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Thesis: Architecture that captures the DYNAMICS of modern 

life and mass production based on order and FUNCTION 

serves as a mass consumerist communication medium 

Facility: The project is a VOLKSWAGEN AND AUDI 

AUTOMOBILE SALES FACILITY within a multistory office building 

housing Volkswagen and Audi of America's corporate 

headquarters. The facility will also include pop cultural 

components of a museum restaurant, night club, and boutique. 

Site: The facility will be located on the Monroe Block facing 

Campus Martius, a 2 acre park in the process of reconstruction 

for further downtown revitalization for Detroit, Michigan. 



Architecture that captures the DYNAMICS of modern life and mass 
production based on order and FUNCTION serves as a mass 
consumerist communication medium. 



Fig 1.1 Albert, Kahn, Ford Pavilion at New York World's 
Fair, 1939-40 

Fig 1.2 Erich Mendelsohn, Car Factory, 1915 

Architects have long been fascinated with the automobile. Much of the early 

Modern movement went hand in hand with industrialization, of which the 

automobile was a major component. Architects have incorporated the automobile 

and many of its characteristics into architecture. This fascination partly stems 

from the idea that the automobile is an object of pure design: the marriage of 

engineering and art, an elegant work of art in itself. It also signified a new, 

mobile culture for which architects would now design. 

Despite the similarities of architecture and the automobile, it remains that 

architecture is innately static and the automobile is very dynamic. However, Erich 

Mendelsohn, who actually never owned a car, succeeded in an architectural 

aesthetic that nearly embodied the dynamism of the automobile. As a mass

produced consumer good, the automobile is closely linked to the ideas and 

practice of Mendelsohn. He achieved a streamlined effect using horizontal bands 

of windows along with rounded corners. The horizontality decreased the tension 

that is innate in verticality of typical tall buildings of the time. (Margolius, 1 28) 

"The vertical building creates the vacuum of use at its peak, and in its foundations 

the intolerable pressure of drudgery. Connecting such contradictory elements in a 

series naturally creates revolutionary tensions and gradually yield to the 

horizontal tendency of parallel connection of elements in future production 

organisms" (Mendelsohn, 23) 



· -"·· ·" Erich Mendelsohn's modernist model is described as dynamic functionalism. 

. . . ··----.. :: Although his work is commonly, and appropriately, categorized as expressionist, 

.. · · .. · ._ . · his thoughts went beyond simple expressionism. His ideas were not necessarily 

!iii-.~;::::-:. : · , -_ .. < unique, but the combinations of ideas and their implementation yield a unique 

