message takes place of the 

previous one, and the passer-by is faced with a new attempt at séduction or provocation." (37) Clearly, the poster is subject 

to fréquent change, much like imagery on télévision and magazines. However, since the intervai in which thèse posters are 

renewed is considerably longer, the poster leaves a more lasting impression on our environment. Thèse posters, as Duerer 

suggests, demonstrate the change of events and become a représentation of time. Frequently posters can be found attached 

to the façades of houses, located close to public traffic zones. Hère, the wall transforms from a plane surface into a diverse 

accumulation of posters, which take up most of the space. Différent colors, shapes and layouts compete to attract the view-

ers' attention, and within an instant changing his/her mood or viewpoint. The built structure becomes secondary as it résides 



behind thèse images - a house whose focus shifts into a paradigmatic poster of différent images and messages. 

Furthermore, it can be argued that a two dimensional architectural représentation allows a reading similar to a poster. Both 

forms of représentation are employed to communicate a spécifie message. While the poster can take on various meanings and 

messages, the message of an architectural représentation is mainiy concerned with the communication of s p a c e. Accord-

ing to the type of architectural représentation, it describes the construction or atmospheric delineation of space. 

T H E A V A N T G A R D E 

"Architecture, the art I prefer to ail others, has inspired in me horror of deforming détails and a love a vast surfaces whose 

impersonal nudity prédestines them for great advertising frescoes." 

Cassandre, from The Poster. G.K. Hall & Co , 1985 

The foundations of the Avant - Garde were bred through movements such as Bauhaus, De Stijl and Russian Suprematism. The 

Avant-Garde stood in close relation with the abandonment of omamentation, characteristic of the Art Nouveau, the primary 

concern focusing towards function. Through the élimination of éléments that were regarded as purely décorative, the Avant -

Garde hoped to create a universal language of symbols which were not représentative of nature, but of ideas instead. (38) 

This idealism was dedicated to the création of new forms appropriate for a modem society, a Society of which Mondrian said, 

was becoming more and more abstract (39) This attention to function was an attempt to search for formai solutions to 

problems of mechanical production. The establishment of a production based society stimulated new ideas for design in 

gênerai and for the poster in spécifie: the use of plain, abstract géométrie forms was employed to communicate the message. 

The new poster design was stripped of ail unnecessary décorative éléments, and was brought back to its original function: 

communication. 



While the posters of the Avant - Garde were an attempt to integrate changes within society which were caused by the machine 

âge, the contemporary poster works within the realm of a mass mediated setting. However, posters of both periods share the 

fact that they operate within a social environment which is characterized by c h a n g e . During the Avant-Garde period, 

social change was implemented by the revolutionizing means of production. Today mass média is a significant changing force 

within our social framework. Modem architecture opérâtes within thèse parameters which are continually redefined by the 

média. For the purposes of this project, the simplicity prévalent in the design concepts of the Avant - Garde is consistent with 

the simple appearance of the warehouse structure in the harbor. Thèse buildings are clearly characterized by a concern about 

function - in-keeping with the Avant - Garde's rejection of decoraticnal éléments. The principles derived from the Avant-Garde 

with its simple, geometrical forms, constitute a suitable design concept in this média infiltrated environment. If, as argued 

earlier, advertising and other communication média contribute to the notion of ephemerality in our society, how might architec

ture - which strives towards permanence and stability - i n t e g r a t e mass média and its related images? Within the scope 

of this Master's Degree Project, advertising and mass média hâve been an intégral part of the conceptual idea for the building. 

Image and architecture are perceived monolithically, rather than two separate entities, transcending ail barriers which réside 

between architecture and the mass média. 

The following four pages illustrate the chosen imagery that was ultimately employed in the process of merging and abstracting. 

