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A B s T R A c T 

Thesis Statement: 
In order for architecture to survive in a disposable society, it must be able to adapt to ev.er--changing user needs, social trends, and 

surrounding context. Through the use of kinetics, and applied popular imagery and iconography, it will become possible for a building to 
metamorphose visually and physically. Over time, the building will become a chameleon within the urban environment, changing color, form, 
and meaning, to meet each new consumer trend. 

Contextual Statement: 
This thesis makes the assertion that in today's consumer culture, true context is not the physical or built environment, but the immediate 

temporary consumer trends and social fads which ultimately dictate building design. 
The proposed site is the Sunset Strip in West Hollywood California. The "Strip" is a true urban drag, and the apex of fashion, music, and 

culture that has become LA. It symbolizes everything that is fantastically trendy, temporary, disposable, and consumable about Americana. 

Facility Statement: 
The purpose of the facility is to provide consumer culture with architecture that is timeless, defying obsolescence by satisfying changing 

current trends. 
The facility will be a street cafe that will be able to change spatially, and visually do adapt to consumer trends. By pure nature, a cafe's 

success depends on image, consumerism, disposable lifestyles, and popular culture. A cafe will both symbolize and utilize the immediate culture 
that exists on the Strip. 

7 



Cultural Issues 



Popular America/ the Fad Machine: 

America is the land of opportunity, and consumerism. We associate freedom with the all 
mighty dollar. A high standard of living ensures us the right to assemble in front of a television, 
the right to spree shop, and the right to worship commercial icons, with fear of persecution from 
the fashion police. Our consumer culture and its insatiable appetite, has created a "fad machine" 
that, for better or worse, has penetrated every aspect of our daily lives. Consumerism in America 
has become an institution for living! 
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Popular culture: 

The catch phrase, "popular culture" and its temporary predilections, reflect our values and 
attitude towards consumerism. Popular culture, according to mass media, is the latest trends and 
fads, it's the who's who and what's what, it's "Da bomb", and the Yo! It' s the products and 
images we buy into that are designed to make us feel better about ourselves. It has created a 
consumer craze that spawns senseless spending. Thus the phrase, "keeping up with the Jones's", 
and "plastic fantastic". This mentality has prompted a consumer war of attrition, with a constant 
bombardment of advertisement logos, icons, and catch phrases that have attained great popularity 
at some level with all generations. Through television and retail products, the popular slogans, 
icons, and credos of popular culture are so rooted within our homes, that they have almost 
replaced the Ten Commandments as values to raise our children. These icons and slogans are 
associated with popularity, status, and image. Therefore, I see, I want, I must have! Mazda 
say's, "It just feels right", Nike tells generation X to "Just do it'', and Everclear sings "I will buy 
you a new life", and teenage girls emulate the over-dramatic, generic identities created by Aaron 
Spelling's 90210 and Melrose Place. 
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Trend-Setters: 

Everywhere, on the covers of magazines, television sets, movie screens, and tabloids are 
the faces of trendsetters, and the consumer products we associate with them. Trendsetters are 
people or products who, by sheer popularity, influence whole generations of people. They are the 
people directly responsible for bringing new products, fashion, image and style to the eye of the 
consumer. They are sexy movie stars, immortal athletes, and perfect super models. They are 
what we want, and who we want to be. Trend setting is what Cameron Diaz did for Capri pants. 
It's the George Clooney Caesar haircut, and the Jennifer Aniston dew. Dennis Rodman made 
colored hair, body piercing, and tattoos acceptable to the masses, and the Spice Girls "Girl 
Power" brought platform shoes and mini-mini skirts back to the States. Trend setting also 
directly affects our environment. It influences where we want to be seen, and what we want to 
be seen doing. European impressions of America come from watching Jerry Springer and the 
babes of Baywatch. MTV's The Real World popularized renovated industrial loft apartments, 
Friends "Central Perk" launched a pseudo intellectual filled coffeehouse craze, and Seinfeld gave 
identity back to the neighborhood diner. 
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Them: 

On the darker side, outside the camera's view finder and bright light's, are an unknown 
group of executives, editors, and think-tanks that are beneath all the glamour and hype. They are 
faceless men in black suits in conference rooms conspiring and laying out the "what's cool" 
calendar for the next fiscal year. They control the marketing, image, and supply of the fashion, 
entertainment, and retail industries to mass culture. They are most responsible for the 
introduction of new products, technology, and trends, and the quantity of the doses made 
available to the public. It' s like crop rotation, or in marketing-terms, turnover rate. Sometimes 
this can be viewed as a consumer trap of planned obsolescence. Products are designed for 
instant death. (Toffier, 64) It's the new punk band that we're forced to listen to on the radio every 
hour, not because they have talent, but because some executive at Geffen Records knows they 
have a great marketable image. Or, it's Bill Gates with his Pentium II processor, and it's "new 
and improved" upgrade every six month' s. 
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One-Hit Wonders: 

Consequently, popular trends, planned obsolescence, and temporary values have had an 
adverse effect on our environment. This expendable mentality has given rise to the terms 
" throw-away" or "disposable" culture. We throw things away almost as fast as we acquire them, 
not because they no longer function properly or serve their original purpose, but because they 
have gone out of style. Therefore, we think in terms of products "welcome-life" span, rather 
than their "traditional-life" span. (Cook, 16) Thus, the more rapidly changing the society, the 
more temporary the needs. (Toffier, 64) These products include music CD's, trendy fashion, and 
even the one thing we associate most with our personalities, automobiles. Five years from now, 
who's going to be listening to Third Eye Blind, wearing Hip-Hop baggy jeans, or driving 
overpriced SUV's. 

Most disturbing though is that as the general rate of change accelerates, so does our 
perception of permanence. (Toffier, 66) The word permanence has a direct relationship with 
architecture. In the past, architecture was perceived as the part of the environment that was most 
permanent. (Toffier, 50) We built to last. Today, we think of buildings in terms of their short-term 
use, neglecting the idea of what happens when the building's life span surpasses the original 
intended function. Architecture is considered as a commodity more than it is art. Investor' s 
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think of a building's life span as the time that it talces to get a return from their investment, or 
"pay-out" time. Architecture, like other commodities, is subject to changing trends and fads. 

Therefore we are afraid to spend large amounts of money on monuments to obsolescence. 
We have entire instant cities made from cheap buildings, made from cheap materials. They are 
temporary monuments to our disposable mentality. This attitude of senseless, guiltless use of 
land and materials has fueled urban sprawl. The American "built his world yesterday," 
inhabiting cities (so transient) without history. (Toffier, 51) Buckminster Fuller on building in 
America: 

"It is a "Continual evolutionary process of evacuations, demolitions, removals, 
temporary vacant lots, new installations, and repeat" 

Thus, popular trends and consumerism are contributing to the death of the American City. 
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Theory Issues 



Architecture as a Chameleon . 

In today's consumer culture, success depends on image rather than substance. This 
attitude has filtered down into our lifestyles and is being reflected in the clothes we wear, the 
cars we drive, and the buildings we design. Today we design buildings to be hot and trendy, 
burning boxes within the urban landscape. Buildings, unlike hip huggers and Beamer' s, are not 
readily disposable, but become just as obsolete as user needs change and image no longer 
appeals to popular trends. In a disposable environment, a building's success depends on the 
image it portrays, and image is only skin deep! 

In order for architecture to survive in a disposable society, it must be able to adapt 
to ever changing user needs, social trends, and surrounding context. Through the use of 
kinetics, and applied popular imagery and iconography, it will become possible for a 
building to metamorphose visually and physically. Over time, the building will become a 
chameleon within the urban environment, changing color, form, and meaning to meet each 
new consumer trend. 