Fig 1.3 Erich Mendelsohn, Optics factory, 1917 

~~~<.~·- aesthetic that exposed many of the contradictions that other modernists were 
· "~·. ,,;';) attempting to transcend. 

,>.._ 

Fig 1.4 Erich Mendelsohn, Central railroad station, 1915 

Fig 1.5 Erich Mendelsohn, Einstein Tower, Potsdam, 
Germany, 1920-21 

Erich Mendolsohn (1887-1953) emerged as a young architect in 1919 in Berlin 

with an exhibit of his architectural drawings of conceptual industrial structures. 

The sketches of building exteriors offered a new vision of austere, honest 

modern aesthetic. The forms exuded vitality and monumentality, which extended 

from the gripping forms and shapes and their scale. Although the social climate 

of the Weimar period was very progressive, and Mendelsohn thrived as an 

architect, he remained outside of the inner architectural circles in Germany at the 

time, which included Walter Gropius, Mies van der Rohe, and Bruno Taut. (James, 

2) 

The Weimar Republic was established at the end of World War I, and was the 

first attempt at a federally organized form of German government. A great 

deal of intellectual activity in modern arts and sciences took place despite the 

financial and political obstacles in the Weimar Republic. Huge advances were 

made in the fields of art, painting, writing, theater, film, music, social research, 

physics, and chemistry. Some of the most well-know thinkers from this period 

include Albert Einstein, Walter Benjamin, Martin Heidegger, and Vasilly 

Kandinsky. (Weimar, 1) 



. . 
Fig 1.6 Charles Sheeler, 1927 photograph of Ford River 
Rouge complex, Dearborn, Michigan 

Mass culture emerged in Germany during the Weimar Republic. An 
exaggerated form of industrial culture made a huge influence on the Weimar 
people. Ford's assembly line production practice, the skyscraper, and advertising 
were major American-based topics for Weimar's artists. Mass production and 
consumerism took Germans by storm and offered a new, modern life. (Weimar, 
1 ) 

Mendelsohn viewed the machine as a new organism that dominates nature as 
well as serves nature. The machine's "task is to sustain the multiple correlations 
between a growing population and increased production, between 
industrialization and rising consumption, to regulate these correlations and to 
master their effects." (Mendelsohn, 24) Life now had a new rhythm, that of 
industry: "precision of the machine's rotations, its harsh sounds, the metallic 
brightness of its materials bring us new clarity and light." (25) 

By the 1920s, mass production was deeply imbedded into Germany's economy 
and society, assisting the country in economically rebounding from World War I. 
He believed that mass production offered the best hope for a more democratic 
society, rather than dehumanizing society. Mendelsohn's extensive use of mass
produced materials and latest mechanical systems supports this idea. (James, 4) 



Fig 1.7 Display window for Kaufhaus des Westens 
reflecting mass consumerism. 

Mendelsohn differs from many of his modernist contemporaries who implemented 
mass produced materials functionally and advocated standardization of 
unproven "pure forms". Mendelsohn favors to express the innate dynamic qualities 
of mass-produced materials. For example, Mendolsohn greatly favored the use 
cast-in-place concrete, but for its plastic quality, which allowed him to celebrate 
sculpt forms. Meanwhile, many of his contemporaries shaped concrete into 
rectilinear shapes, which shunned the dynamism of industry and denied its origins 
as a mass-produced material. (James, 4) 

More so than mass production, mass consumerism and the circulation of market 
imagery signify modern society. Mendolsohn was a key player in developing 
industrial imagery for consumers, which he equated with utopianism. (4) Most of 

Fig 1.8 Christmas shoppers on Woodward Avenue in Detroit Mendelsohn's facilities address these new characteristics mass product distribution 
in early 1900s d • M d I h • b k b ·1d· h f 'I an mass consumerism. en o so n s est- nown u1 mgs are t ose or reta1 , 

particularly department stores, which was a very economical method of 
distribution of mass-produced product. 

Mendelsohn was required to program these new facility types. In doing so he 
emphasized the necessity of function. The spatial functions of these types were 
accommodated efficiently. This efficiency provided order and simplicity 
contrasting the increasingly complex urban environment. 



Fig 1.9 "Organization-Advertising-Sales Techniques
Display Window Decoration." Front cover design for Die 
Aus/age, 1928 

A secondary advertising function is also served by dynamic functionalism. 
Mendelsohn significantly opened the interiors of his retail spaces to the public, 
by increasing the window area between the interior and the street. Mendelsohn 
was also successful in integrating signage into the architecture of the building, 
providing a clear readable structure. The combination of these elements, in 
addition to a unique aesthetic provides a commercial image for the 
establishment. 

It was the modern vitality, its speed and rhythm that Mendelsohn found exciting. 
Rushing automobiles and the frenzied pace of passersby in the city center 
offered unprecedented dynamism, turbulence, stress, and chaos. Mendelsohn 
utilized built form not only to visually encompass and absorb the hurried pace of 
modern life but to also bring order to the dissonance of modern life by offering 
a static immobile structure as an orientation device contrasting the bustle of the 
street. At the same time the structure served as a guide for traffic, conveying 
movement in the horizontal direction. "Contemporary man, in the excitement of 
his fast life, can only find balance in the stress-free horizontal." (Mendelsohn, 27) 
Mendelsohn managed to make industry's effect on the individual thrilling, not 
threatening. 

In today's "Age of Information", dynamic functionalism is particularly relevant to 
society and its built environment. Our culture constantly seeks order and 
direction in the constant exposure of data. A building that takes into account this 
chaotic inundation of information and supplies some sort of order will strike 
interest in and be received and utilized by the masses. 



Dynamic functionalism is an architectural model that takes into account the project as a whole. The 
automobile is a mass produced, mass marketed, mass consumed product, which dynamic functionalism 
celebrates. Materials and construction methods utilize mass production methods, steering away from 
customized components. Instead, dynamic functionalism embodies a very important concept to our present 
culture: mass customization. Mass produced components are put together to create a whole that is unique 
and different from any other form built from the same components. In essence, this allows function and 
efficiency of the product for the individual. This is an idea that has revolutionized modern production 
similarly to the assembly line did for production at the beginning of the 20th century. The idea of a kit of 
parts and customization from generic components can be seen in production of computers and automobiles, 
where the parts are chosen individually to form a functional whole that fits the needs and desires of the 
individual consumer. 

Detroit, as the "Dynamic City" in the early 1900s, embodied the Weimar obsession with industry. While the 
modern city of Detroit is quite the antithesis of its existence in its heyday as a growing, changing, fast city, a 
strong movement is underway to counter the decline of the central city. This movement is accompanied by a 
nostalgia for the "Dynamic City", yearning for a return to the romance of industrialization that Detroit once 
represented. The industrial aesthetic and undercurrents of dynamic functionalism can very well satisfy the 
nostalgia of the "Dynamic City" while signifying change and growth that Detroit yearns for. 

Dynamic functionalism also serves a purpose for the client, Volkswagen of America, who is interested in 
increasing the visibility of their company and product. Dynamic functionalism has proven to be a medium 
for communication between companies and consumers. The functional aspects of the dynamic functional 
model provides an honest, clear communication and understanding about the company and its products 
without confusing the consumer. In addition, the form of dynamic functionalist structures, will provide an 
eye-catching icon for VWoA. 



ISSUE: Image 

GOAL: The building's appearance shoul~ visually reflect the vitality of contemporary life. 

PERFORMANCE REQUIREMENT: The building will take an aerodynamic form. 

Rounded comers Horizontal emphasis 

·_ .·'" .·... . . . " 1.8 



PERFORMANCE REQUIREMENT: The building's rhythm will reflect that of mass consumerism, 
sporadic and broken. 

Differing dimensions and 
uneven positioning of 
openings. 

Similar elements of 
differing size 

PERFORMANCE REQUIREMENT: The building will be i entifiable with th client and its 
products 

Product shape and 
textures subtly translated 
into architectural elements 

Slgnage Incorporated as 
architecture 



ISSUE: Materials and construction 

GOAL: The building sHould be rationally constructed of ontemporary mas produced 
materials. 

PERFORMANCE REQUIREMENT: Mass produced materials will be used whenever possible 

Repeating elements Machine produced products 

1.10 



PERFORMANCE REQUIREMENT: Products that are modular will be utilized to produce 
unique forms. 

Modular elements creating 
unique forms 

Unique patterns from 
modular elements 

PERFORMANCE REQUIREMENT: Materials and asse bly used in automobiles will be used 
whenever practical. 

Structure hidden by 
cladding and finishes 

1.11 



ISSUE: Psychological comfort 

GOAL: The building w·11 be simple and , asy to navigate and maintain individual's orientation. 

PERFORMANCE REQUIREMENT: Spatial organization hould be clear. 

Spaces organized by 
function 

Material changes 
accompany functional 
changes 

1.12 



PERFORMANCE REQUIREMENT: Buildi g processes should be easy to follow. 

Spatial sequence follows 
process 

Walls indicate circulation 
path 

PERFORMANCE REQUIREMENT: The u er should remain oriented throug out all spaces . 

••••• • -I 
Central monument visible 
from all spaces. 

Visual access between 
functions and departments 

1.13 



Schocken Department Store, Stuttgart, Germany 

Architect: Erich Mendelsohn 

Completion Date: 1928 

Scope: Showroom and retail store for Schocken department store chain, which dealt mostly in 
clothing. 

Parallels: The Schocken Department Store is one of many examples of Erich Mendelsohn's 
facilities that embodies dynamic functionalsm. Its shape is aerodynamic, avoiding sharp 

Fig 1.10 Drawing depicting overall view of the store 
...... -.--. corners and emphasizing the horizontal. The store is identified by its architectural signage, 

unique image, and public views of product through large areas of glass facing public domain. 
The tower-like cylinderical corner provides a landmark for the busy city. 

D . 

" 
-~··=··,··,-~11"~~· .. •· 
I .,' .I hi' jl; · ~· I 

, - ·-F'-"'f-' . ...J ... .. . 

Fig 1.1 2 Ground floor plan 



:-~~4 

Display Room and Workshop for Automobiles, Detroit, Michigan 

Architect: Frank Lloyd Wright 

Date: Designed in 1947-48, never built 

Scope: Three-story facility with a 7-bay reinforced concrete frame. Workshop is below grade, with main showroom clad in glass at 

grade. The defining feature of the facility is the cantilevered automobile, which implies speed and flight. (De Long, 94) 

Parallels: Wright embodies many of Mendelsohn's dynamic functionalist ideas in this automobile dealership. The horizontal is 
emphasized in the overall form of the building, especially with the line of the ramp. The form is also defunct of sharp corners. The 

result is a streamlined design, inspired by the automobile. Also, concrete is sculpted into a form that is celebratory of its origins and 

uses, allowing the fa~ade to open up with glass. The glass front is a mass consumerist method of advertising, displaying mass-produced 
products to the masses. The building in itself acts as a monument in its surroundings and an advertisement for itself. 

-- ... - -
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2.1 Audi TI 

2.2 Volkswagen's "New Beetle" 

The project is a VOLKSWAGEN AND AUDI AUTOMOBILE 
SALES FACILITY within a multistory office building housing 
Volkswagen of America's corporate headquarters. The facility 
includes a variety of pop cultural components including a 
restaurant and night club, boutiques and a media museum. 



Figure 2.3 
Cluster of peripheral car dealerships 

American car dealership is an icon on the typical peripheral 
landscape. In its most common existence as glass-fronted box in the 
center of a large lot, a car dealership is underutilized as a marketing 
tool for its product. Design that is applied to the automobile could 
similarly applied to the automobile dealership. The automobile 
dealership could then become a celebration and stronger icon of 
contemporary global culture and its relationship with the automobile. 

The project is a model Volkswagen and Audi automobile sales and 
service facility within a multistory office building housing 
Volkswagen and Audi of America's corporate headquarters. The 
sales aspect of the dealership will utilize interactive learning with 

Figure 2.4 
Typical American car dealership potential consumers about the Volkswagen and Audi automobile 

~--------i.....company, and its products and services. Integrating the dealership 
within an office building will create a unique situation, allowing volumes 
and objects to be utilized as elements of expression and dialogue. 

To create a model sales facility and identifiable 
building for Volkswagen/ Audi of America in a high profile location, 
in order to encourage product sales. 



--------- "Nearly every car that has ever cruised the nation's highways made its debut as a 
gleaming newborn industrial artifact at an auto showroom. In addition to being the 

maternity wards of the motor age, showrooms have also served the roles of 
. wedding chapel, where the driver and new car are first united; hospital, where ailing 

~-'~. · .... cars receive treatment; and funeral parlor, where owners and their elderly vehicles 

· part company at trade-in time." -Chester Liebs 

Figure 2.5 Early 1900s "Main Street" auto sales facility 

Figure 2.6 Neo-Gothic auto showroom, 1925, one of the 
wide variety of archltectvral styles in which showrooms 
were desginged during the period. 

At the turn of the century, national retail networks for automobile companies were 

established at minimum cost by granting selling rights to local entrepreneurs. The 

earliest auto showrooms were converted bicycle, horse carriage, and blacksmith 

shops on Main Streets. Entrepreneurs that chose to construct new buildings for 

auto sales retained the traditional retail, store-front Main Street aesthetic and 

function. Due to cutthroat competition among auto companies, many of which 

were short-lived, impressive and attractive showrooms, in addition to quality 

products and convincing advertisements, were utilized to bolster consumer 

confidence. "Object-lesson" showrooms provided models for the appearance of 

new automobile showrooms. They were constructed in high-profile business 

districts in large cities. These model showrooms borrowed the aesthetic of office 

buildings, banks, and railroad stations, thus communicating a civic presence. 



Even in the early days of the auto dealership, dealers recognized the benefits of 

locating outside downtown: wide avenues, low taxes, cheap land, room for 

expansion, and proximity to rail lines. 

Figure 27 Remains of Chicago's automoblle row. 

During the Depression of the 1 930s, auto companies replaced model showrooms 

with guidebooks directing dealers on how to stay afloat and positive in the 

difficult economic times. The books recommended dealers to locate out of town in 

a modest building that boasts the appearance of an oversized gas station. Most 

of the existing dealers, however, were forced to make the best of the facility they 

had, and took architectural and trade recommendations to modernize, resulting in 

streamlined appearances. 

ht• t~ 
After a standstill in auto production during World War II, emphasis on eye

"°" catching showrooms as well as new guidebooks returned to the dealership. The 

~gl:: .a new guidebooks addressed organization, rather than appearance. They once 

··::::5;l __ .,..again advocated relocation on larger lots outside of town. However, new tactics 

Figure 2.8 Streamlined dealership style, typical 
during the Great Depression 

were used to appeal to the automobile-based culture. Visual effects and 

displays were directed to rapidly moving motorists, with large signs and new car 

displays through glare-free windows. Visually apparent service departments 

signified its importance and its entry. Signage and trademarks were increasingly 

Figure 2.9 Showroom with window display, typtcally used to clarify function. Less obvious techniques of sales were used such as 
used to appeal to motorists driving by. f 

........ 11!~~~-~I connecting the new car showroom visually with drivers taking their auto in or its 

latest problems. Accessory displays were also placed at the cashier to further 

tempt drivers into purchasing products. Through this sort of careful planning, the 

automobile showrooms fulfilled modernist ideals by functioning as "machines for 



In the 1950s, production had increased to unprecedented rates. This was 
followed by pressure from automobile companies for dealers to sells these autos 
at high rates. This led to the adoption of volume selling principles. Entrepreneurs 
became franchised and settled on large lots in areas outside of the city, where 
more land was available for a smaller price. Large areas of land provided 
space for new automobiles to be parked in lots, just like ordinary cars in a 
parking lot. This organization, accompanied by banners and offices in a building 

"_;;:_84Uf:f!Jif 0 OM ~near the end of lot, allowed dealers to sell autos at lower prices. Manufacturers 
- , J ,,,-4?-=- seemed to accept this practice since it rapidly moved their products. The majority 

of dealership costs shifted from facility operation to advertising. These 
~~~"automobile supermarkets" were also known for poor service departments. 

Figure 2.10 Highway-side car dealership with expansive 
lot and sales and service facilities in the background 
become the staple beginning in the 1960s. 

_, 
' In the 1 960s, dealerships became a composite of the "automobile supermarket" 

and the showroom. The return of the showroom, which was combined with service 
and sale functions, was used as a reception area, rather than a marketing tool. 
The building remained near the rear of the lot, away from the highway. It 
overlooked the large lot which displayed the majority of the inventory. This was, 
of course, very visible to passersby on the highway, serving as an advertisement 
for a product that was immediately available; just a quick exit off the highway. 
In this organization, the salesman became less important in actually selling the 

car, but primarily functions in closing the deal. 

Essentially, the primary shift in American car dealerships has been the changing 

showroom: from a grand space, to the roadside. 

(Liebs, 7 5-93) 



Fig 2.12 "Do, Do, Do" 
commercial 

Fig 2.13 "Synchonicity" 

Fig 2.1 l VW logo 

Volkswagen, "The People's Car", was begun by Adolf Hitler, previous to World War II. Hitler 

commissioned automobile expert Porsche to design a car that would be affordable and accessible to the 

people of Germany. This was part of Hitler's vision to fully integrate the car into German lives. 

Upon the brink of World War II, Hitler converted the Volkswagen factory in Wolfsburg, Germany into a 

production plant for German tanks, causing controversy and doubt In Hitler's true Intentions of the 

establishment of the "People's Car". Soon after the war ended, the Volkswagen factory once again 

produced automobiles, and continued production of its most famous car, the bug. 

Volkswagen is currently the top-selling European importer in the United States, and the third-largest 

automobile manufacturer in the world. Volkswagen has encountered extreme highs and lows in success 

over its lifetime. The Volkswagen bug, marketed and seen as quirky, utilitarian mode of transportation, 

was widely accepted in the United States when it was first marketed In the 1960s. At that time, 

Volkswagen became entrenched in American culture. Children would partake in the "Slug Bug" game, 

punching the nearest friend in a playful manner. During the 1980s, the VW ceased production of the 

beetle for the United States due to the lack of safety systems and high emissions. With the re-release of 

the New Beetle in 1998, Volkswagen increased dramatically in popularity In North America, recalling the 

playful spirit that the older beetle models evoked. 