In chronological order it is shown how thèse graphie devices were transformed into architecture: 
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FROM LEFT TO RIGHT: 

Marvyn Kurlansky for the Muséum of Modem Art, 1990 
Clifford Stoize for AIGA, Boston 
Jon Ashmann for Lithographies 28 
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Through the design of a center for advertising, it is my intent to explore how a d v e r t i s i n g as part of mass média might bear 

on a r c h i t e c t u r e . How can the vast amount of imagery generated by the advertising industry be integrated in the design 

concept of the building? Furthermore, in how far can architecture serve to bridge the gap between the producers and the 

récipients of advertising? In order to invite the public into the building, the programme bypasses the typical arrangements for 

an advertising agency. The building is intended as a center for advertising, which also invites parts of the population with no 

particular interest in advertising. Fundamental to this project is the intégration of a d i v e r s e spectrum of people in the sensé 

that they could contribute significantly to the character of the place, and also serve as basis for stimulating d i a l o g u e be

tween the creators of advertising and their designated target audience: society. 

Through the sélection of the site, the project dérives part of its conceptual idea from the location itself, as well as from the 

existing structure. Part of the challenge of this project was coming to terms with how the design solution might be capable of 

aiding in the re-establishment of the harbor area as part of the i n n e r c i t y . In hopes of drawing people to the site, object -

like architectural éléments, as well as double sided screens facing towards the city were created. In addition to the city access, 

a visual link to the array of new média buildings on the opposite side of the harbor basin attempts to conceptually tie the 

peninsula to the new developments in the area. Ultimately, the project is meant to function as a mediator between the âge of 

i n f o r m a t i o n , embodied by the new buildings in the harbor, versus the âge of p r o d u c t i o n , represented by the old 

structure. 
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The proposed design consists of three major components: the agency, located at the south side of the peninsula, the média 

gallery with a bar/ restaurant and the artist studios on the north edge of the water. The space in - between thèse buildings 

créâtes a plaza at the entrance side and a béer - garden which exists at the end of the peninsula, looking towards the city. The 

foilowing discussion is concemed with key motives of the proposed design as to how they relate to the overall intention. 

Furthermore, it illustrâtes how thèse intentions are translated into architecture. 

S I T E I M P L I C A T I O N S 

In developing the architectural expression of this project, the site with its opportunities and constraints was an important 

determining factor. Despite its proximity to the inner city, the harbor for the most part is disconnected from the city life. 

Since the establishment of the promenade along the river Rhine, the city slowly began to rediscover the harbor area. This 

project présents itself as an impetus to reconnect the harbor to the downtown area. As described, the site, located at the tip 

of a peninsula, faces the entrance to the river port as well as the old part of Duesseldorf. Although situated in the relative 

private area of the harbor, it is highly visible from many viewpoints around the harbor, as well as from the city. With this in 

mind, the site itself has considérable potential to create a dialogue between the harbor and the city. This existing visual link 

became one of the main factors in determining the configuration of the buildings. The unique, oval shape of the agency's 

présentation room in the south, as well as the glass box, containing the média gallery with its prominent theater on the top 

floor on the north side of the peninsula, are the most noticeable éléments as one looks towards the harbor from the city. 

Thèse éléments are situated in such a way, that they can be seen from a distance in order to create interest on part of the 

viewer. Hère, architecture is used much like an advertisement which at any given moment competes for our attention. 



The street leading to the site became a second determining factor in the organization of building components. Since this 

street represents the only means of arriving at the site by land, it does hâve a significant impact on the design. Does the 

design constitute an endpoint to the street - a Grand Finale - or is there différent way of termination? Is the end indefinite? 

Due to the fact that the street resolutely divides the peninsula into two pièces, it calls a significant amount of attention to 

itself - it governs the view. The buildings along the side become static objects as the view almost unobstructediy "flows" from 

the beginning to the end of the peninsular. As a resuit, the design does not attempt to interrupt this dynamic view, rather it 

frames it. By slightly shifting the direction of the street, the view is softened, as the road visually continues to reinforce the 

connection to the city. As the street proceeds in-between the design, this i n - b e t w e e n créâtes an i m a g e : at the 

foreground the harbor with the entrance way leading the view to the middleground along the water and to the city in the 

background. 

Having argued the importance of maintaining the integrity of the street, the project is clearly divided into a north and a south 

side. By positioning the agency on the south side, facing the média buildings on the opposite side of the harbor basin, an 

immédiate visual connection between thèse related building types can be created: the northwest side is occupied with artist 

studios, while the média gallery is located adjacent in the northeast. 