In a consumer culture, temporary values, popular trends, and planned obsolescence 
accelerate change. According to William Zuk, there are two natural pressures that bring about 
change, new technology and social desires. Social desires are defined as physical, economical, 
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Theory Issues 



and social pressures. These include labeled and marketed pressures that reflect current fashion, 
music, and image. New technology is new information, usually received by the consumer 
through popular imagery. As a culture, we display our social desires in the forms of media, 
popular imagery, and iconography. The application of visual imagery to architecture satisfies 
these two natural pressures: 

• Popular imagery reflects, and easily adapts to changing social desires 
and technology. 

• Images are visual information. Since technology is new information, 
upgrading and changing visual imagery satisfies our demand for 
technology. 

15 9.) Media as an instrnmenl of cultural manipulation 



These images are advertised, and are seen by mass culture through television, movies, 
magazines, and billboards. The kinetics of mass media readily adapt and accommodate the ever
changing popular images. Billboards are easily painted over, magazines are reprinted monthly, 
and television is brought to us live. As a society, we associate popular images as trends, thus 
trends are reflections of social desires. Kinetics in architecture, like mass media, should project 
and reflect those desires. 

• Kinetics allow architecture to physically and visually adapt to effect 
technology and social desires. 

• Kinetics allow architecture to adapt to the physical and visual affects 
of technology and social desires. 

The essence of this thesis will discover why images are used, and how they are seen, 
what systems are used to display the images, and how they accommodate change. 
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Media and Imagery 

Can imagery and iconography transcend architecture into mass media? 

In Leaming From Las Vegas, Robert Venturi emphasized the glorification of image over process or form, where systems of space and 
structure are directly at the service of program, and ornament is applied independently of them. This was called the "decorated shed." In 
Iconography and Electronics upon a Generic Architecture, Venturi emphasizes generic architecture whose technology is electronic and 
aesthetic is iconographic, working together to create decorated shelter, or the "electronic shed". In this book, Venturi expresses the ideals of 
iconography and imagery in architecture: 

Let us acknowledge the elemental quality of architecture as shelter and symbol- buildable and usable shelter that is so 
meaningful as a setting for living. Shelter and symbolism that are inevitable, admitted, and explicit elements of an architecture that 
embraces signs, reference, representation, iconography, scenography, and trompe-l'oeil as its valid dimensions. 

Whose aesthetic and social bases are pragmatically real-rather than ideologically correct, 

There are dangers in an architecture of representation that makes art out of information. But techniques available now can 
help us achieve change and balance via flexibility, and promote richness through variety. Our iconography will not be etched in 
stone. 
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Dimensions embrace generic shelter, symbolic content, electronic technology, scenographic imagery, and flexible 
iconography that itself celebrates pluralities of cultures and contexts over time, 

It is important to remember that it is a GENERIC architecture that acknowledges symbolism and iconography for our time, 
that represents ornament and projects detail rather than engages them- and whose flexibility- spatial, mechanical , and 
iconographic-can accommodate change explicitly. 

That employs the comparative method to illustrate an architecture for now in the context of an architecture of now, 

Computerized images can change over time, information can be infinitely varied rather than dogmatically universal and 
communication can accommodate diversities of cultures and vocabularies, vulgar and tasteful, Pop and highfaulting- from here and 
there. 

Whose wording consists of iconographic information up front-rather than esoteric theorizing up front: whose content 
accommodates our Information Age--rather than our aged theorists, 
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By using flexible symbolism, iconography, and imagery associated with current culture, 
Venturi argues for shelter as a medium for symbolism that accommodates technical realities of 
our time that acknowledges cultural and contextual change. Robert Venturi's architecture is an 
aggressive commitment to the present pop styles and trends. His theories call for an architecture 
of mass media, applying graphic and commercial art, mass produced pictures, signs, and symbols 
that reflect and effect popular culture. Venturi views architecture as a mass media packaging 
device for consumers. This imagery is information, consumer information that creates a 
relationship between want and need. But because the imagery Venturi uses is of the moment, 
flexible and independent of space, structure, and program, his architecture can adapt to meet the 
next consumer craze. 

Venturi 's theories of symbolism, imagery, and iconography were tested in 1967 in the 
National Football Hall of Fame competition. The exterior became a "building-board", which 
electronically projected images and messages. While the interior spaces became a sequence of 
holograms, with electronic images, signs and graphics projected on the material surfaces. 
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Info-byte Architecture: 

Does size really matter? 

As people move through time and space, their perception changes. As time decreases and 
speed increases, we perceive objects as information bytes. Information bytes are bits of data that 
we visually register as we move through the environment, or the environment moves around us. 
The environment as a processor of information (television, magazines, movies) is an engineered 
message, or consumer propaganda. (McLuhan, 142) MTV is notorious for their split second 
subliminal visual assaults. As you move through space, images are projected on you, you 
become the screen. At highway speeds, buildings and billboards become info-bytes as they fly 
by. The scale of the information, and the speed in which it is perceived, determine the quality 
and quantity of data received. The quantity or speed of information determines the quality, or 
scale of the information. 

Consumers approach popular imagery and information at two different scales, pedestrian 
and vehicular. At the vehicular scale, there is a greater range of perception, but less time to 
react. Therefore, we need maximum image in minimum time. Faster speeds equal bigger signs, 
with simplified messages reduced to bold graphic images. For the consumer to ingest that much 
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information at higher speeds, the information must be raised, or separated from the landscape. 
This necessity gave birth to the billboard. The Roman triumphal arches serve as the 

original prototype of the billboard for scale, speed, and content. (Venturi, Leaning, 117) A 
pedestrian, because of slower speeds, has an increased time of exposure to image bearing stimuli. 
(Toftler, 145) The consumer afoot can stop, look, touch and process the information. Thus 
imagery has more time to inform and manipulate. With slower speeds, the information is 
smaller, and give's human scale and dimension to the image. Pedestrian images include street 
posters, visual display screens and information boards, sculpture, and even restaurant menus. 

Being a vehicular billboard, or pedestrian street poster, the purpose behind an image is to 
convey information to the consumer. This idea of advertising through images is alive in 
architecture as well. The Info Box, located at Potsdamer Platz, in Berlin, is a public information 
container that emerged from the largest urban construction site in Europe. Designed by Michael 
Schneider and Til Schumacher, the Info Box is a 62.5 meter long, 15 meter wide, 13 meter high 
red container that is supported by 7 meter high concrete covered steel columns. It serves as a 
window to view the future urban renewal that engulfs the immediate site. This surreal red box is 
dedicated to heightening public awareness of the rebuilding of Berlin's Potsdamer Platz. The 
Info Box is a form of sophisticated, interactive advertising. Inside there are walk through virtual 
reality shopping centers, office buildings, and residential blocks designed by architects such as 
Richard Rogers and Renzo Piano. Both the history and future of Potsdamer Platz is told within 
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the box by interactive multimedia and images. This bold red container is an image within itself, 
a landmark amongst the landscape. The giant red box is raised above the ground for easy 
identification, a living, breathing billboard. The program called for a kit of parts building which 
could be reassembled at a future location. For this reason, the building can be dismantled and 
reassembled to suit another need at a future site. Thus, the Info Box is an alternative to an 
international billboard campaign. 
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Kinetic Architecture: 

What came first, the building or the client? 