Since the 1950s, Volkswagen of America has been existence under the parent company of Volkswagen 

-.....:.....~..--- AG in Germany, which also owns other famous automobile producers Including Audi, Rolls Royce, and 

Lamborghini. VW automobiles that are sold in America are assembled in Mexico of German-made 

parts. Volkswagen produces and markets other automobiles including the Jetta, Golf, Cabrlo, Passat, 

Passat wagon, GTI, Camper and Eurovan. 

Beyond the "Slug Bug" game, Volkswagen has found its way into American culture through Its advertising. 

Catch phrases like "Fahrvegnugen" and "Drivers wanted." have taken a firm stance in popular American 

culture. Volkswagen also produces a variety of television commercials that have encountered mass 

appeal to the 20-something and early 30-something professional demographic. From a rhythmic drive 

through New Orleans' French Quarter in the "Synchronicity" to the "Da, Da, Da" commercial of the late 

90s, young people have taken hold of the hip, progressive image that Volkswagen of America has aimed 

for. 



August Horch founded AUDI Works in Zwickau, Germany in 1909. The Latin word "Audi" is 

equivalent to the word "Horch" In German, which mean "Listen!". This simple and brilliant 

nomenclature reflects the Audi tradition of simple and brilliant automobile manufacturing. 

In 1 932, Audi, Horch, DKW, and the Wanderer Automobile Department joined to become the 

Auto Union AG. At this time, the four linked rings were adopted as a symbol of the unbreakable 

union of the four founder companies. Based in Chemnitz, Auto Union became the second largest 

Fig 2.14 Audi's four rings automobile manufacturer in Germany. In 1966, Auto Union became entirely owned and a 

subsidiary of Volkswagen. Since the mid-1960s, Audi has served as the luxury line of 

automobiles for Volkswagen, priding itself on safety and sophisticated engineering. 

:i~ 2. l 5 .Audi's The following is a chronology of automobile engineering advancements accomplished by Audi: 
soph1st1coted image 

1923: all-aluminum overhead-camshaft inline six 
1 926: all-aluminum twin-overhead-camshaft lnline eight, vacuum-boost brakes, thermostat

controlled cooling 1930: first car with front-wheel drive 
1979: began development of all-wheel-drive for high-performance uses 

1 9S2: "quattro" wins its first World Rally Championship 
1995: Virtual-axis front suspension allows front wheel drive with no torque steer 

The models that are currently being marketed and sold in the United States include: A4, A6, AS, 

TI Coupe, TI Roadster, SS, S4, A6 Avant, S4 Avant, and A4 Avant. 



ISSUE: Internal Circulation 

GOAL: Efficient information and product circulation will accommodate superior customer service of the 

facility. 
PERFORMANCE REQUIREMENT: Product circulation within the building should be easy. 

Openings large enough for 
vehicles to circulate. 

Reliable elevators large 
enough for product. 

PERFORMANCE REQUIREMENT: Paper or physical information should be transported quickly. 



Cafe and Club 
4500 ft2 

FUNCTION: This area will have dual functions, based on time. By day, 

the area will serve as a casual cafe, and by night, it will be a dance club 

and bar. The cafe and club will serve as a direct cultural link between 

public and Volkswagen, as an attractor. It will therefore link to VW 

product by providing visual links to products. 

ACTIVITIES: Enterataining, Dining, Serving, Food preparation, Dancing, 

Drinking, Socializing, Monetary transactions 

USERS: Patrons, Food service workers 

CHARACTER: The space will have a grand, civic atmosphere. The 

showroom will also be a sectionally rich space, providing an exciting 

visual environment. The materials will be rich in color and texture, with a 

variety of surface types. 

PERFORMANCE REQUIREMENTS: 
• The area will facilitate a dual function by being adaptable. 

• The space will be grand in scale. 
• The volume will be sectionally rich. 



Showroom 
9,000 ft2 

FUNCTION: The showroom is the primary platform for sales of VW and 

Audi automobiles and will therefore be highly connected to pedestrians 

and passersby. Visitors are welcome to wander and browse the 

automobiles and educational displays, which offer a variety of levels of 

Interaction. Sales staff will also be on hand to guide and inform visitors 

and answer questions. The showroom will be well connected to additional 

sales-based spaces, including the sa les offices and test drive area. 

ACTIVITIES: Viewing, Interacting, Informing, Learning, Entertaining 

USERS: Visitors, sales staff 

CHARACTER: The showroom will have a very active, exciting atmosphere, 

while providing an open, airy feeling. Displays will be move and decor 

(including accent lighting) will imply movement. Hard materials will be..,_ __ .,. 

utilized to echo sounds and thus increase excitement. 

PERFORMANCE REQUIREMENTS: 
• The showroom will be a sectionally rich space. 
• large exterior windows will provide light and create an open spatial quality. ._ ________ .. 

• A variety of views of the product will be provided 

-



Reception 
500 ft2 

FUNCTION: Four receptionists, within the showroom, act as liaisons 
between visitors staff, as well as provide general information to visitors. 
The space will also act as a barrier between offices and the public. 

ACTIVITIES: Informing, Communicating 

USERS: Receptionists, Visitors 

CHARACTER: The receptionist area will be fully integrated into the 
showroom, and continue the open feeling of the larger space. The space 

will have a stand-like quality that is visually unique and attractive. 

PERFORMANCE REQUIREMENTS: 
• The reception area will be a different height than the greater 

showroom space to provide intamacy. 
• The area will act as a buffer between the greater public space and 

offices. 
• The reception area will be visual accessible from all parts of the 

larger showroom. 

I • 

. 2.11 



Iconic Display 
4000 ft2 

FUNCTION: The iconic display acts as a museum component within the 

larger showroom. It will serve as an educational venue about the 

Volkswagen and Audi Company and its automobiles. The display will 

include 15 historical automobiles, artifacts enclosed in glass cases, wall 

displays, and multimedia displays. The area will also function as a respite 

for visitors, with seating areas. 

ACTIVITIES: Informing, Learning, Sitting 

USERS: Visitors 

CHARACTER: The space will have an intimate, warm, yet exciting feeling. 

Furniture for sitting will be and appear comfortable, overstuffed and 

upholstered in leather. The area will be finished in soft materials, such as 

carpeting. Spotlighting will highlight displays and features. 

PERFORMANCE REQUIREMENTS: 
• Visitors will circulate around displays. 
• Area layout will delineate paths. 
• Displays will be distinguishable by brand. 
• Spotlighting will feature displays and products. 
• A lower ceiling will differentiate iconic display from larger showroom 

and provide and a more intimate space. 



Boutique 
3500 ft2 

FUNCTION: The boutique provides an opportunity for visitors to purchase 
Volkswagen and Audi merchandise and for VW and Audi car owners to 
purchase accessories and parts for their automobile. Monetary 
transactions will also occur in this space. The boutique, like the iconic 

display will be within the larger showroom space. 

ACTIVITIES: Browsing, Assisting, Purchasing 

USERS: Visitors, Owners, Cashier, Retail associates 

CHARACTER: The space will have an exciting atmosphere. Products will 

be displayed to be visually intriguing, with less visually pleasing products, ----------i 
such as mechanical parts, less visible. The area will be finished in soft 

materials, such as carpeting, and lit with soft accent lighting. 

PERFORMANCE REQUIREMENTS: 
• Visitors will circulate around displays. 
• Area layout will delineate paths. 
• Merchandise will be visually accessible, if not physically accessible. 

• Spotlighting will feature displays and products. 
• A lower ceiling will differentiate iconic display from larger showroom..._..._ ______ ....!! 

and provide a more intimate space. 

-
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Vehicle Demonstration and Test-Drive 
4400 ft2 

FUNCTION: The vehicle demonstration area is essentially a parking area 
for 22 demonstration vehicles. Visitors, accompanied by sales staff will 
depart from and return to the facility in the demonstration vehicle. This 
exterior space will be easily accessible from the showroom. 

ACTIVITIES: Entering and exiting automobiles, Driving, Parking 

USERS: Visitors, Sales staff. 

CHARACTER: As a transitional space from interior to exterior and from 
pedestrian to vehicular circulation, the showroom's materials and character 
will be extended to the exterior, with a light, open feeling, and hard 
materials. 

PERFORMANCE REQUIREMENTS: 
• The area will have direct vehicular access to public roads 
• The automobiles will be arranged to provide unhindered entry and 

exit from the area. 
• Users will be provided with space to facilitate easy entry and exit into 

and out of vehicles. 

• 



Inventory and stock 
34,000 ft2 

FUNCTION: The inventory and stock area serves as a storage area for 
200 parked automobiles that are intended to be sold to visitors. Visitors 
are free to browse and view the automobiles, and may be accompanied 
by a sales staff member. The automobiles in stock should be easily 
accessible to visitors in the showroom. 

ACTIVITIES: Viewing, Automobile presentation, Verbal discussion 

USERS: Visitors and Sales staff. 

CHARACTER: The inventory and stock area will be more special than a 
mere parking lot or garage, and will take the form of a sculptural element 
within the facility. The area will also have a relaxed atmosphere, where 
visitors are free to browse the products. The floor surfaces will be durable 

and easily cleaned, resisting wear from automobile traffic. 

PERFORMANCE REQUIREMENTS: 
• Automobiles will be organized by product type. 
• Organization will be readable. 
• Visitors will be allowed to circulate around product. 

Ill 
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Victory Lane 
300 ft2 

FUNCTION: The victory lane is a ceremonial and celebratory space in 
which new owners depart with their newly purchased automobiles. 
Automobiles are brought from the preparation area, having been 
detailed. At that point, the new owner inspects the automobile. The 
owner will be congratulated by the sales staff and be photographed with 
his or her new automobile. The victory lane will accommodate one 
automobile at a time and be adjacent to the showroom, sales offices and 
the exterior. 

ACTIVITIES: Celebration, inspection, photographing 

USERS: New customers, sales staff, auto preparation staff 

CHARACTER: The victory lane is a celebratory space with a monumental 
feeling. It should have the feeling of being outside, but be protected 
from the weather, so that the departure process will be comfortable 
throughout the year. 

PERFORMANCE REQUIREMENTS: 
• The victory lane will be incorporated into a monumental portion of the 

facility. 
• The space will be protected from the elements. 
• The space will have the a great amount of solar light during the day. 