The singular entities of producer, within the realm of advertising, and récipient, society as a whole, are located in différent 

contexts. For the purposes of advertising, the population is divided into target audiences - established according to profiles of 

likely consumers for an advertised product. The information data créâtes a population divided by âge, religion, sex, income, 

race, drinking and eating habits, social préférences etc. If, as Mondrian said at the beginning of the century "society was going 

to become more and more a b s t r a c t" (40), than the research data, which is employed in order to successfully launch a 

campaign, can be seen as the ultimate abstraction. Society exists as data which is arranged and classified every time a new 



product is introduced to the market. Therefore, it can be argued that the creators of advertising hâve removed themselves 

from their designated audience: society. Society is eut into pièces and thèse pièces are thoroughly analysed, dissected and 

labelled. This notion of the abstracted consumer is also emblematic for the way communication works within the advertising 

market. Advertising is reaching out to the public, relinquishing the consumer's response, other than the ultimate décision 

whether to buy the advertised product or not. In order to overcome this process of aliénation, it is one of this project's 

mandates to create a place, which bridges the gap between the producers of advertising and the récipients on an informai 

level. Furthermore, it is this projects intention to create public interest in the harbor in gênerai through the revitalization of the 

chosen site. 

A T R A N S F O R M I N G S T A G E 

The plaza, located at the west side between part of the agency and the artist studios, forms a transitional space between the 

street and the proposed design. Situated at the entrance to the design, the plaza is intended as a buffer zone, which gently 

intégrâtes the street into the design concept. It has much of the same characteristics as its médiéval counterpart in that it 

engages interaction and houses a theater- like scène of people moving in and out, sometimes inhabiting the space, other times 

just passing by in a fleeting motion. The proposed design embraces this play and forms a backdrop for a dynamic stage set-

ting. The conceptual idea of a théâtre was the motive for the expression of the buildings that surround and create this plaza. 

As mentioned, they are perceived as backdrops and therefore the treatment of the façade is of critical importance. Much like 

an actuai backdrop in a théâtre, characterized by impermanence and the ability to transport the audience visually to a différent 

environment, the façade would assume such characteristics. The curtain rises, the play begins - space is transformed accord-

ing to the i m a g e on the backdrop. The actors - employées, interested citizens, visitors, tourists - perform in a play without 

a script: no prescribed movement, no forgotten lines and no director. The play's beginning and end is informed by the people 

moving in and out the space; it is determined by working hours, lunch breaks, and warm summer evenings, where the perform

ance might go longer than expected. The focus is on the actors on the stage. However, at times the stage can be trans-



formed into an auditorium. The former actors become the audience, and the backdrop takes on the rôle of the main character. 

In order for the surrounding buildings to function as main characters, their façade is treated as a screen for the projection of 

messages. The image has the potential to perform, inform, entertain. The screen structures encircling the plaza, are ail 

différent in the way the projected image effects the buildings behind them. 

The first screen - like membrane is attached to part of the advertising agency and consists of perforated métal, in 

order to allow the image to penetrate the façade. Hence, the image does not only rest on the outside, but effects the inside 

as well. The fact that the image permeates the agency's façade, has symbolic character: the advertising industry contributes 

significantly to the génération of média images, which are being transmitted and displayed in our social environment. Due to 

the perforated nature of the façade, the image appears inside as an abstraction, which is a constant reminder of the industry's 

hunger for new imagery. 

The second projection surface is on the façade of an existing warehouse on the south side of the peninsular 

situated adjacent to the agency. Due to the protruding character of this élément it naturally lends itself for the use as a 

screen. Since this warehouse is built out of a load bearing brick structure, which is partially covered in corrugated métal, the 

image does not invade the inside. Hère, the situation can be compared to a théâtre, where the backdrop functions as a sepa-

rating device betweer. the stage and the backstage. The image résides only on the exterior, the interior of the warehouse, or 

the backstage, remains untouched. 

The third projection surface on the north side of the plaza explores the concept of the screen as it protects the 

built structure residing behind it. In order to express the importance of the screen as the sheltering élément, it is treated as a 

singular entity, which is disconnected from the building behind it. Hère, the screen takes the shape of a dominant concrète wail 

as it seems to grow out of the earth. It visually reaches into the body of the earth, underlying its indestructible, stable charac

ter. The artist's studios behind the wail dépend on this notion of stability and shelter, since their appearance is characterized 

by lightness, and translucency - a state of vulnerability which requires the guardianship of the wail. 