Charles Darwin has suggested that the problem of survival always depends upon the 
capability of an object to adapt to a changing environment. (Zuk, 4) Traditionally, architecture 
has been perceived as enduring permanent structures, and has been called frozen music, or a 
permanent expression of an age. It is clear that the principles which contributed to past 
successes in architecture, are inadequate for the speed, scale, and nature of change today. (Zuk 3) 
For this, a new adaptable architecture must be developed. An architecture that is an extension of 
accelerating trends, satisfying a dynamically changing society. An architecture that is not static, 
as has traditionally been the case, but one that has the capability of adapting to change through 
kinetics. (Zuk 4) The use of kinetics in architecture gives structure, space and form the ability to 
metamorphose over a period of time so that we are no longer stuck with monuments of a 
forgotten day. Those systems, which do not adapt, disappear. (Zuk, 5) 

Architecture is a physical expression of a continually changing social structure. (Zuk, 4) 
Today, we are faced with a complex rapidly changing society that requires responses to several 
kinds and layers of changing needs. (Zuk, 5) Those needs (social, cultural, political, or physical) 
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can be seen as a set of pressures. Architecture can be seen as a three-dimensional response to 
those pressures. Therefore, architecture form is a response to that pressure. Through motion and 
the ability to change, kinetic architecture can project and reflect those cultural and social 
pressures by physically and visually adapting to their immediate needs. 

Central to the theory of kinetic architecture is the potential for the architecture form to 
respond to changes which will result from changing technology, and social pressures. These 
adaptive qualities are responsive strategies that attack building obsolescence and encourage and 
permit natural growth and change to take place. (Zuk, 133) There are two types of obsolescence 
which architecture must confront. (Zuk, 134) These are directly linked with consumer cultures 
temporary values, and disposable mentality, and are further accelerated by popular trends, and 
planned obsolescence. The first type of obsolescence is functional. This includes changing user 
needs, the introduction of new solutions, and an alteration of original program constraints. The 
second type is aesthetic obsolescence. This deals directly with fashion, style, image, and 
popularity, and is a direct reflection of architecture as a consumer product. 

Architecture can fight building obsolescence by applying the ideas of kinetics. Kinetics 
will allow fundamental architecture components and assemblies to change physically and 
spatially. These components include surface and skin systems (walls, floors, and Ceilings), that 
allow architecture to compose form and arrange space around static or fixed structural systems 
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(column, beams). Kinetics give architecture and assemblies the ability to metamorphose over a 
period of time so that we are no longer stuck with monuments to the past. Kinetic systems 
allow architecture to transform, changing functions, degrees of privacy, and scale. 

This idea of"transformations" is alive in Guck/Hupf, a pavilion designed by Austrian 
designer Hans Peter Worndl. Guck/Hupf is the name given to the box, which encloses 
observation space, meaning to watch and to observe things from a conscious position. 
Guck/Huph emerged in the 1993 festival of regions, a display of cultural, artistic, and 
architectural manifestations, with a common theme of "strangeness". The idea and purpose 
behind Guck/Huph was to create a live object that would remain in a state of permanent 
transformations. The pavilion is a metaphorical object in space that uses kinetic components 
and theory to display the inherent tension between opposing poles-stillness versus movement, 
habitation versus travel. 
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Hardware vs. Software 

Can imagery systems be upgraded as easily as Computer software? 

Kinetic architecture challenges traditional ideals of structure, space, and form, and image. 
The theory of kinetics can be applied to both imagery systems and architecture components. 
Image systems are sign surfaces, visual display systems, electric lights, and any other means of 
conveying visual information to the consumer. These systems are a form of mass media, thus are 
easily adaptable, and can be re-programmed to accommodate new visual images and 
information. These systems can be referred to as "software". Software is the effect of 
information and programmation of the environment, which involves the territory between 
entertainment and learning. (Cook, 85) Software is the image that is projected toward the 
consumer, and is entirely dependent upon the display system, which allows the image to take 
form and sustain appearance. The display systems are built, tangible architectural components 
and surfaces that define space, structure, and form. Such elements include walls, doors, panels, 
columns, floors, and beams. These elements are called "hardware" systems. The analogy 
between hardware and software can be compared to the relationship between a television and a 
viewing participant. The television screen is the physical stage from which the software images 
are projected. The images are visual information that wraps around and involves the viewer. 
The viewer becomes the screen. 

26 



With today' s capabilities in virtual reality, video technology, and interactive computer 
systems, it is possible for hardware and software to interplay and be interchangeable. This is the 
combination of physical and electronic, perceptual and programmatic events. (Cook, 89) With the 
use of multiple image techniques, a more total, three-dimensional situation occurs, which 
envelops the consumer, and is subject to constant and immediate change. (Cook, 84) This lends 
itself to the idea of fundamental architectural hardware elements becoming multi functional , 
giving space and fonn while projecting visual images and graphic infonnation. Robert Venturi 
calls this relationship the "double-functioning" element or the "both-and" relationship. The 
double-functioning element pertains to the particulars of use and structure, while both-and refers 
more to the relation of the part to the whole. (Venturi, Complexity, 34) Mies named his multi
functional room the " universal space", and consumer infonnation can be "double-coded". The 
names of these elements indicate their flexibility and versatility. All trends in society and 
technology, are searching for flexibility and versatility, specialization is dead. (Cook, 112) 

Hardware and Software systems can be combined to create hybrid components, becoming an 
extension of user and consumer personality. 
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Design Response 
Issue: Image 

Design Response: 

The architecture will visually satisfy and adapt to changing consumer and social trends through the use of 
applied popular imagery and iconography. 

Therefore: 

• Consumer imagery will be projected over the surface of the architecture in the form of video, graphic, commercial, and 
popular art. 

• The images and iconography used will be popular and of the moment, reflecting the latest trends and fads. 

• The images and iconography systems used will be as adaptable and easily interchangeable as other forms of mass media. 
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Issue: Scale 

Design Response: 

The architecture will project information bytes and imagery to the consumer on all scales, speeds, and 
paths. 

Therefore: 

• The facility wiJI be raised off the landscape, separating it from urban visual noise, making it easily identifiable at the 
vehicular scale. 

• The exterior of the facility will project bold commercial images from kinetic surfaces, marketing visual information to 
passing motorist's and pedestrians at large, medium, and small scales. 

• The imagery of the interior of the facility will be detailed and interactive, communicating information to the idle consumer 
in the form of video and graphic art. 
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Issue: Adaptability 

Design Response: 

Through the application of kinetic systems and components, the architecture will adapt physically to satisfy 
ever-changing user needs, and social trends. 

Therefore: 

• Wall surfaces, ceilings, and floors will move, pivot, slide, rotate, and extend, to conform to changing user functional and 
spatial needs. 

• Information surfaces (video, sign, electronic) will project the latest consumer and social trends by readily adapting to 
receive their latest images and icons. 

• Information and spatial systems will move and transform to adapt to different desired degrees of function, privacy, and 
enclosure. 
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Issue: Flexibility 

Design Response: 

Hardware and software systems will be combined to create a multifunctional architecture, adaptable and 
flexible both spatially, and visually. 

Therefore: 

• Ceiling, wall, door, and floor, panels will both contain space and visual information, by projecting popular imagery upon 
their surfaces. 
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Contextual Issues 



LA, West Hollywood and the Sunset Strip: . . 

Los Angeles is a symbol of Americana, and the mecca for popular trends, consumerism, 
and disposable dreams. Every aspect of the LA lifestyle is a reflection of the temporary nature of 
their culture. It's an attitude! 
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Waiting For the Big One: 

Los Angeles is synonymous with earthquakes, riots, mud slides, freeways, smog, sprawl, 
apocalypse, and rootless-ness. LA is young, carefree, optimistic, and living for the moment. 
It's whimsically gothic, in a state of hedonistic bliss. It' s tempting fate while waiting for 
biblical retribution. It's James Dean and Marilyn Monroe racing down the cliff laden Pacific 
Coast Highway in a convertible corvette. Like many of the shooting stars that were born of LA, 
it had humble beginnings, is now burning bright, fast and furious, and is waiting to go out with 
a bang! 
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LA funk: 

There are two prevalent consumer attitudes toward trends in LA. These attitudes are 
reflected in fashion, music, hangouts, image, architecture, and just about anything else that can 
be labeled. They are the attitudes that the rest of America and the world look to emulate. There 
are an infinite number of variations and combinations of each that both compliment and 
condescend each other. It is a duality, a paradigm between commercial realism and flamboyant 
Hollywood chic. 