. . . 
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1 5 @ 1 50 ft2 = 2250 ft2 
SALES OFFICE FUNCTION: Sales offices serve as a base for sales 

representatives, where each individual soles representative may carry out his 

administrative duties such as paperwork in a private area. Sales representatives 

will also be negotiating prices and product features with potential buyers (up to 

five occupants in one office). Representatives will also be remotely 

communicating heavily with new owners, potential owners, the corporate 

headquarters, and the service deportment. The soles offices are to be directly 

adjacent to the showroom. 
SALES OFFICE USERS: Soles representatives, Visitors 

SALES OFFICE ACTIVITIES: Negotiating, Selling, Communicating, Minor clerical 

work 

Finance Consultation Offices 
3 @ 150 ft2 = 450 ft2 
FINANCE OFFICE FUNCTION: Finance plans for automobile purchases will 

discussed between a finance planner/ counselor and potential buyers or new 

owners. Plans will be calculated and approved over external communication 

systems. 
FINANCE OFFICE USERS: Financial planner, Potential owners, Owners 

FINANCE OFFICE ACTIVITIES: Discussion, Calculation, External communication 

CHARACTER: The offices will exist as a very private, yet comfortable space. The 

visitors will be made to feel unintimidated by the representatives. Materials will 

be soft, such as carpeting and upholstered furniture. The decor will provide 

exciting visuals, it will not be so busy that it hinders the thought or decision-making 

process. 
PERFORMANCE REQUIREMENTS: 
• The office spaces will be visually inaccessible to the public. 

• The furnishings will facilitate a perceived equal relationship between sales 

representative and potential buyers. 
• The offices will be acoustically private. 

r 
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Accounting 
1000 ft2 

FUNCTION: A team of accountants perform the accounting functions, 
including planning, of the dealership with the use of computers and other 
calculating equipment. The space will be Integrated with other business 

functions and office spaces. 

USERS: Accountants 

ACTIVITIES: Calculating, Financial planning 

CHARACTER: The space will be a common room in which accountants may 

interact and be productive. The atmosphere will be communal. 

PERFORMANCE REQUIREMENTS: 
• Task lighting will illuminate work spaces. 
• Circulation within room will be centralized. 
• Each accountant will have his or her own individual space. 
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Sales Manager Offices 
3 managers @175 ft2 = 525 ft2 

SALES MANAGER OFFICE FUNCTION: Soles managers meet with representatives to 
discuss individual performance as well as offer help and advice in soles activities, and 
thus be adjacent to soles representative offices. Soles managers will also utilize the 
space for clerical work and communicating with administration and headquarters. 
SALES MANAGER OFFICE USERS: Soles managers, Soles representatives 
SALES MANAGER OFFICE ACTIVITIES: Clerical work, Communication, Consulting 

Office Manager Office 
175 ft2 

OFFICE MANAGER OFFICE FUNCTION: The office manager's office is the center of the 
administration of the business activities for the dealership, overseeing all employee 
activities. 
OFFICE MANAGER OFFICE USERS: Office manager, Internal and external visitors to the 
office manager 
OFFICE MANAGER OFFICE ACTIVITIES: Clerical work, Communication, Mediating 

Dealer Suite 
400 f12 

DEALER SUITE FUNCTION: The dealer suite is on area that provides on environment for 
the dealer to improve the business as a whole. The dealer will host employees from within 
the dealership as well as esteemed visitors. 
DEALER SUITE USERS: Dealer, Assistant, Dealer's visitors 
DEALER SUITE ACTIVITIES: Internal and external communicating, Researching, Clerical 
work. 

CHARACTER: The offices will be open and welcoming to employees within the business 
area, yet separated from the public spaces like the showroom. The decor will be simple, 
yet sophisticated, allowing high personalization of the space by individual soles 
managers. 
PERFORMANCE REQUIREMENTS: 
• The space will be open and welcoming within the business zone. 
• The furnishings will facilitate a perceived equal relationship between managers and 

visitors to the space 
• The spaces will be acoustically private. 
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Conference and Training Room 
1000 ft2 

FUNCTION: Employees and staff from the entire dealership will meet for 
training sessions and informational meetings. The space may also be used 
for additional functions such as interviews or small social functions within 
the dealership. 

ACTIVITIES: Training, Meeting, Communicating, Social activities, Eating 
and drinking 

USERS: Dealership employees, Staff, and External presenters or trainers. 

CHARACTER: The conference and training room will be a serious, 
business-oriented atmosphere, with sophisticated, refined materials. A 
large, central surface will be surrounded by seating. The design will also 
fully Integrate high-tech multimedia capabilities. 

PERFORMANCE REQUIREMENTS: 
• Central location within the dealership. 
• Furniture arrangement will be adaptable to serve different functions 

• •• • • • • • • •• • 
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Employee Break Room 
700 ft2 

FUNCTION: The break room serves as a common social area for 

employees and staff from the entire dealership, and be a central location 

within the dealership. 

ACTIVITIES: Eating, Drinking, Socializing, Watching TV, Reading 

USERS: Dealership employees and staff 

CHARACTER: The break room have a playful, relaxed atmosphere, 

decorated in vibrant colors. Community and socializat ion will be 

emphasized. 

PERFORMANCE REQUIREMENTS: 
• Central location within dealership. 
• A variety of activities will be accommodated within one space. 

• The space will be visually open to circulation In the business zone. 

• 
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Central Computer Room 
180 ft2 

COMPUTER ROOM FUNCTION: The computer room will store the 
computer network equipment. It also serves as a base for computer 
engineers who will be called to other parts of the dealership for repairs 
and maintenance. 
COMPUTER ROOM ACTIVITIES: Computer and network maintenance and 
repair. 
COMPUTER ROOM USERS: Computer engineers. 

Copy/Fax Room 
200 ft2 

COPY ROOM FUNCTION: Dupllcation and sending of paper documents 
for the dealership, including service, business, and sales, will occur here. 
COPY ROOM ACTIVITIES: Duplicating, faxing 
COPY ROOM USERS: Dealership staff and employees. 

CHARACTER: These spaces will provide an interesting and vibrant 

workspace for its users. 
PERFORMANCE REQUIREMENTS: 
• The room will be ventilated in order to reduce the retention of heat in 

the room. 
• The space will be visually open to circulation in the business zone. 

2.22 





(U 

~ 
~ 
Q) 

s :0 
0 (U 

(U 
0 c 

z::. u.. Ol ~ s ~ ·~ 
c (U <( Ill 
(U :::J - E :::J O" Q) a (/) z (!) 

SHOWROOM 1 9000 9000 
RECEPTIONIST 1 500 500 
INCONIC DISPLAY 1 4,000 4,000 
BOUTIQUE AND PARTS/CASHIER 1 3500 3500 
VISITOR RESTROOMS 2 400 800 

INVENTORY 200 170 34000 
DEMONSTRATION/TEST DRIVE 22 200 4,400 
NEW BUYER SEND-OFF 1 300 300 
SUBTOTAL 56,500 
ELECTRICAL 2% 56500 1130 
JANITOR/GROUNDSKEEPING 1.6% 56500 904 

CIRCULATION 20% 56500 11 300 
SALES GROSS 69,834 

SALES OFFICES 15 150 2250 

SALES MANAGER 3 175 525 

FINANCING OFFICER 3 150 450 

ACCOUNTING 10 100 1,000 

OFFICE MANAGER 1 175 175 

OWNER/DEALER SUITE 1 400 400 

CONFERENCE/TRAINING ROOM 1 1 000 1 000 

COPY/FAX ROOM 1 200 200 

CENTRAL COMPUTER ROOM 1 180 180 

FILE ROOM 1 300 300 

BREAK ROOM 1 700 700 

RESTROOMS 2 300 600 

SUBTOTAL 7780 

ELECTRICAL 2% 7780 156 

JANITOR 1.6% 7,780 124 

CIRCULATION 20% 7,780 1,556 

OFF. GROSS 9,616 
BUSINESS 
- -- - -- -~- - - ------- ---~- ----- - ----- - ---- - - -----
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1 000 5 000 
100 170 17 000 

1 500 500 
150 300 
000 3 000 

1 150 150 
1 400 400 
2 75 150 

800 800 
500 500 

1 400 400 
1 4 000 4 000 

25 120 3 000 
2 300 600 
1 250 250 
1 3 000 3 000 
2 240 480 

39 530 
2% 39 530 791 

1.6% 39 530 632 
20% 39 530 7 906 

48,859 

128,309 

1,700 300 510,000 510,000 

1 4 500 4 500 4,500 

TOTAL SQUARE FOOTAGE FOR COMPLEX 642,809 
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Mercedes Benz Showroom, Englewood, New Jersey 

Architect: Emilio Ambasz 

Date: Designed in 1 980s, never built 

Scope: Three level showroom for new cars. A tall black granite wall serves as display board 

and backdrop for the automobiles. The display surface is perceived as a single, undulating 

surface, suggesting the pleasure of movement. Glass blocks cast in concrete floor slabs will 

allow light into lower spaces and viewing from below. 

Parallels: Ambasz's Mercedes Benz Showroom portrays the elegant approach to automobile 

display. It provides an undecorated, sophistacated backdrop, highlighting the product and 

letting it sell itself. The concept of glass floors is ideal for displaying automobiles, because it 

allow customers to easily view the bottom of the automobile, which increase product 

understanding. There also seems to be a dialogue between nature and technology, which is 

inherent to automobile use (technological automobile allows access to rural, natural places). 

This is achieved by manipulating modern materials into a natural form. 

The scope of the project is relatively scarce considering the extensive program of most 

dealerships that include a service component. The structure hides much of the non-showroom 

components like offices and restrooms by tucking them into the underground walls. 

Nevertheless, Ambasz's showroom offers a very sculptural, highly designed solution to the 

automobile showroom. 

Figure 2.16 
Illuminated model 

Figure 2.17 
Section 
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Figure 2.1 8 Plan of Autostadt 

Figure 2.19 View of the towers and the customer cen-

Volkswagen Autostadt: Wolfsburg, Germany 

Architect: HENN Architekten lngenieure 

Flgu e 0 

Scope: The 62 acre complex serves as a corporate theme pork for Volkswagen at its global 
headquarters. The exposition style facility is considered a theme pork that celebrates the 
automobile. Of the visitors to "Auto City", about half of them arrive to also toke delivery on a 
new car built at the nearby factory. The complex includes the KonzernForum (visitor's center), 
the Zeithous (car museum), a Ritz-Carlton Hotel, KundenCenter (customer center), AutoTurme 
(auto towers), and seven different pavilions representing different VW brands including 
Bentley, Skodo, Lamborghini, Audi, SEAT, and VW. 