Overall, the plaza is characterized by its ability to accommodate various settings: the most natural one being the every day life 

activities in and around the public square, which at times can be coupled with projected imagery. Two fundamentally différent 

ways of communication merge. While the plaza itself promotes traditional interaction, the images on the screen communicate 

only unilaterally. Although the message on the screen might provoke a response on part of the viewer, the flow of information 

is essentially one way. Furthermore, the plaza is used as a tool to explore différent forms of p u b 1 i c n e s s: as men-



tioned, the boundaries between private and public were reconstructed during the évolution of mass média. Prior to the devel-

opment of the média, publicness was linked to the sharing of a common locale, where individuals could be seen, heard, or even 

smelled and felt. (41 ) The idea of the plaza / stage is based on this form of publicness which is rooted in the notion of an 

e v e n t . With the form of mediated publicness, the event exists only on the screen and is reduced to the audio - visual. This 

is the realm in which advertising opérâtes. Alan Wells describes it as a "publicness without a place" (42) According to the 

images on the screen, the defined space of the plaza transforms into a place of constantly shifting boundaries. 

While the plaza is concerned with the intégration of the commercial image, the béer - garden shifts the view towards the 

surrounding landscape. Located at the tip of the peninsula, it overlooks the harbor and allows a glimpse of the inner city. 

Although the viewer is part of the harbor environment, the image of Duesseldorf's old part in the background visually ties the 

peninsula back to the city. 

The notion of a béer - garden has a long t r a d i t i o n in the région, and adds significantly to the quality of life during the 

warm months of the year. With the first rays of spring sun, people corne out to relax, discuss, watch and enjoy their béer from 

one of the many breweries located in the city. The restaurant, situated at the lower level of the média gailery, has two outside 

bars which are designed in such a manner that food and beverages can be provided for the plaza, as well as the béer - garden. 

By its nature, the béer - garden has a more permanent character in comparison to the plaza, which is characterized by its 

dynamic movement. The garden - like qualities of this area remain unchanged, and are used as a source of tranquillity and 

relaxation - a refuge from the ail day life routine. 



R E L A T I O N T O T H E H A R B O R 

The proposed design seeks to draw upon the modest, functional nature of the existing building fabric for the purposes of a 

média building. By integrating advertising into the harbor area, it is hoped to create a tension between the inherentiy transient 

nature of advertising and the more permanent nature of the harbor buildings. Furthermore, it is the intention of this project to 

use the vitality intrinsic in the advertising business in order to revitalize the harbor area. By contrasting the old harbor build

ings with mass mediated imagery, the âge of production meets with the âge of technology and information. Both are mutually 

bénéficiai, which ultimately enriches the expérience of the place and supports the project's intention to reconnect the harbor 

to the city. 

The advertising agency is situated on the south side of the peninsular and acts as an extension to the existing warehouse 

buildings on the same side. Although the proposed design for the agency is not physically connected to the existing structure, 

a row of old warehouses informed the basic massing for the design intervention. The break between the old and the new 

structure créâtes a pedestrian entrance to the plaza for people walking around the harbor basin. In order to connect the tip of 

the peninsula with the new promenade leading from the inner city to the harbor, the walkway is extended around the harbor 

basin. Hence, not only employées from the média buildings along the "Kaistrasse", but also citizens approaching the harbor 

from the city, are enabled to walk to the peninsula. By elongating the promenade to the proposed design , the building be-

comes an endpoint, a destination. However, visually the promenade continues, as the river Rhine guides the view back to the 

city. 

The harbor area not only influenced the original massing strategy for the agency, but also the design resolution. Clarity in the 

treatment of the façade, as well as in the organization of interior spaces, is in - keeping with the simplicity of the existing 

harbor structure. The notion of simplicity and clarity does not only apply to the design of the agency, but was an objective for 
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the complète project. The entire design has been laid out in a way that a person unfamiliar with the terrain is not confronted 

with questions of orientation. Staircases and elevators, as well as the entrances to the various buildings hâve been exposed to 

inform the visitor. They act like a sign post, communicating the activity within the building to the outside as one can see 

people move up and down. A relationship to the harbor can be drawn: in past times old harbor crânes used to unload ships, 

lifting goods from the hull of boat to the pier. As thèse crânes were moving, people in the vicinity were informed about the 

activity in the harbor. The "commodities" of the new âge are human beings as they are loaded and unloaded in and out of 

glazed elevators. 