First, is the commercialized and generic attitude that can be found on Rodeo Drive, and 
just about anywhere else production line image is sold. At it' s extremes, this includes faceless 
PIB's, (people in black), who sport Calvin Klein, Georgio Armani, Tommy Hillfiger attire on the 
weekends because it is ridiculously overpriced, therefore must be cool. This attitude thrives on 
insecurity and personality shortages by using sex goddesses, celebrities, and mass media to 
appeal to popular culture and plastic people. 

The second attitude is what sets LA apart from any other city in the world. That attitude 
is known as LA funk! LA funk is a unique attitude that is timelessly cool, romanticized and 
manifested in Hollywood movies~ it's when popular culture transcends into pulp culture. Funk is 
freedom from name brand commercialism and censure. Its embroidered polyester shirts with 
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butterfly collars, pork-chop sideburns, retro hip huggers and square-toed shoes, body glitter and 
body piercings', big sunglasses, and lots of skin. It's the people circus of the Veruce Boardwalk, 
and the vintage trendiness of Melrose Avenue. LA funk is a way of life. It's hotdog stands in 
the form of a giant hotdog, optimistic art nouveau cinema marquis, and colored stucco fantastic. 
It's spiritual leaders in psychedelic T-shirts, Jewish Zen Buddhists, and wife swap clubs. (Toffier, 
11) In LA, anything goes. 
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Car culture: 

Los Angeles is a city that was built by the automobile. It is the quintessential example of 
transient society at it's best and worst. The essence of Los Angeles is mobility- literal, 
metaphorical, upward, downward. LA is about freedom from social and physical restrictions, the 
pursuit of which has generated a city without a centre, defined by the car and symbolized by it's 
freeways. (Anderton, 1) With mobility comes a sense of freedom and liberation from 
responsibility and obligation socially and environmentally. This has created a concrete jungle 
that promotes sprawl and urban unrest on the scale and speed of a third world country. Visions 
of Blade Runner and Dark City combined. It has been described as a city without beginning or 
end, a city incapable of holding memory, or shape, rather like a bad battery unable to hold a 
charge, a city after the death of cities. (Klein, 85) 

"A paradise with a lobotomy" Neil Simon. 1967 

On the flip side, car dependence has spawned a whimsical and carefree attitude in 
Angelinos and their Architecture that have become symbols of LA roadside vernacular. These 
include drive through fast food joints, mini malls, drive in motels, and strip shopping. Most 
noticeable, however, are the huge signs and commercial art that are used to catch motorist's eyes 
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at forty miles per hour. These larger than life advertising billboards and iconographic images are 
painted on the sides of buildings or act as buildings themselves. 

"To call attention to their products or service, strip businesses resorted to 
aggressive signs and logos, or to flamboyant architecture. As the strips filled in, they 
became a forest of flashy signs, each designed to outbid the next to catch the motorist's 
eye. The use of symbols, pictures, bold colors, gigantic scale, neon, and movable 
elements created a visual assault productive of emotional upset, if not physical fender 
benders." (Ovnick, 311) 
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Timely Architecture vs. Timeless Architecture: 

The temporal nature of LA culture is also transcended through their ideals on 
architecture. The design philosophy of one LA based architect, Eric Owen Moss, is that a 
building's life span should last only as long as the off-the-shelf materials he uses in his buildings, 
around ten to fifteen years, and then be bulldozed in wake of a new and better vision. In Los 
Angeles, a contemporary building's life span is only as long as the popular trend that it was 
originally designed to appeal to. Hollywood, television, and mass media pressures further 
accelerate these revolving trends. Therefore, the true context is not the physical or built 
environment, but the ever-changing consumer fads and social trends, which ultimately 
dictate building design. Therefore, the ability to withstand and adapt to popular culture 
becomes a driving force in a building's design. 

The heart of carefree consumer culture in LA, the Sunset Strip located in West 
Hollywood, is the ultimate laboratory to test the idea of adaptable design. 
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Desire Turned into a Slot Machine: 

Can a place become a consumer paradise with a lobotomy? 

The Sunset Strip, a true urban drag, is the apex of fashion, music, and culture that has 
become LA. It symbolizes everything that is fantastically trendy, temporary, disposable, and 
consumable about Americana. It is a cultural icon to those who were born of the automobile. It 
offers the gaudiness of Las Vegas, the visual sensitivity of Times Square, and the eccentric 
diversities of the Venice boardwalk with a Beverly Hills price tag. "More kinetic and absorbing 
than MTV". (Bierman, 41) It is an adult Disneyland with a guiltless theme of vanity, lust, and 
indulgence. It' s the emotional state of being over stimulated and desensitized. (Klein, 80) Truly, a 
consumer' s paradise! 
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Can a place be as spontaneous and combustible as a celebrity sex scandal, or 
Jimi Hendrix's "Castles in the Sand"? 

Known for its billboards and bright lights, the "Strip" is an art gallery of entertainment 
ads and hangouts. (Wurman, 69) The Sunset Strip is Hollywood' s playground, home to famous 
nightclubs, restaurants, and fashion shops frequented by movie stars and celebrities, and is a 
launching pad for upcoming musical and c~medic talent. These cultural monuments include the 
House of Blues, the Roxbury, Le Dome, and the Comedy Store. The Whiskey, Johnny Depp' s 
Viper Room where River Phoenix overdosed and the Counting Crows headlined "Recovering the 

,Satellites", and the Roxy, with impromptu eclectic performances by Janes Addiction, Pomo for 
Pyros, and the Red Hot Chili Peppers. Not to mention Pandora's Box, Filthy McNasty ' s, the 
Zodiac, and Tower Records. The Strip is the place for discovering the next wave in music, or a 
good night of name-dropping, or celeb spotting. It is "the place" to see and be seen. Mass 
producing shooting star careers, the Strip is a fixed monument to consumer culture with a 
turnover rate envious of any retail store. Ironically, changing trends that kill the shooting stars, 
are the very things that keep the strip alive. It's not the Strip, but the consumer's image of what 
might happen there that makes the Strip thrive. 
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Can billboards signify bought instant pleasure and consumer gratification as 
well as pretty call girls that stand outside the stuccoed boxes on the strip? 

Sunset Boulevards roots begin at the Pacific Coast Highway, wind through Beverly Hills and the 
Hollywood flatlands, eventually becoming Route 66 and all it' s folklore. Quite fittingly, the most 
fantastic sequence of billboards and roadside vernacular in LA is found on the strip. Today, the 
strips glitzy Las Vegas quality is kept alive by huge billboards- the Marlboro Man, Absolute 
Vodka, and James dean painted on the sides of buildings. (Conolly, 94) This gives the Sunset Strip 
a sense of identity and community, a place unlike anywhere else in LA. The Visual °' c 
bombardment of commercial billboards and advertisement on the Strip can be compared to those 
found on the Vegas Strip, or New York' s Times Square. It is a visual circus, a place where rules 
do not apply. The messages and images displayed on these billboards have little to do with the 
functions of the buildings that they are displayed from. Here, sign surfaces, like buildings, are 
leased by the square foot to the highest bidder. On the Strip, architecture advertises consumer 
gratification, selling itself to the commercial dollar. 
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On Weather: 

Los Angeles has no weather. It rains during February but when its not raining it 
is warm and sunny and the palm trees silhouette against the smoggy heat haze 
sky. 