Parallels: While the scope of Autostodt is very large, it offers on insight into the corporate 
image and ideals of Volkswagen while utilizing on architectural event as a marketing tool. 
Autostodt is a destination, which is what the VW / Audi complex in Detroit aspires to be. 
Engaging interactive displays assist in informing visitors about the history and features of 
Volkswagen products. This, in turn, boosts makes the entire complex a marketing tool. 

Figure 2.21 Volkswagen 
factory, adjacent to 

Autostadt 

Figure 2.22 Museum dis
play at Autostadt 



Figure 2.23 
Exterior 

Figure 2.24 
Showroom 

Audi Dealership: Rochester Hills, Ml 

The Audi Dealership is the first of its kind. The European-designed model dealership is located 

in the Detroit suburb of Rochester Hills on Highway 59. The overall aesthetic is very sleek and 

clean, with technological undertones, embodying the image of Audi automobiles. The design 

also subtly includes rings, recalling the Audi logo in the design in the floor pattern and track 

lighting. The materials are very reminiscent of the automobile, with metal cladding, steel 

structure, wood, glass, and other iridescent f inishings. The organization of the dealership is also 

very clear and easy to use. Sales support services 
overlook the showroom, while the service area is 
designed efficiently. Overall, the facility is 
functional and appealing. 

Figure 2.27 
Customer 

lounge 
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Fig 3.1 Campus Martius billboard 

The facility will be located on the Monroe Block of the Campus 

Martius redevelopment, which centers around a 2 acre park in 

downtown Detroit, Ml. The redevelopment in the central 

business district of Detroit includes offices, retail and 

entertainment venues, hotels, and residences. 



Fig 3.2 Downtown Detroit 

Location: Detroit, in southeast Michigan, is situated on the Detroit River, which 

connects Lake Saint Clair to Lake Erie to the south. Across the river is Detroit's 

Canadian neighbor of Windsor, which, strangely enough, is located south of the 

American city. The greater Detroit area includes eight counties with a total 

population of about 4.7 million people. 

Population: 9 51,000 

Elevation: 581 feet (Lonely Planet) 

..__. _ _,.,.r-f"~=r.r-·••• Area: 139 square miles (General Facts) 
""'7~-,r 

Median Age ( 1990): 30.8 

Median Annual Household Income: $20,681 

Job Distribution ( 1994): 
Services-43% 
Manufacturing-1 8o/o 
Public Administration-9 .8% 
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Detroit's climate can generally be described as temperate, with four distinct 

seasons. Humidity, due to its adjacency to large water bodies has a moderating 

influence on extreme high and low temperatures. Due to industrialization and 

development, Detroit has become a microclimate that holds in heat, increasing 

overnight low temperatures over the last 25 years. 



Fig 3.6 Diego Rivera, detail of South Wall, Detroit 
Industry, 1932-33. Fresco, Detroit Institute of Arts 

Fig 3.7 A 1919 Ford high body Model-T coupe 

Ville d'Etroit, City of the Strait, was founded by the French trader and explorer 

Antoine de la Mothe Cadillac in 1701. He chose Detroit as the base for his fur 

trade post, which exported to Canada. Its adjacency to vital waterways and 

Canada and abundance of valuable natural resources have made Detroit one of 

the most important industrial cities in American history and development. (Lonely 

Planet) 

The most obvious and dominant industry in Detroit is that of the automobile. 

Detroit became the birthplace of the automobile industry in the late 1800s 

beginning with Ransom E. Olds' establishment of his Detroit car manufacturing 

establishment where Mr. Olds was the first to produce the automobile in large 

volumes. 

The most recognizable figure in automobile production is Henry Ford, from 

Dearborn, Ml, just outside of Detroit. In 1903, Henry Ford settled in Detroit to 

establish the Ford Motor Company, whose state-of-the-art production techniques 

and line assembly allowed mass production of the automobile. Cheaper 

production costs translated into a lower cost of the automobile, which made the 

"horseless carriage" available to greater strata of American consumers. The 

availability of the auto, its ability to quickly and efficiently move individuals, and 

its symbolism of American ingenuity and emerging industry led to a nationwide 

~ embrace of personal transportation. The widespread adoption of auto transport 

has since influenced the development of communities, cities, and nations, resulting 

in the accommodation of the automobile and the growth of suburban communities. 



As the center of automobile production, Detroit was also the model for adapting 

cities to automobile travel. In 1908, the first mile of paved road was constructed 

on a northern portion of Woodward Avenue, the main thoroughfare in Detroit. 

-:Jla".= Eight years later the entire 27-mile length of Woodward was paved. Woodward 

also saw the first three-colored traffic light at the Campus Martius intersection in 

1 91 9 and was the first American city to boast an urban freeway in 1 942. These 
...,,,. ....... ,. 
-~..,.,.,,. developments further established Detroit as the "Automobile Capital of the 

Fig 3.8 Landscaped interstate intersection at 1-696 in 

Detroit 

World". 

In the late 1800s and early 1900s, Detroit was considered the model city for a 

progressive industrial city. The automobile industry, in addition to other 

technological industries brought large amounts of money and power into the city. 

F·,
9 

3 9 w d d A . h 1890 1 
k' rth Entrepreneurs invested in the city by way of commercial and real estate projects, 

. oo war venue m t e s, oo 1ng no 
~r.9m downtown. as well as philanthropic support for arts. In its heyday, Detroit was grand and full 

--. ---~·'.:·.,····~-·~---- ) j~ of opportunity. 

.... I --~-- -:-- .,.,.·~r-~·:-: =.-. : : .: ''~·' . 
I Detroit was a city of hope that attracted people from around the world. Like 

most other industrialized cities in the United States, Detroit received large 

numbers of European immigrants eager to work in factories. Detroit's automobile 

industry offered comparatively high wages for factory work, which also attracted 

workers within the United States, particularly southerners. Immigrants saw Detroit 

as the best opportunity for achieving the "American Dream". 



Fig 3.10 
International 

Underground 
Railroad 

Memorial. Model 
of sculpture that 
faces the Detroit 

River at Hart 
Plaza. 

Fig 3. 11 
Hitsville, USA, 

the original 
Motown studios 

on West 
Grand 

Fig 3.12 
The biggest 
artists out of 

early Motown: 
native 

Detroiters, the 
Temptations and 

the Supremes 

Droves of African Americans flocked to Detroit throughout the city's history. 

Detroit served as a major stop on the Underground Railroad, which was in its 

prime between 1830 and 1865. Detroit was often the last stop before African 

Americans escaped across the Detroit River into Windsor, Canada. African 

Americans not only provided labor, but brought jazz and blues music, and 

provided entertainment for the city. These musicians paved the way for Barry 

Gordy and his Motown enterprise, which emerged in the early 60s and put 

Detroit on the entertainment map by distributing "the sound of young America." 

Despite the economic and cultural contributions of African Americans in Detroit, 

they were not received in a tolerant community that they may have expected. 

The influx of workers during World War I stressed the housing market, job 

market, and other resources like public transportation. White Detroiters made 

efforts to keep the increasing black population out of their neighborhoods, 

including public housing. This resulted in very dense living conditions for blacks 

that were unsanitary. White workers also caused slow-downs in factories in the 

"Arsenal of Democracy" as Detroit was nicknamed for being the most important 

production center during the Second World War. Whites opposed working next 

to or below blacks. Racial tensions culminated in deadly, violent riots in the 

summer of 1943 in which 34 people were killed. Another riot in 1 967 in Detroit 

was a result of increasing frustration for civil liberties for blacks as well as 

mistreatment by police. The National Guard had to again be summoned to 

squelch the violence. 



Fig 3.13 
Madison 
Lenox Hotel, 
just one of 
the many 
abandoned 
buildings in 
downtown 
Detroit. 

Fig 3.14 Hamtramck neighborhood; 

one of Detroit's earliest suburbs ~!!iiill;lll•I 

Fig 3.15 
Daimler
Chrysler's 
corporate 
headquarters 
in Auburn Hills, 
Michigan 

The violence and racism were just a few of the reasons whites left Detroit. After 

World War 11, the government spent large sums of money to extend freeways, 

Fig 3.16 sewer, and water systems to the suburbs. The government also offered cheap 

Chart demonstrates the shift in population from city to h h h F d I H · Ad · · · · 
suburb and the decreasing population of the central city. mortgages t roug t e e era ousmg mm1strat1on and other agencies. The 

automobile, of course, provided mobility for the suburban lifestyle. Businesses, 

r-----------------~ commercial and industrial, also moved to the suburbs, reducing dependence on 

downtown for suburbanites. Due to restrictive covenants in suburbs, as well as 

s,ooo -.------~---------1 vehement white opposition, blacks were rarely given the option of settling outside 

• Suburbs of the city. 
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tn I nousands 

5,000 

4,000 

3,000 

2,000 

1,000 

0 

0 Central City 

__.__..._ _ _ -r---....L._--l _ __ ~ __ .1,._ 

1950 1996 

Without whites, Detroit was left with problems of the city: violence, poverty, and 

vacant buildings. The decreasing white population in Detroit meant there was a 

g reater percentage of a blacks in the city. Today, the blighted city of Detroit is 

80% African American, one of the most segregated cities in the nation. Without 

the resources to revive itself Detroit is a city with smatterings of life: downtown 

businesses and government offices, primarily African-American residential 

communities, and revitalization efforts in various forms. 



Fig 3.19 The 
Renaissance 

Center on 
Detroit's 

riverfront is now 
the 

headquarters 
for General 

Motors 

Fig 3.18 Detroit's 
Renaissance Zones 

Speramus meliora, resurget cineribus 
"We hope for better things; 

it shall arise again from the ashes" 
Due to the overall despair of downtown Detroit, which became evident in the 

1960s, attempts have been made to restore Motown to it grandeur of the l 91h 

and early 20th centuries. A great deal of Detroit has been declared an 

empowerment zone by the federal government. Within the empowerment zone, 

programs are in place to economically and socially improve the lives of residents. 

The program involves $100 million of federal money as well as $2 billion in 

pledges from businesses and financial institutions to be dispersed between 1994 

and 2004. Portions of Detroit have also been declared as Renaissance Zones by 

the State of Michigan. Benefits include local and state tax exemption for up to 

10 years. 