O R G A N I Z A T I O N O F T H E A G E N C Y 

Due to the highly personalized nature of an advertising agency, it is difficult to make generalizations about agency organiza-

tions. However, there are certain characteristics, which can be used as a gênerai guideline for an advertising agency. For the 

purpose of this project, the building has been designed according to the needs of a full service agency. The full service agency 

offers its clients a range of marketing, communications and promotion services. Thèse services include performing market 

research, planning, creating and producing the advertising, as well as selecting the média and ways of distribution. (43) In 

order to provide thèse activities needed to fulfil the described functions, the full service agency is divided into différent depart-

ments: public relations, marketing, office management as well as créative and account service. The ségrégation of différent 

departments informed the basic organization of the proposed design, as well as the treatment of the façade. The exterior is 

divided into five différent components, referring to the différent éléments of the agency. Due to the clearly structured exte

rior, the public can immediately understand how the agency is organized. Much like an ad in a magazine, the 

agency's exterior is simple and easy to apprehend. 

Although the agency's structure is made up of relatively rigid departments, the création of advertising is not a linear process, 

and therefore requires effective communication between the différent parties involved. Furthermore, the advertising business 

is continually changing as marketers search for better ways to communicate, as technology alters the création and distribution 

of advertising and as the increasing globalization changes the scale of the opérations. Both, the advertising agency as well as 



the advertisements and images they create are characterized by the same feature: change. Hence, the interior spaces hâve 

been designed in a relatively open floorplan, in order to accommodate flexible work arrangements. In addition, the agency is 

capable of changing its configuration in order to accommodate future circumstances. The agency as it présents itself, is 

characterized by the following key features: 

The créative department of the agency is treated as the heart of the agency. It résides between the account service and 

office management departments. Four floors are allocated to the créative services: the top floor is a gênerai workroom. where 

writers, graphie designers and créative directors, are able to discuss the créative philosophy for a campaign. This floor is 

completeiy glazed and présents itself as space of almost undefined boundaries, where one is able to gain visual access to the 

entire harbor as well as large parts of the city. It visually ties the création of advertising back to the city, by lifting it up to a 

higher social realm. Hère, the space acts as a constant reminder of the intégrai relationship between advertising and society. 

Once the strategy for a campaign has been established, the création of the ad commences: the two floors below the gênerai 

workroom are designated to copywriters, responsible for the words constituting the message, and graphie designers, account-

able for the layout. Afterwards the ad is passed down to the production department. Since most agencies do not actually 

produce a finished ad, the production department hires photographers, printers, production studios etc. and supervises the 

production. In gênerai, the ad makes its way from the top to the bottom floor, as it is gradually translated from a conceptual 

idea into the finished product. 

The entire créative section of the building is designed to achieve maximum transparency. The glass façade leans towards the 

média buildings on the opposite side of the harbor basin, emphasizing its connection to the other side. By tilting the façade, 

the amount of reflection on the glazed surface is reduced and layers of activity inside are revealed. The private is no longer 

private as people outside are able to observe the activity inside. The inside becomes an image, a consumable merchandise. 

Next to the specialists of the advertising agency, the clients are the key participants in the process. They hâve the products 

or services to be marketed, and provide the financial backing that pays for the advertising and promotion. (44) Account 

services are the link between the client and the advertising agency. They act as liaison between thèse two entities, coordinat-

ing the activities of the agency and maintaining contact with the clients. During the évolution of a campaign, account execu

tives are involved in the créative process, inspiring the best work and getting this work ultimately approved by the client. 



Hence, their location in the building marks the transition point in the création of a campaign - between the créative service and 

the présentation room. In the process of creating advertising, the présentation room represents the final step - the place where 

the ad is born. Therefore the présentation room is located at the end of the agency, uniquely shaped in an oval form. It hovers 

over the béer - garden as an object and can be seen from the harbor, the city as well as the plaza as one approaches. It calls 

attention to itself, much like the advertisement that is being presented on the inside, once the campaign is released. It is em-

blematic for the way advertising works, in that it's unique shape entices interest - it evokes émotions. 