Miles: International Times, March 14 1969 

Los Angeles is famous for sunshine, palm trees, and smog. LA has 300 days of clear 
weather a year, and offers plenty of sunshine, blue skies, white clouds, and palm trees. Weather 
in LA is very predictable with an average temperature of 75 degrees Fahrenheit. 
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Site 
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• Sunset Blvd. 
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Site Specifics 

Proposed Site: 

The proposed site for the street cafe is located at 8435 Sunset Blvd. directly across from La Cienega Blvd. in west Hollywood. West 
Hollywood became it's own city in 1995, freeing it from the many signage and zoning restrictions of the city of Las Angeles. This has 
enabled Sunset Blvd. to stay visually spontaneous and carefree. 

Existing: 

Located on the 16,000 sq. ft. proposed infill site is an existing cafe and bar that is sandwiched between two noticeably larger 
buildings on either side. The one story cafe is a small triangular shaped building. The building is given character by a large billboard that is 
displayed from the roof. The billboard runs almost parallel with Sunset Blvd., informing motorists of it's commercial content. 

Character: 

The proposed site is located in a retail and entertainment district, and is surrounded by famous LA landmarks, and represents 
everything that is fantastically trendy about LA. The site is completely surrounded by street signage and commercial billboards selling sex 
and anything else that is spontaneously combustible. 
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13.) topographi:: map of proposed site and Its surroundings 

=Site 

1. The Comedy store 
2. House of Blues 
3. The Sky Bar 
4. The Whiskey 
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North ..... 
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Built Physical Constraints: 

The proposed site has four distinct boundaries that form the site. These are the site constraints. The Comedy Store directly east of 
the site forms the eastern boundary. The steep Hollywood hills form the northern site boundary. A medium sized multi level hotel forms the 
western barrier, and Sunset Blvd. creates the southern edge of the site. 

Figure Ground Relationship: 

The existing strip was clearly built on the vehicular scale. The buildings surrounding the site are freestanding buildings in space, and 
do not create a public space between them. The buildings are set back away from the curb allowing parking space in front, further separating 
the pedestrian from the street. All existing buildings stand alone in space, and the spaces between them are unpleasantly sun-baked and wind 
swept. 
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Access: 

The site has great access both physically and visually. Visually, the site is a node. It is located at the upper elbow of sunset Blvd. and 
is the visual focus of consumers traveling east or west. Also, the site is located directly across from where La Cienega dead ends into Sunset 
Blvd. Being located adjacent to two major access spines, the site is physically and conveniently accessible. The entry into the site is from 
the southern boundary along Sunset Blvd. 

Placement: 

The site is the perfect stage for the street cafe. It offers the visual and physical placement needed to be seen by consumers. The 
character and personality of the Strip, and its constant assault of commercial realism in the form of signage and billboards, sets the tone 
necessary to test this thesis against popular trends and disposable lifestyles. 
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Design Response 

Issue: Physical Image 

Design Response: 

The place should induce cultural amnesia, that is, produce an antidote to environmental and social 
responsibility through commercial realism. 

Therefore: 

• Commercial advertising will be used for the aesthetic of the architecture, in the forms of billboards, electronic signs, and 
video screens. 

• The commercial images and information chosen for the aesthetic will reflect the temporal nature of the LA culture. 
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• The commercial aesthetic will be so visually loud, that the site will become a visual circus, a place where rules do not 
apply. 

• The architecture will lease its walls and surfaces to commercial investors as sign surfaces that advertise trendy consumer 
products, image, and life-styles. 
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Image: Site Interaction 

Design Response: 

The architecture will become visually interactive with the immediate physical site and to all those who 
experience it. 

Therefore: 

• The aesthetic will be graphic and eye catching, communicating information to passing motorists and pedestrians. 

• Through size and visual intensity, the visual aesthetic will communicate to, and compete with the pre-existing signage 
dialogue of the immediate site. 
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Issue: Essence of Place 

Design Response: 

The architecture must be as spontaneous and combustible as the existing commercial fabric on the 
Sunset Strip. 

Therefore: 

• The architecture must satisfy the consumer's appetite with the opportunity to participate in the next great event that will 
be discussed in the elite Hollywood gossip circles, or be printed in celebrity tabloids. 

• The architecture will provide spaces to view from, and be viewed, a place to see and be seen. 
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Issue: Views 

Design Response: 

The buildings skin will open up to provide multiple views of the immediate site and context. 

Therefore: 

• Kinetic skin panels will open to give exterior views to individual spaces. 

• Entire skin system of the facility will open to allow large open views to the outside. 
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Issue: Design for Climate 

Design Response: 

The architecture will adapt to meet the local climate and weather conditions, addressing natural light, heat 
gain, wind, and rain. 

Therefore: 

• The architecture will open up to allow natural light to penetrate the interior spaces. 

• The buildings skin will close down, shielding consumers from wind and rain. 

• Kinetic skin panels will shield the facility from direct sun exposure. 
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Facility Issues 



Look to the Fishbowl. 

Television as a Stage for Living: 

Today's consumer culture spends a great deal of time behind a remote control, endlessly 
flipping in and out of movies, sitcoms, commercials, sports events, and even infomercials. All of 
which are designed to make us want, need, or lust after something or someone. We have Home 
Shopping channels, and we Pay per View. The consumer is bombarded with popular trends, 
social fads, and commercial icons. It is a marketing tool, refreshing and regenerating images 
projected in fractions of a second, maximizing consumer exposure. Television not only tells us 
what to buy, but who to be, and how to live. The television set has become a fish bowl. We glue 
our noses to the shiny glass tube and watch our favorite trend-setters swim around in fantasy 
worlds, solving real world problems in thirty minutes, minus the commercial time advertising 
our favorite consumer products. We expose ourselves to their over dramatic "real-life" traumas 
and relationship crisis' , and use them as analogies to compare our own lives. We are petrified to 
miss our "shows". What going to happen between Rachel and Ross this week? Ryan Malloy 
said that television is "The New Religion", hinting that we worship a square box that personifies 
who we ought to be, how we should act, and what makes us cool. Television has become a stage 
for living! 

56 

Facility Issues 

1.) The New Religion 

I 



The Voyeur and the Exhibitionist: 

One reason television is so successful is that as a culture, we need someone or something 
to show us how to act, we have become a video culture. The constant assault of mass media has 
made us completely dependent. We are no longer individuals with unique personalities, but a 
mass audience of mindless sheep. We need someone to show us how to act, dress, and live. We 
love to watch. Television is the stage where we look to find the Image we want. Through 
television, we find some sense of closeness and connection to current trends and trend-setters, 
usually by buying into their image, personalities, or products. Entire generations emulate 
themselves on images and styles portrayed by Hollywood. The exposure of mass media has 
made new trends acceptable to the public, making them popular trends. 