Besides government projects and revitalization districting, businesses have made 

huge investments in downtown Detroit, the most significant being GM's decision to 

relocate its headquarters from the suburbs to the downtown Renaissance Center. 

In doing so, GM has also renovated the 5 tower riverfront complex into its 

headquarters, a retail mall, a hotel and residences. GM's choice to relocate in 

downtown has brought a great deal of confidence to the residents and businesses 

of downtown. Ironically, the construction of the RenCen in the 1970s was to bring 

downtown back to life. 



Comerica 
Stadium for the 

Tigers in 
downtown. 

Fig 3.21 
The newly 

restored Fox 

Ave. 

Fig 3.22 
Greektown 

Casino, one of 
the 3 casinos 

that are 
assisting in 

Detroit's 
revitalization. 

Detroit's sports teams have also made the move to downtown. Comerica Park, for 

the Tigers, Detroit's major league baseball team, was recently constructed on 

Woodward Avenue downtown. The new Ford Field for the Lions, Detroit's 

National Football League team is located just north of Tiger Stadium. The move 

of Detroit's professional sports teams to downtown represents a huge step in 

revitalizing downtown. Across from Comerica park is Detroit's historical Fox 

Theater, which was recently restored and saved from being totally destroyed. 

The movie palace truly represents the grandeur of the early 1900s. 

Casinos have also been a large part of Detroit's revitalization. The MGM Grand, 

MotorCity, and Greektown casinos emerged in downtown in the late 1 990s and 

have provided the City of Detroit with a huge amount of income through taxation. 

The implementation of the casino in Greektown, on Monroe Street allowed the 

district to become an entertainment destination with restaurants and shopping 

already in place. 

A huge effort has also been made to integrate residences 

into the fabric of downtown. Along Woodward Avenue, 

near interstate 94, townhouses are replacing dilapidated 

•••••IJ!ll!lllllll stately homes that once dominated the area. The necklace 

district, along Woodward 

Fig 3.23 
Newly constructed townhouses 

along Woodward. 



s: -=el Since 1 987, the Detroit People Mover has provided a downtown transportation 

Fig 3.24 
The People Mover as it approaches the RenCen. 

Fig 3.25 
Neon installation at the Greektown station 

--=system consisting of a 3-mile elevated railway. The People Mover was an 

expensive project undertaken with money allocated by President Gerald Ford for 

rail transit systems in southeast Michigan. Thirteen stations incorporate art in the 

form of murals and sculpture. The electronically operated People Mover runs 

counterclockwise in a loop of elevated concrete cased track. The People Mover 

is definitely not the solution to Detroit's sad transportation system, but does assist 

in efficient movement of people within downtown. 

Effective transportation is key to Detroit's revival. Detroit's primary form of 

public transportation is not surprisingly, the bus. The bus system utilizes 

--- infrastructure provided for automobile use, which is extensive in Motown. The City 

of Detroit's Department of Transportation (D-DOT), Michigan's largest transit 

system and the Suburban Mobility Authority for Regional Transit (SMART) system, 

subsidized by D-DOT, provide bus service in Detroit. The SMART system offers 

service to the tri-county area, with limited service within the city of Detroit. 

Although both are supported by public funds and possibilities of merging exist, 

the two systems do not coordinate on schedules, fares, or even stops. Generally, 

the bus systems in Detroit are considered inefficient and unreliable. 

Improvements in the coordination of the bus systems would greatly improve the 

value of Detroit. 



mural 

Fig 3.27 
The elevated 
tracks of the 
People 
Mover 

Perhaps coincidentally, much of downtown Detroit's identity involves "looking up". 

Murals, depicting local sports and music heroes, like Madonna and Barry 

Saunders, cover the otherwise blank sides of tall buildings. The downtown 

monorail system, "The People Mover" weaves its way through buildings far above 

the heads of pedestrians and hoods of motorists. Its elevated stations provide 

unique colorful forms that contrast so many of the vacant, deteriorating buildings. 

At points, the thick concrete rail participates in a dialogue with skywalks that 

connect various skyscrapers. 

The people of Detroit and surrounding areas are generally very pleased that 

Detroit is revitalizing. However, Detroiters are a bit doubtful of the success of 

any new development that promises revitalization since so many projects of the 

past have failed miserably. Yet Detroiters remain hopeful that continued 

investment and interest in their deeply blighted city will bring their city closer to 

the grand city that it once was, although it will be grand in a new and different 

way. 

Fig 3.28 
• & 3.29 
i Mural of 
~ Barry 

Sanders, 
ex-Lion 



Fig 3.32 
Detroit's old 

City Hall, as it 
appeared in 

the 1890s. 

From its inception, Campus Martius was intended to be the center of Detroit, 
physically, politically, financially, and socially. Judge Augustus P. Woodward's 
1806 grand Beaux-Arts plan for Detroit was based on a series of axes with the 
Campus Martius at its center. At the intersection of Michigan and Woodward, a 
marker was sunk to demark the center of the city from which all major roads 
were measured. Until the 1960s, the Campus Martius did serve as the primary 
public center. In 1928, it was reported as the busiest intersection in the United 
States. 

The Campus Martius was the center of Detroit political life for much of the 19th 
He:~~~!!:!::~-~ and early 20th centuries. Politicians and presidents, including Harry Truman, John 

and Robert Kennedy, and Lyndon B. Johnson have addressed citizens here. The 
Campus Martius was also a forum where citizens could address each other about 
political issues. A speaker's stand, in fact, was erected on Campus Martius for this 

purpose. 

The presence of government bui ldings on Campus Martius contributed to its 
.....--___,.__ ......... --...-- patriotic atmosphere. The city hall of 1 835 occupied a site facing the city square 

Fig 3·33 and the new city hall of 1871 occupied a site on the Campus Martius until it was 
Wayne 
County demolished in 1 961 • In 1 901 the County Building was completed at Cadillac 

Building at Square and Randolph Street. The County Building remains a strong presence as it 
the end of 

Cadillac overlooks the Campus Martius from the opposite end of Cadillac Square. 
Square 



::.;ui..._..., 
Fig 3.34 Civil War troops gather on the Campus Martius 

in 1861 

Fig 3.35 
Michigan 
Soldiers' 

and Sailors' 
Monument 

The name Campus Martius means "Field of Mars" in Latin. The original Campus 
Martius in early ancient Rome served as training grounds for the Roman military. 
Beginning in the 2nd century B.C., important civic buildings developed the 
Campus into an extensive civic center of monuments, religious venues, and 
entertainment establishments. The result was an extensive civic center for Rome. 
Despite its similarities with the Roman Campus Martius, Detroit's Campus Martius 
was actually named after the Campus Martius in Marietta, Ohio, the first capital 
of the Northwest Territory. 

Nevertheless, the spirit of the original Campus Martius lived on into Detroit's city 
center. Detroit's Campus served military purposes for American war efforts. 
Militia utilized the Campus for drill grounds in 1788, and in 1 861, the First 
Michigan Regiment gathered there before heading into the Civil War. When 
President Lincoln died in 1 865, the Detroiters gathered to pay their respects and 
mourn the "Great Emancipator" on the grounds of the Campus Martius. 

Military ties are still evident today in the Soldiers and Sailors Monument which 
has marked the center of the Campus Martius since 1 872. The 60 foot monument 
commemorates the 14,823 Michigan servicemen who were killed in the Civil War. 
Designed and sculpted by Randolph Rogers, the 4 tiered monument is topped 
with an armed female figure representing Michigan protecting the rights of 
American citizens. On the second tier are four bronze figures representing 
Victory, Union, Emancipation, and History. On the next tier of the granite 
monument sit figures representing the military services: Infantry, Artillery, Cavalry, 
and Marine. Alternating these figures are plaques depicting Lincoln, Grant, 
Sherman, and Farragut. At the bottom tier, four eagle statues are perched to 
ele antl:r. guard the monument. 



Fig 3.36 
Campus 
Martius, 

center of the 

The Campus Martius served as the "Dynamic City's" transportation hub. The train 

.2 depot was located on the Campus Martius to service long distance travelers. Electric 

• · streetcars originating from outlying suburban areas terminated on the Campus until 

~lj~~?Jr~fiibt• _the 1 920s when right of way was turned over to the automobile. 

The Campus Martius was also the center for a great deal of commercial activity. 

Specialty shops, and later department stores centered around the Campus and 

extended into adjacent areas up Woodward Avenue and Monroe. Cadillac Square, 

-t-· · which abuts Campus Martius perpendicularly to Woodward, served as the central 

marketplace for Detroit. In the 1920s, the Central Meat Market and the Central 
..-'-_,,,.. ..... -'---""'-"-

Vegetable Market occupied Cadillac Square, which was previously an open green 
• ~ .... ~ .. .:i...1 space. Today, Cadillac Square serves as the major downtown bus transfer center. 

Fig 3.37DJl~~l~lkll'!!~.-r~llll!I The Campus Martius also provided a cultural base for the city. The Opera House 

Cadillac held the most prestigious site on the Campus Martius until 1 881, when J.L. Hudson 
Square with 

its Central opened his department store in the theater. The library also centered on the Campus, 

Markets and a branch still stands near the Campus. In the summers of the early 1900s, 

Fig 3.38 
Detroit 
Opera 
House, 

Detroit, 
1869, 

facade 
facing 

Campus 
Martius;. 

concerts will held for the public in Campus Martius. 

ir-........-~-~~_..:.:..--i..- For visitors to Detroit, Campus Martius was the place to stay with the ritziest hotels in 

town located there. Most notably the Ponchartrain Hotel housed some of the most 

important figures of the times, especially in the early days of the automobile 

industry. 

. Throughout its years, the exact form of the Campus Martius has morphed and been 

rebuilt from being a rectilinear intersection in its original inception, to occupying what 

. is now called the Kern block as a green space. However, the new development will 
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Park 
features. 

Fig 3.40 
Diagram 
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The most ambitious and promising development in Detroit's downtown revitalization 

efforts is the Campus Martius development, whose infrastructure is expected to be 

complete in November 2002. The center of the plan is a 1.8-acre public park 

forming a green common with an amphitheater, fountains, sculptures, a waterfall, 

and a glass structure. 

- ~Traffic from the intersecting streets of Woodward Ave, Fort Street, Michigan Ave, 

Monroe, and Cadillac Square will circulate counterclockwise around the park. 