The public relations and the média department are situated adjacent to the plaza and act as the mediator between the old 

warehouses and the agency. The média department performs research about the targeted audience and plans the placement of 

ads in the various média in order to reach the selected audience most efficiently. Through the application of screens, the build

ing has the ability to transform into a média image, much like an image on télévision or in a magazine as it gets selected by the 

média department. As mentioned, the projected image does not only rest on the surface, but is allowed to penetrate the 

façade. Nevertheless, the impact of the image on the interior is softened due to the qualities of the screen. The south side of 

the building explores the intégration of the image as it violâtes the space. A glazed conférence room protrudes from the build

ing. Part of the image which is projected on the screen surface of the building will penetrate into the conférence room, thereby 

changing its nature according to the traces of the image as it is reflected onto the floor and walls. The walls, already thinned 

down to a minimum layer of glass, completely dematerialize, as the room is entirely defined by images. 

How can one construct a building at a time when the technology of construction has become less relevant than the construction 

of technology? 

Bernard Tschumi, Event Cities. 1994 



The média gallery, located at the north east side of the peninsula, constitutes the most public of ail proposed buildings. It is 

intended to function as a muséum for média and advertising art - a programmatic addition that présents advertising and its 

related média from a unique angle which goes beyond pure commercialism. How can the building adequately reflect its public 

character? Furthermore, how can a building represent média art and technology? 

The twentieth century is the âge of the moving image; from film, to video, computer, advertising and multi média technologies. 

Christian W. Thomsen argues that, "art made possible by electricity and ail the filiations of image producing industries go hand in 

hand with a transformation and redéfinition of architecture." (45) Media technology is not only an intégral part of our lives, but 

furthermore essential to the création of advertising. Therefore, the proposed muséum tries to integrate the developments 

caused by micro chips, modular Systems, and the ail pervading force of the computer technology. Furthermore, it seeks the 

intégration of the exhibition into a broader social context. By extending the interior space out into the street, to the water, to 

the air and to the city, the média gallery reverses the notion of an enclosed muséum space. The surrounding éléments amalga-

mate with the interior of the gallery, creating a fluid transition between inside and outside. Hence, the exhibit is never seen as a 

singular entity, but is always associated with a broader social context. In order to achieve this sensé of fluidity, the entire 

building is designed as a glass box. It displays its contents to the outside, as well as puts the outside world on dispiay as one 

stands on one of the interior platforms. There is no distinction between its form and material character. Bernard Tschumi 

writes: "...undoing the glass, means undoing the house." (46) This notion places spécial emphasis on the treatment of the glass 

façade. Due to the dimensions of the glass box, the construction of the façade goes beyond the normative construction meth-

ods. Hère, the technology of construction rivais the construction of technology - the elaborate technological content of the 

building is reflected in a highly technologized exterior. 

The same principle applies for the média théâtre on the top floor of the building. Technological effort in the construction of the 

théâtre enables a unique représentation of the image, that is being projected inside the théâtre. Suspended from the ceiling, the 

théâtre appears to float without any connection to the building. The theatre's projection screen is integrated into the glass 

façade and designed in such a way that the image can not only be seen from within the théâtre, but also in its reversed state 

from the outside. It communicates its activity to the city along the promenade. Spécial considération was given to the "protec

tion" of the image during day time. Since sun light strongly effects the resolution of the image, the théâtre has been surrounded 

with a moveable screen, which shelters the image during day time. At night time the situation reverses: The image is able to 



stand out on its own, reaching out into the night, without being defeated by the sun. The screen therefore moves away from 

the projection surface, placing the emphasis on the image and at the same time sheltering the audience. 