I want to be a movie star! Consumer culture wants to be seen in the same spotlight as 
trend-setting celebrities. We want to be like them, dress like them, and act like them. We'll do 
almost anything to get a piece of the attention and recognition as they do. We want to be seen in 
the same places as celebrities, doing the same things that celeb 's do. We want to be the fish 
swimming around the fishbowl for the entire world to see. We want to surround ourselves with 
the celebrity image because it makes us feel more important, more desirable, and more popular. 
The popular restaurant chain Planet Hollywood thrives from fulfilling this inherent consumer 
need. Only we want to buy our stardom through consumer goods and consumer image. 
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The Need: 

Architecture both profits and is victimized by this consumer mentality. Most new retail, 
entertainment, and food service buildings live and die by the popularity of their image, or the 
image of the goods they sell. Because image is only temporary, the success of these buildings is 
temporary, and they become permanent memorials to change. For this reason, the pure nature 
and success of the facility chosen to test this thesis should depend on image, consumerism, 
disposable lifestyles, and popular culture. A facility that will both symbolize and utilize 
consumer culture. A facility who,s expected life span has a turnover rate equal to any new 
consumer product. A "burning box". For this reason, the facility chosen will be a street cafe. 
Los Angeles now ranks as one of the world,s food capitals, and eating out is its prime leisure 
activity. (Harris, 122) 

"Restaurants are to present-day Los Angeles what Haussmann,s boulevards were 
to 19th-century Paris. Here is where the better classes, or those aspiring to such status, go 
to meet their peers, to be seen by others, and to show their taste and sophistication in their 
choice of venue. And, with valet parking being the rule, the splendor of one,s vehicle is 
just as important now as it was then. If anything is a greater sign of achievement and 
status than eating in the right places, it is owning one of them. Restaurants have become 
celebrities, and celebrities have become restauranteurs. Packaging a trendy eating place 
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is now regarded in LA with the same sincere awe as putting together a major movie deal. 
(Pastier, 179) 

Since the birth of talking Pictures, restaurant- going in Los Angeles has had a 
greater significance than in any other city. Where the movers and the shakers of the 
industry choose to chow down is all-important. But which restaurant is hip changes as 
fast as the whims of the capricious stars who frequent it, making today's favourite flavour 
tomorrow' s space for lease." (Harris, 122) 

Therefore, the street cafe will be a reflection of the consumer environment by 
continually satisfying the local social and fashion trends in LA. The cafe will respond to 
these changing trends by transforming visually and spatially. It will become a fishbowl, 
providing consumers with a stage for watching and performing, a place to see and be seen. 
Within the cafe, the consumer will become the actor, surrounding himself within a 
constantly changing commercial set. 
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and The Necessities: 

To meet ever-changing consumer needs, the street cafe' will apply the ideas of imagery, 
media, and kinetics to it's architecture. The Cafe will lease its walls and surfaces to commercial 
interests as display surfaces, projecting popular imagery and iconography to consumers. In 
essence, the cafe will become visually interactive at pedestrian and vehicular scales, projecting 
loud graphic information of various sizes from both exterior and interior surfaces, a commercial 
art gallery. The cafe will incorporate video display systems, electronic display systems, and 
signage to rapidly update changing consumer information and images. The surfaces of the cafe 
will become display systems, "hardware", projecting various fashion, music, style, and product 
"software" images, providing consumers with a stage to perform, and watch. Like television, the 
cafe will become a mass media tool to program the environment and its consumers. 

Like the images projected from the cafo, the architecture will continually change and 
adapt to new social trends and pressures. The cafo will physically metamorphose to satisfy 
different spatial, functional, and image display needs. Kinetic surfaces will pivot, rotate, slide, 
and extend around a fixed central core, making the cafe flexible to adapt to various degrees of 
privacy, enclosure, and form. The core will house include electrical, plumbing, structural, 
circulation, and environmental systems. The separation of the central core will create free
spanning dining spaces that will allow both the interior and exterior kinetic panel systems to 
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maximize their freedom of display and movement possibilities. The display panels will double 
as walls and partitions, separating space and projecting information. The structural central core, 
fixed floor, and ceiling heights will allow the interior visual display panels to move freely. In 
essence, with the use of imagery and media, the cafe will inform the consumer what he wants, 
and when he wants it. Kinetic systems will enable the cafe to give the consumer what he wants, 
when he wants it! 
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Design Response 

Issue: Exhibitionism/ Voyeurism 

Design Response: 

The Cafe will become a stage, where the consumer becomes the performer. 

Therefore: 

• Exterior kinetic skin panels will open push, swing, and slide open, making the inside accessible from the outside, allowing 
pedestrians and motorists to look into the fishbowl. 

• The interior kinetic wall panels will be able to transform interior spaces to different desired levels of privacy, and enclosure. 

• Interior spaces will be able to elevate kinetically, separating the performer from the audience. 

• Like a television screen, kinetic display panels will frame the performer within the stage. 

62 



Issue: Visual Display System 

Design Response: 

The Visual display System will double as walls, partitions, and the skin of the building, kinetically adapting 
to physical and visual change. 

Therefore: 

• The Exterior skin panels will be supported by a fixed curtain wall system that will enable them to move freely to project 
images and enclose space. 

• The interior visual display panels will be supported by a track system that will allow them to move and adapt to different 
spatial and visual needs. 

• The interior display panels will be collapsible, allowing different degrees of privacy, while visually containing space. 
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Issue: Structural System 

Design Response: 

The structural system will be free-spanning, allowing for various combinations of dining and display 
possibilities. 

Therefore: 

• The fixed structural system will support all interior and exterior display panels, giving them freedom to adapt. 

• Floor and ceiling joist will cantilever from central core. 

• For rigidity, the core will use tensile cable cross bracing. 

• The kinetic display panels will be mounted from the floor beams as a curtain wall system. 
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Issue: Artificial Lighting and Electrical Systems 

Design response: 

All electrical and lighting systems will be integrated within the structural columns, beams, and joists. 

Therefore: 

• Electrical conduit will run horizontally in between floor and ceiling beams, and vertically within columns located in the 
central core. 

• The ceiling and floor surfaces will contain a mirroring electrical track grid system of various wattage and currents. 

• The floor electrical system will become 110 watt electrical outlet track, while the ceiling electrical system will become a 
110 watt track lighting. 

• The interior kinetic display panels will slide along the electrical tracks, using them as structural mounts, and as an 
electrical power source that will generate the images on the 220 watt video and electronic display screens. 
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Issue: Circulation Systems 

Design Response: 

The vertical circulation will read as a separate architectural element apart from the cafe, leaving the cafe to 
be a free standing object in space, free to transform and change without visual constraints. 

Therefore: 

• The primary vertical circulation system will be a neutral sculptural exterior stair and landing element located to the side 
of the cafe, and will contrast the visually loud Burning Box. 

• The stair will physically and visually access parking and pedestrian walkways to the cafe entrance. 

• A secondary circulation element will be a twin elevator shaft that will extend up through the core of the cafe from the 
street and parking level, accessing the core services and dining space. 

• One elevator will be used for customers, consumers and ADA, while the second will be used for service. 
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Issue: Environmental Systems 

Design Response: 

The cafe will incorporate both natural and artificial air supply systems. 

Therefore: 

• The kinetic exterior display panels will transform the cafe into an open-air structure, bringing in natural breezes, light, 
and views from the environment. 

• Environmental systems will substitute cool air when the cafe cannot be transformed into an open-air structure. 

• All ducts and vents will be located in the floors and ceilings, integrating themselves within the structure. 

• Air supply will be generated from a mechanical room located within the central core. 

• The central core will act as a natural exhaust system releasing kitchen smoke, odors, and fumes from the cafe. 
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Facility Organization 

Spaces 

1. Cafe' Entry 8. Public Restrooms 

2. Reception/ Waiting 9. Private Restrooms 

3. Dining 10. Private Office 

4. Food Prep/ Kitchen 11. Service 

5. Wait Station 12. Supply Closet 

6. Dry Storage 13. Mechanical 

7. Cold Storage 14. Parking 
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Space: 
Approximate square footage 

Users: 
Customers, consumers, and perspective clientele 
Visitors visually drawn to the Burning Box Cafe 

Estimated number of users: 

Entry 
100 sq. ft. 