Several crosswalks will allow connections between the blocks and the central park. 

j The development will connect to the north with the People Mover at Cadillac 

Station. 

The entire development is roughly nine acres and includes five sites or blocks with 

2.2 to 2.8 million square feet of office space, retail establishments, entertainment 

venues, and residential and hotel developments. The five blocks of development 

surrounding the Campus Martius Park include the Kennedy, Kern, Hudson, Crowley, 

and Monroe blocks. 

Fig 3.41 
Computer 
rendering of the 
future Campus 
Martius Park 

Fig 3.42 
Rendering of 

the future 
Campus _ .. ," .. , , 
Martius 



The Monroe Block, for which the Volkswagen/ Audi dealership and headquarters 

~ will be designed, is perhaps the most high profile location of the development 

• after the Kern Block. To the south is Cadillac Square, which will become a green 

~ space, augmenting that of the Campus Martius. Cadillac Tower, with the Barry 

Saunders: Gone to Canton mural on its east side, sits on the south east corner of 

the block, which currently serves as surface parking. The block has 86,200 

square feet of buildable area. 

The northwest strip of the Monroe block once held a variety of retail shops with 

office, residences, and manufacturing establishments on upper stories. In the 

~ ......&. early 1900s, the area served as Detroit's first movie theater district. Throughout 

~ several reconstructions, the strip remained a vital retail node until the 1960s, 

Fig 3.43 
Footprint map: 

Monroe block in 
yellow 

after which the city of Detroit acquired the properties. Architecturally, the 

complex offered a unique array of crafty details, including cast iron lintels and 

sills, cornices, and window hoods and crowns. Remaining vacant for 15 years, 

with historic preservation and new development proposals vying for control of the 

Fig 3.44 
Cadillac Tower 
occupies the 
south corner of 
the Monroe 
block 

Fig 3.45 
Monroe 

shops and 
theaters in its 

heyday. 

property, the Monroe Block was demolished in early 1990. (Michigan History 

Magazine) 

Fig 3.46 
Historic 
Monroe 

block shops 
in 1980s 



Fig 3.47 
Rendering of the 

future 
Compuware 

headquarters 

Fig 3.48, 49 & 50 
Computer 

renderings of the 
Crowley, Hudson, 

and Kennedy 
blocks. 

• ~liq The Kern Block, expected to be complete in June 2003, will house the 

==~==~~:{~ headquarters for Compuware, who is relocating form the Detroit suburb of • -===~~~!: Farmington Hills. The 16-story software company's headquarters, located at the 
......... .,::,~ti~: h d f h . • •••=ti::ic~g; nort en o t e park, 1s the anchor to the development, and includes more than 
•a•a .. ti::ie~~: ·11· f f . . . ••••a:§g5g!' one m1 ion square eet o space. Designed by Rosetti & Associates, the 

::::::§g~g Compuware headquarters are shaped into a V. The first three stories of the 

m !!!•!!!!•;::i•~. building will be covered in red granite and the remaining 13 stories in tan stone, 

metal and glass. The entrance will feature a 12-story outdoor atrium carved into 

the base of the V. Compuware plans to relocate approximately 5,000 employees 

in two phases to this new location beginning late in 2002. 

The Crowley Block will be completed in June 2003, and will consist of 2 levels of 

parking for 2,700 Compuware employees. Street level retail space will also be 

~"~ constructed, as well as connections to the Cadillac Station of the People Mover. 
,I 

l· 

The Hudson Block, site of the recently imploded Hudson's department store, is 

expected to be complete in May 2001. The first five levels will contain retail 

spaces. Levels six through ten will house 1 050 parking spaces. The upper 

portion of the complex will consists of three towers: a single tenant residential 

tower, a hotel, and an office tower. The entire 1 8 floor development will have 

1.5 million square feet. 

The Kennedy Block will be reshaped into a triangular block programmed for 

325,000 square feet. The first two levels include retail and restaurant 

establishments, with the upper 11 floors consisting of offices. The Kennedy Block 

will also include three levels of underground parking. 

3.17 



Fig 3.51 First 
Federal Building 

Fig 3.53 First Chicago NBD 
Headquarters 

Fig 3.52 Majestic 
Building 

Fig 3.54 Hammond 
Building 

i 

Fig 3.56 Hotel 
Ponchartrain 

Fig 3.57 First 
National Building 

The First Federal Building, constructed in 1965, frames the corner of Campus 

Martius north of Michigan Ave at Woodward. The site of the modernist black 

granite building was previously occupied by the Majestic Building, a fourteen

storey structure desgined by Daniel Burnham of Chicago. It was designed as a 

department store for builder Christopher Mabley's business. Due to his death, 

Mobley was unable to carry out his intentions, and the Majestic lived out its life an 

office building. Adjacent to the Majestic Building, ice cream soda was invented 

by Fred Sanders in his ice cream parlor. His establishment continued until the last 

store closed in 1995, succumbing to nationwide ice cream chains. (Panorama) 

Down Woodward Avenue sits the First Chicago NBD Headquarters. Built in 1956, 

. it replaces the Hammond Building, Detroit's first skyscraper, erected in 1890. The 

' first steel substructure building in Detriot was build by George Hammond, a meat 

packer and refrigerated shipping entrepreneur. (Panorama) 

Across Cadillac Square from the Monroe Block is the First National building. The 

757,000 square foot office building was built in 1924 and houses a variety of 

businesses. In 1907, the Hotel Ponchartrain was constructed in the same lot. The 

luxury hotel played a key role in the early days of the young and fickle 

automobile industry. Deals between and among automakers, engineers, and 

investors took place in the wood-paneled, Tiffany lamp lit lobby of the hotel. 

Due to its obsolete design (with only half the rooms having bathtubs), Hotel 

Ponchartrain was run out of business by the new elite hotel district on Washington 

Boulevard to the west. 

3.18 



ISSUE: Image/identity 

GOAL: The image of the facility should contribute to the civic identity of Campus Martius 

while providing a unique identity for the facility. 

PERFORMANCE REQUIREMENT: The facility will assist in framing the Campus Martius Park. 

Full utilization of block to 
emphasize edges 

Similar scale to neighboring 
structures 

. ", . . 3.19 



PERFORMANCE REQUIREMENT: The building will establish a visual and physica l connection 

with the park 

Park elements translated Visual access to park from 

into building elements building 

PERFORMANCE REQUIREMENT: The facility's identity ill contrast from its neighbors. 

- --- -- -- --- -- -- -- -_ _ __,._,, = 
- -- -

Contrasting materials Contrasting forms 



GOAL: The facility and its immediate surroundings will provide clear, simple, and exciting 

circulation for patrons accessing the facility with an automobile. 

PERFORMANCE REQUIREMENT: Vehicular access to the facility will be clear and visually 

guided. 

Scaled entrances for vehicles 

PERFORMANCE REQUIREMENT: Vehicular circulation around the site will be stimulating for 

riders/ drivers. 

Patterned or textured paths 
L-----~ 

Perceived speed through 
rurved paths 



ISSUE: Pedestrian Circulation 

GOAL: The site and facility should work together to provide clear, simple, and exciting circula

tion for pedestrians on the site. 

PERFORMANCE REQUIREMENT: Facility entry will be easily understandable to pedestrians. 

Entrances visible from 

surrounding exterior 

Unique and identifiable 

entries 

',, '~ '·._ ; ' ',..... . 3. 22 



PERFORMANCE REQUIREMENT: Movement around site will be a rich and pleasant. 

Landscaped walkways 

PERFORMANCE REQUIREMENT: Facility components will extend into pedestrian zones. 

Interior elements and 
materials extended to 

exterior 

Exterior visual access to 

interior activities 



Sony Center, Potsdamer Platz, Berlin, Germany 

Architect: Helmut John 

Completion Date: 2000 

Scope: 2 million square feet of mixed use development includiung entertainment venues from 

theaters, to shopping, to restaurants, offices, residences, as well as Sony's European 

headquarters, based around a central forum. 

Parallels: Potsdomer Plotz was the hub of Berlin, much like Campus Mortius was to Detroit. 

After the Berlin Woll was constructed ofter World War II, the bombed out Potsdomer Plotz sot 

neglected in East Berlin. After the war the Campus Mortius was similarly ignored due to 

decreasing population and interest in downtown. Like the Campus Mortius, the Sony Center is 

adjacent to public pork space and near the Berlin's River Spree. The project hos done a great 

deal to bring Potsdomer Plotz bock to life, perhaps not to the grandeur of old Berlin, but hos 

established the historical center in a more contemporary sense. 

Fig 3.60 Plan of Potsdamer 
Platz and Sony Center 

Sony Center om Potsda,.... Pion 

• f°"'"' 
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pallllna Fig 3.61 Sectional 

organization 

Fig 3.62 Upward 
view of towers 

from odjacent 
marina 

Marina City, Chicago, IL 

Architect: Bertrand Goldberg 

Date: 1959-64 

Scope: Marina City consists of two circular, 65 story residential towers with parking on the 

lower third of the towers. Located near a small Marina in downtown Chicago, the "corncob" 

buildings consist of 1 6 stories of office building and 41 stories of residences, with curved 

balconies. The parking is accessed via a spiraling ramp that wraps around a central core. 

Parallels: Marina City offers a unique method of connecting automobile to building. Access to 

the parking portion of the tower occurs at the ground level, where the automobiles are then 

circulated into the building and become an integral part of the building image. Parking on the 

lower levels also provides a pedestal for the habitable upper stories, allowing higher 

viewpoints and thus broader views from the upper stories. This idea may be applied to the site 

at Campus Martius where views may only be possible from the back portions of the site if they 

are raised above the areas directly facing the park. 

Fig 3.63 The tower 

meets the road 
IJ!I! 

Fig 3.64 Detail o 
parking levels 



Fig 3.65 Plan of 
subway access to 
Rockefeller Center 

Fig 3.66 Radio 

City portion of 
Rockefeller 
Center 

Rockefeller Center, New York, NY 

Architect: Raymond Hood 

Completion Date: 1932-40 

Scope: Rockefeller Center is a complex of over nineteen buildings covering eleven acres of 

midtown Manhattan. The 70-story GE Building is the vertical centerpiece of the complex, with 

surrounding buildings of various heights. On a pedestrian level, the sunken plaza acts as the 

centerpiece. An ice skating rink in the winter and an outdoor cafe in the summer, it acts as a 

magnet to passersby. The result of this mixed use complex with generous public areas is a rich 

urban space, a hub. 