The notion of day and night also has interesting implications for the entire building: As described, during day time the outside 

environment filters into the building, establishing an ambiguity between inside and outside - the world of the artifact and the 

world of reality. From the outside, an almost indefinite array of layers - trees, water, harbor buildings, bridges across the river 

Rhine, and the city skyline are reflected back onto the glass façade. The city is visually tied back to the harbor. The structure 

of the glass box almost dematerializes, as one is partially able to see through the reflections on the façade. The boundaries of 

the house dissolve. However, the situation gradually changes with the passage from day to night. The reflections slowly 

decrease as the sun sets, and the artificial light inside causes the building to act as a giant lantern. Now the building returns 

everything it has taken from the environment during the day in its own way: it gently lights the surrounding area, and further-

more acts as a focal point as one looks towards the harbor from the city. 

T H E R E S T A U R A N T 

The restaurant is located at the lowest level of the média gallery, overlooking the water to the north side. It is designed to 

attract various people, as it offers a bar, as well as several eating areas which differ in the degree of privacy they provide. The 

entrance to the média gallery is via the restaurant as one walks along the bar leading to the elevator, or takes the stairs 

situated in close proximity to the entrance. This notion underlines the restaurant's anticipated function as a mediator between 

people related to différent fields, backgrounds, opinions etc.. Habermas wrote about the public reading rooms at the turn of 

the century, that "not the newspaper itself is the main public factor, but the discussion and face to face interaction of the 

readers stimulated by it." (48) At times, where the notion of a public reading room has been taken on by télévision, comput

ers and other means of mass communication, the restaurant is anticipated to provide some of its inhérent qualifies: it func-

tions as platform for discussion between employées, visitors of the gallery, or people who just corne to enjoy a good meal and 

the unique atmosphère in the harbor. 



The artist studios, situated on the north side of the peninsula, are a programmatic addition, which is supposed to enrich the 

process of creating advertising from a artistic point of view. On an urban level, the studios are conceived as an extension of the 

street leading to the design. They form a device which guides visitors onto the plaza. 

The studios are separated into two parts: the first one is located underground, the second one raised from the ground. They 

were placed on the site of an existing warehouse, which was abandoned several years ago. Although the warehouse currently 

still exists, it was removed for the purposes of this design. However, the simple language of the existing structure became the 

impetus for the design of the studios which take its place. Hence, the traditional architectural language has not been changed, 

but modified according to présent needs. The studios which are lifted up from the ground présent themselves in equally modest 

and simple terms as the old warehouse. They are simple spaces, which place the emphasis on the artwork as it is created. The 

studio's structural steel frame is exposed inside and also noticeable from the outside, underlining the building's modest charac

ter. Nothing is hidden. In order to strengthen the studios' warehouse - character, an old harbor crâne, situated adjacent to the 

studios, reappears in a modem context. This time it is used to lift art materials into the atelier which serves to revive some of 

the traditional aspects of the harbor. 
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The design for an advertising firm in Duesseldorf, Germany, has attempted to integrate advertising média within the realm of 

built form. At times, where the mass média and its related imagery seem to détermine the pace of life in our contemporary 

society, architecture needs to implement a catalyst which works towards the intégration of thèse média. By establishing a 

ciose relationship between architecture and advertising, the project's emphasis has been placed on the close proximity between 

thèse entities. Hère, the challenge was to find a balance between architecture and the biurred boundaries within the world of In perfect world everybody eats cwo eggs a day and 
drives a Saturn. (48) 

advertising and its mass mediated images. Thèse images evolve on a continuum, their messages translated to us on an every 

day basis, penetrating our thoughts and actions, possibly or inevitably altering our décisions. 

The proposed design has been integrated into an area of Duesseldorf not yet influenced by the média âge and ail of its techno-

logical advances. By juxtaposing the média âge with the existing warehouse structure, the hope is to create a positive tension 

between the old and the new, the harbor and the inner city, the ever changing world of artificial images and the stable appear-

ance of the harbor area. Thus the design for this Master's Degree Project can be perceived as a mediator - negotiating between 

the world of artificiality and the world of reality. 

This Master's Degree Project exists in the realm of advertising, mass média and its related technologies. Since the importance of 

mass média seems destined to grow even further, and the technologies which enable the production and transmission of medi

ated messages seem to develop at astonishing time frames, this project constitutes a moment in a continuum. Given the speed 

by which our society has been changed throughout the prolifération of mass mediated imagery over the past décades, future 

developments in the média are likely to pose new tasks and demands onto architecture. Hère a new project lies. And so the end 

of this project can be perceived as the beginning of a new one. 
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