2-15, depending on the size of the dining party, and the time of day. 
User Needs: 

A sense of arrival to a destination, and anticipation of a visual dining 
Experience 

Related Activities: 
In search of new style, trends, and image 
Reading visual images on marquee, and entering through kinetic entry 
Panel interfacing with the imagery, and interacting with the architecture 

Related Spaces: 
Parking area, Pedestrian sidewalk, reception 
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Space Description: 
Large video display entrance marquee 
Video image projections on entrance panels 
Movement, dynamic change 
Entering the theatre 
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Space: Reception/ Waiting 
Approximate square footage 250 sq. ft. 

Users: 
Visitors, and guests who have registered with hostess at reception desk, 
And are now waiting to be seated. Also, guests who are waiting for their 
Party to arrive. 

Estimated number of users: 
Space will be flexible, holding up to 20 people 

User Needs: 
Comfortable seating will be provided for guests 
Images and information will be displayed on walls to preoccupy visitor 

Related activities: 
Signing in with hostess 
Reading and reacting to graphic images displayed on surfaces 

Related spaces: 
Entry 
Reception 
Dining spaces 
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Space description: 
Strong rotating images force consumer recognition and interaction 
Waiting to go on stage 
Customer waiting list will be displayed in video display panel 
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Space: Dining 
Approximate square footage 1600 sq. ft. 

Users: 
Consumers and visitors who have come to see and be seen 
Performers and audience 
Perspective commercial clientele and future corporate interests 

Estimated number of users: 
Dining space will be flexible, accommodating different types of dining, 
And varying numbers of users. 
Maximum 60 people 

User Needs: 
Users need flexible floor space to accommodate various types of dining 
Experiences, also different degrees of enclosure and privacy 
The consumer needs to feel comfortable within his environment, and will 
Be given seating to suit his mood and desires. 
Natural and artificial lighting can be provided, depending on the 
User need and time of day. 
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Related activities: 
Two person dining: 

Interior kinetic panels will divide the open space into several 
Small intimate spaces will provide privacy and enclosure from 
prymg eyes. 

Group dining: 
Interior space will open completely, providing 
Medium open spaces with high visibility and low privacy 
Group interaction and people watching. 

Single person dining: 
Kinetic panel systems will transform a space into a eating counter 
With individual seating 

Outdoor dining: 
The kinetic skin of the cafe' will open directly to the outside, 
Allowing natural light, open air, and open views into the space. 

Related spaces: 
Kitchen 
Reception 
Wait station 
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Space description: 
The dining space is the most dynamic of all the spaces. It is a tall space 
That can change to accommodate user needs. 
Video display panels will illuminate space, and set mood for consumers 
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Space: Food Prep/ Kitchen 
Approximate square footage 

Users: 
Cooks, chefs, and wait staff 

Estimated number of users: 
Depending on the time of day and the number of people dining, 
Between 2 and 6 

User Needs: 

400 sq. ft. 

Easy access to all kitchen utensils, cooking hardware, and food items, 
Kinetic panels will allow kitchen layout to be efficient to adapt to 
Various cooking needs. 
Access to core systems 
Kinetic panels will allow natural light to flood this place 

Related activities: 
Cooking and preparing meals to be picked up at wait station 

Related spaces: 
Dining area 
Cold storage 

Dry storage 
Core systems 
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Space description: 
Customer food orders will be displayed for kitchen staff on overhead 
Video display panels 
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Space: 
Approximate square footage 

Users: 
Wait staff and kitchen staff 

Estimated number of users: 
Between 1 and 4 

User Needs: 
Small pickup counter 
Small counter to store condiments, ice, and beverages 
Register and computer 

Related activities: 
Totaling food bills 
Picking up, and placing food orders 

Related spaces: 
Kitchen 
Dining 

Wait Station 
100 sq. ft. 
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Space description: 
Computer touch pad to place food orders on kitchen display screen 
Kinetic counter can adapt to accommodate various food orders 
Video display panel informs wait staff when and what food order is ready 
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a. Display panel kinetically b. Display panel visually 
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Space: Dry Storage 
Approximate square footage 

Users: 
Kitchen and wait staff 

Estimated number of users: 
Between 3 and 4 users at any given time 

User Needs: 

200 sq. ft. 

Quick, easy access to food supplies and dry goods outside the view of 
Public 

Related activities: 
Storing dry goods and food condiments and kitchen supplies 
Retrieving food or dining items needed in kitchen or dining area 

Related spaces: 
Kitchen 
Service 
Wait station 

Space description: 
Convenient location and easily accessible from kitchen or dining space 
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Space: 
Approximate square footage 

Users: 
Kitchen staff 

Estimated number of users: 
Between 2 and 3 people at any one time 

User Needs: 

Cold Storage 
200 sq. ft. 

Easy access from kitchen, as well as service space for convenient 
Unloading of food products from deliveries 

Related activities: 
Food storage 
Preparing food 

Related spaces: 
Kitchen 
Service 

Space description: 
Space will store both frozen and refrigerated goods 
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Space: 
Approximate square footage 

Users: 
Cafe customers 

Estimated number of users: 
2 to 3 people 

User Needs: 
ADA accessibility 
Toilet facilities 

Related activities: 
Freshening up 
personal hygiene 

Related spaces: 
Dining area 

Public Restrooms ' ' 
2 x 150 sq. ft. 

. ~YA-t"t- ' 

' 
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Space description: 
The restrooms will be located towards the rear of the cafe, 
Adjacent to the private restrooms 
Will be part of the central core 
Kinetic video display panel will function as the restroom door. 
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Video display panels function as doors, and display updated 
Consumer information. 



Space: 
Approximate square footage 

Users: 
Wait staff, managerial staff, and kitchen staff 

Estimated number of users: 
1to2 people 

User Needs: 
ADA accessible 
Toilet facilities 
Dressing room 

Related activities: 
Washing up 
Personal hygiene 
Changing clothes 

Related spaces: 
Kitchen 
Office 

Private Restrooms 
2 x 100 sq. ft. 

... 

84 



Space description: 
Will be centrally located within systems core 
Will be adjacent to public restrooms to ease, maintenance and access 

85 
tore integration maximizes efficiency of space, maintenance, and service. 



Space: 
Approximate square footage 

Users: 
Cafe managers and owners 

Estimated number of users: 
2 to 3 people 

User Needs: 
A private office to conduct business 
Storage space for business, employee, and vendor files 
Conference area 
Privacy, and quiet 

Related activities: 
Hiring new employees 
Conducting phone calls, meetings, and interviews 
Sign commercial lease agreements 

Private Office 
200 sq. ft. 
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Related spaces: 
Service 
Kitchen 
Employee parking 

Space description: 
Quiet, small space with typical office furniture and safe 
All video and computer generated images will be programmed here 
Space will kinetically adapt to different degrees of visual privacy 

87 

0 

0 

a. Visual privacy 

] r~ 
~~ i ,, 

~ 

( ~~ . 
<..: 
~ ,, ,,, 

,, , , , , ,, 

b. visual openness 



Space: 
Approximate square footage 

Users: 
Kitchen staff, delivery vendor 

Estimated number of users: 
3 to 4 people unloading food products at once 

User Needs: 
Flat open area to stack deliveries 
Corridor to access storage and kitchen 

Related activities: 
Receiving and checking in food products 
Trash accwnulation 

Related spaces: 
Kitchen 
Dry storage 
Cold storage 
Service elevator 
Service parking 

Service 
150 sq. ft. 
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Space description: 
Space will be used for temporary storage area 
Space will be located outside, directly beneath the cafe next to the service 
Elevator 
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Space: 
Approximate square footage 

Users: 
All staff 

Estimated number of users: 
1 at a time 

User Needs: 
Access to stored items 

Related activities: 

Supply Closet 
100 sq. ft. 