Parallels: Rockefeller Center is a fine example of pedestrian circulation and access within the 

urban fabric. The complex is connected to the underground city subway, allowing and forcing 

pedestrians to interact with Rockefeller Center as they move up and down to and from the 

stations. At street level, Rockefeller Center offers easy entrances from all sides of complex, 

which is essential for a building to be successful on a pedestrian level. Also essential to the 

center's success is establishing a public right of way or public realm at the ground level. With 

shops and interior and exterior pedestrian ways, Rockefeller Center achieves this. 

Fig 3.67 
Sunken plaza; 

~..='-I utilized for ice 

skating in the 
winter. 

Fig 3.68 
Framed view of 

the GE Tower 
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The overall image of Volksplatz was by far the foremost issue in its design. 

The complex had to reflect the vitality of contemporary life and the image of 

Volkswagen while appropriately addressing its high profile site. The overall 

image of Volksplatz is very industrial and expresses movement through 

aerodynamic forms and the skins of the tower. In addition, the connections 

between the headquarters tower, Cadillac Tower and the podium depict an 

interdependency of parts that complex machines, such as an automobile depend 

upon. The rhythms that exist in the complex, such as the openings of the 

headquarters tower and the supporting columns of the podium reflect the sporadic 

rhythm of mass consumerism. Volksplatz's image reflects that of Volkswagen. The 

fun, yet refined image of the company is portrayed in the contents of the podium, 

with the unique shapes of the cafe and boutique contrasting the more geometrical 

shapes of the spiral ramp showroom and the red cube containing support offices. 

The complex is easily identifiable with the Volkswagen company, with signage 

representing VW visible from every side of the complex. 

Contextually, Volksplatz was required to contribute to the civic identity of 

the Campus Martius redevelopment while maintaining its unique identity. The 

complex fills its block and maintains a similar scale to the surrounding buildings. 

This, as well as the headquarters tower assists in framing the Campus Martius Park 

and Cadillac Square. At the same time, Volksplatz maintains a unique identity, 

with its tower on podium form versus downtown Detroit's mostly tower form. In 

addition, the use of metal and glass contrasts from Volkplatz's mostly stone 

neighbors. 



Fig 4.2 Central ramp and colomns in podium. 

Volksplatz achieves a very sleek look through the use of glass and metal 

and plastic finishes and a thin steel structure. For the most part, the structure and 

mechanics of Volksplatz are hidden, providing only a few peeks as to its workings. 

Much like an automobile, the insides are hidden except for a few mechanical parts 

peeking out of the bottom (like the muffler and tailpipe). 

Volksplatz essentially had to combine its vitality with functionality, and a 

clear order to allow psychological comfort through the building. This is achieved 

by first separating functions into objects. The cafe, boutique, showroom and sales 

ramp, and dealership offices exist as their own detached entities. In addition, all 

are immediately, or almost immediately accessible from a central platform framed 

by a series of paired central columns. This platform, paired columns, as well as 

the central, bowed ramp provide a visual and physical datum, from which one can 

easily orient oneself. 
Externally, pedestrian and vehicular circulation was required to be clear 

and simple yet exciting. Whether in a vehicle or on foot, moving around the 

complex is an experience in itself. The views into the podium are quite dynamic, 

with objects being revealed, hidden, or changing order. Entrances into the 

building are identifiable by their proportions. Pedestrian entrances are square or 

cubed thresholds, while fire exits are circles. The parking entrance is contrasted 

with a rectangular entrance. The parking entrance is logically placed on a minor 

street (Monroe). The square or cube-shaped entries for pedestrians extend into 

the pedestrian zone of the sidewalk and are at different scales. The two major 

entries are the largest with minor entries at a much smaller scale. The moat of 

water on the perimeter of the building, also provides a unique experience for the 

pedestrian at Volksplatz. 



Fig 4.3 and 4.4 Abstract 

model submitted at 
preliminary review. 

By the schematic design review, the concept of podium (with a network of ramps 

and objects) and tower or cap (containing the headquarters) had been 

established. However, the work presented was quite abstract, merely expressing 

this concept without any true architectural definition like structure or strong 

organization. There was even some question as to whether the concept would 

work. Much of the criticism was directed toward the HQ tower and its lack of 

structural integration into the podium, as well as its shape and orientation lacking a 

dynamic quality, as expressed in the program. 

Following the schematic review, I built a series of models experimenting with 

the shape and structure of the HQ tower, creating a composition with the Cadillac 

Tower and integrating the tower's structure in the form of thick pylons, which it was 

later decided would become more of a legged steel structure with separate 

elevator and stair cores. This exercise helped determine the angled (in plan) 

orientation of the tower, and recognize the potential of connecting Campus Martius 

with Greektown. The tower was also established as a thin slab shape. 

At this point, I also experimented with the idea of suspending objects of 

different function from the roof structure within the podium. This idea was 

---=~......,. .... abandoned for stilted plutonic objects. The structure of the podium roof was also 

considered in the forms of a space frame and winged structure. 

Fig 4.5 and 4.6 Mode ls studying tower shape. 



Fig 4.7 and 4.8 Model submitted at qualifying review 

Fig 4.9-13 Evolution of design following schematic review. 

At the qualifying review, all elements and entities were present and 

relatively organized, however it was determined that redesign was essential. The 

spiral ramp of pods with car displays needed redesign. The office tower was also 

awkward, being very tall and close to Cadillac tower. The stilted plutonic objects 

along a central ramp were also awkward, needing to be revised. In addition, the 

idea of storing the inventory on the lower level of the complex was considered a 

waste of space. Structure and mechanical concepts were very much nonexistent. 

Following the qualifying review, I decided to take more time to essentially 

redesign the complex to a more refined level. In a series of models, spaces within 

the podium were approached as attached spaces taking the form of the lots on 

the block, accessed as before by a central ramp. The structure of the complex also 

began taking form. By the end of this model design phase, in many ways, the 

design had come full circle, becoming, once again, objects within space, connected 

by ramps. 



Most of the changes in facility program were driven by site conditions. The high 

profile location of Volksplatz deemed it necessary to design a complex 

encompassing much more than a car dealership. The museum, cafe/nightclub, and 

boutique increased in importance throughout the project. In fact, the entire 

automobile service department was deleted, with the idea that Volksplatz functions 

as a sales entity, not a full service dealership. Inventory, which, in the beginning 

was the largest entity to deal with, was severely downsized and integrated into the 

below grade parking structure. These changes actually made the design less 

cumbersome. The facility emphasis essentially moved away from selling and 

advertising cars to selling Volkswagen, the brand, and creating a recognizable 

icon in the image of VW. 

Fig 4.14 VW ramp from process model 



The overriding concept, since the preliminary phase of the project has been 

podium, containing a ramp system, with a tower of offices as a hood ornament on 

the roof of the podium. 

Fig 4.1 5 Design Concept 



Fig 4.16 Southeast portion of podium, with cafe and 

boutique. 

Fig 4.17 Northwest portion of podium 

housing sales and administrative functions --

Volksplatz is very open and accessible to the public. However, the complex is 

divided into different levels of public domain denoted by the forms of the spaces, 

which is complementary to its surroundings. The podium on the ground level 

belongs to the public. Within the podium, spaces are divided by the bisecting 

arching ramp, connecting the primary entrances. This ramp, and its intersecting 

museum ramp are the most public entities. The spaces to the southeast of the 

bisecting ramp, including the cafe, boutique, and shops in Cadillac Tower are 

slightly less accessible, but relate to the adjacent public parks of Cadillac Square 

and Campus Martius Park. The cafe and boutique are very sculptural objects: a 

flower and an amorphous blob constructed of brightly colored translucent plastic. 

The showroom, sales offices, and dealership offices lie northwest of the bisecting 

ramp, and are slightly more removed from the public domain, in that those more 

interested in purchasing an automobile would occupy these spaces. These entities 

are more geometrical, a cube and a circular spiral, and are made of concrete and 

iiii~H~..._ glass. The office tower and the upper levels Cadillac tower are the most private 

spaces, and least likely for the general public to access. 
~E::t~~ 



ig 4.18 Constraints of site 

ig 4.19 Plan of lower lounge level 

The greatest controlling factor in the project is the site. Its high profile, civic 

location, and adjacency to public parks drove a great deal of my organizational 

decisions, as discussed in the hierarchy of spaces. The site also resulted in the 

deletion of the service department and downsizing of the automobile inventory. 

They were simply no longer practical in an urban location. The surrounding 

structures made the massing quite difficult. Cadillac Tower, located on the corner 

of the Cadillac Square and Bates, which is very tall and square was difficult to 

complement. Thus, the orientation, shape, and texture of the Volksplatz tower were 

challenging to design. How the podium should interact with Cadillac Tower was 

also and issue. Through the design phase, the podium had been flush, pulled away 

from and intersecting the tower. 

Within the podium, the concept of suspended ramps yielded the floor to be sunken 

1 5'. There were continuous questions as to what this flat plane with spaces broken 

up by structural and circulation elements should be. It was originally designed as a 

sea of cars, storing the inventory of autos for the dealership. Inventory was not the 

most practical or the most elegant proposal. Offices were also suggested, 

however, these would require enclosure. The space finally became an extension of 

the museum component, with era lounges decorated in furniture, automobiles, and 

artifacts from each decade from before the 1960s to the 2000s. Other lounges 

include a futuristic car display, a garden, and a children's play /educational area. 



Fig 4.19 Computer image depicting the dynamicism of 

Volksplotz 

I feel that the most compelling aspect of the design is the dynamicism of the 

complex that is demonstrated on a variety of levels of the project. On an urban 

level, the complex is suggestive of movement, specifically of people from Campus 

Martius to Greektown and back. As a whole, the complex expresses movement. 

The offset skins on the office tower, as well as the horizontal south facing skin 

pattern expresses preparation for flight off of the podium. The connections 

between the larger entities: the office tower, Cadillac tower, and the podium 

convey an interdependency and cooperation between them, and imply movement 

among one another. The shape of the podium, with its horizontal emphasis, 

rounded corners, slanted glass skin, and swooshing roof expresses speed in an 

entity whose shape and size might typically be realized as a static shape. Within 

the podium, the series of ramps and objects are analogous to that of automobiles 

on a freeway. Ramps intersect, diverge, and pass each other, connecting objects 

and implying movement of those objects within the ramp system. Even the winged 

structural system, with its curvilinear shape implies flight and speed. 
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