Storage of all cleaning supplies that are used to clean the kitchen and 
Dining spaces at the end of the day. 

Related spaces: 
Kitchen 
Dining area 
Restrooms 
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Space: 
Approximate square footage 

Users: 
Authorized personnel only 

Estimated number of users: 
1 at a time 

User Needs: 
Should be removed from public as far as possible 
Visually, and by the amount of noise produced 

Related activities: 
Heating/ cooling the facility 
Maintaining a constant pleasurable temperature 

Related spaces: 
Central core 

Space description: 
The mechanical space will be located on the roof of the cafe 

Mechanical 
300 sq. ft. 

-. 

The mechanical space will be covered to protect the equipment from the 
Elements 
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Space: Parking 
Approximate square footage I 0,000 sq. ft. 

Users: 
Employee parking, service parking, handicapped parking, valet parking 

Estimated number of users: 
Maximum of28 
Because of small lot size, only valet, handicapped, and employee parking 
Can be provided 

User Needs: 
Easy and quick access to cafe 

Related activities: 
Loading and unloading customers', and handicap access 

Related spaces: 
Service Pedestrian walkways 
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Space description: 
Valet parking will be offered underneath the cafe, and as street parking 
Immediately in front of the cafe 
Employee parking will be located at the rear of the cafe 
A service drive will run underneath the cafe for loading and unloading 
All other visitors will have to find street parking, or use an adjacent 
Parking garage 
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Space Summary 

Street Cafe 
Entry 100 Service 150 
Reception/ waiting 250 Mechanical 300 
Dining 1600 Parking 10000 
Food Prep/ Kitchen 400 
Wait Station 100 Total Square Footage 10450 
Dry Storage 200 
Cold Storage 200 
Public Restrooms 300 
Private Restrooms 200 
Private Office 200 
Supply Closet 100 

Total Square Footage 3650 
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Documentation 



Thesis Review: 

Following schematic reviews, my thesis advisors and I 
decided that the facility chosen in my program grossly 
undermined the purpose and intent of my thesis. My thesis 
document was written in protest of the temporary values that we 
as a culture place on architecture. It was my intent through 
sarcasm, to create a timeless architecture instead of timely 
architecture. This was to be accomplished by presenting 
something that was subjectively vulgar and offensive enough, that 
it would make people question their values and ideals concerning 
mass media, popular culture, and temporary values, and how they 
affected the rapidly growing disposable environment in which we 
live .... ARCHITECTURE! 

Therefore, the function and identity of a street cafe merely 
subjected itself to the demands of the eyes of a trendy society and 
it's temporary values, and would obviously be part of the problem 
rather than the solution. 

Documentation 
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At the beginning of the thesis design semester, it was decided that the function that best facilitated the ideas behind my thesis 
and assured obsolescence, was something that would appeal to the inherent human insecurities of belonging, popularity, beauty, 
and vanity. These values were chosen over substance, integrity, and meaning because they are the highest level of acceptance within a 
popular culture. Therefore: 

The purpose of this facility will be to provide consumer culture with architecture that is timeless, defying obsolescence by 
satisfying changing trends. 

The facility will be a disposable information kiosk that will physically adapt to meet changing consumer needs and events, 
while using mass media to project consumer gratification with a guiltless theme of vanity, lust, and indulgence. By physically 
adapting to meet consumer trends, and visually appealing to inherent human insecurities, the facility will become a permanent 
fixture upon popular culture. 

Is disposable architecture that uses mass media and propaganda to appeal to our insecurities offensive enough to make people 
question the values they live by? 
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Design Response: . 

To answer this question, the following issues that would be 
provocative enough to assure a disposable architecture. 
These issues are consumability, portability, and adaptability. 

Architecture would become a mass media product 
projecting commercial advertisements and icons which would 
appeal to plastic people with purchased identities. The 
architecture should be bought off the shelf components and 
assembled by cheap non-skilled labor, and be easily transported 
and adapted to any generic site. By using a kit of standardized 
building components, the architecture could then be adapted and 
reconfigure to meet any consumer need or event. It would be 
timeless, since the only thing that is permanent is chapge. 

Parti 1: 

Process 
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The first schematic design attempted to display the transparency of popular culture 
by separating the commercial imagery from the supporting structure behind. 

The projection or vanity screens are hung from the beams that 
cantilever from the vertical masts. 

Images are projected on to the screens from a rear projection box central to the 
system. 

The facility serves as a visual node to the surrounding context, since the screens are 
oriented directly towards the vehicular axis' that merge at the site. 

Circulation ramps are integrated through the system to provide a consumer 
experience at a pedestrian scale. 
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Parti 2: 

The second schematic design expresses a more dynamic expression of the idea that image 
is only skin deep. The live video graphics display the superficial materiality of a 
consumer culture. 

The vertical masts were leaned forward on vertical axis, such that the system appears 
to fall. One column at the rear acts as an anchor. 

The structure is a tensile system, and tension rods suspended from the masts to 
support the horizontal beams. 

A primary tensile structural cable is continuously threaded through the system, and 
supports all the vertical masts. 

The imagery on each screen is independent, and is projected in timed intervals. 
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Design Solution: 

The final design solution shows a level of detailing, discussed 
in depth later, that reveals how the system works. 

All images are projected onto the screens from the hollow 
projection box mounted in the middle of the system. 

The circulation catwalks are integrated through the system, 
wrapping themselves around the projection box. The circular 
transitional elements between catwalks serve as landings. 
The landings are suspended from the masts with tension rods, 
and the catwalks are suspended from the landings. 

The idea of experiencing and living mass media from the 
inside, and how that imagery can be projected onto the 
surrounding environment. 

102 



Design Solution: 

This photograph illustrates the effectiveness of mass media as 
a manipulator of the environment. 

The large vanity screens project live imagery, via air waves, 
of the latest in consumer fads and must halves. 

The large screens convey information both visually and 
audibly. Vehicular consumers can tune into the video 
ads with their radio as they drive past the information kiosk. 

Like television, the idea behind the screens is that are 
vertical leaseable space in timed intervals. 
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Design Solution: 

This section through the facility clearly shows the integration of the 
hardware and software systems. 

The silhouettes separate the tension members from the 
compression members. 

The projection screens surround the projection box. 

The circulation catwalks are trussed members that span 
between landings. 

Silhouettes of consumers are seen as they travel inside 
the system. 
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Consumability: 

The first of the issues addressed in this thesis was consumability. It asserts that 
in a consumer culture, success depends on image rather than substance, and that 
substance is only skin deep. Therefore the information kiosk uses mass media to appeal to 
popular cultures insatiable appetite. The large rear projections display live video images 
and advertisements that project miles past the immediate site, burning images onto the eyes 
of thousands of consumers. This type of visual manipulation of the environment can be 
labeled propaganda. 

These photographs demonstrate how the translucent screens hold video images 
to be seen at the vehicular and pedestrian scale. 

The images on the screens can be changed instantaneously, changing the meaning 
and nature of the system. 

The screens are perforated to prevent wind deflection, and decrease weight. 
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Consumability: 

Inside the system, images are projected on both the structure and the screens. Also, the 
images will be projected onto the bodies of consumers, who will become a part of the 
screen. Consumers silhouettes will project on the screens as they walk down the catwalks 
within the system, making the facility interactive. 

The top photograph shows a projection being cast upon a beam and screen 
attachment arm. The silhouette of the structure is then revealed by the screen. 

The bottom photograph shows the integration of hardware and software 
components. It is an assembly of a column, beam, and projection screen. 

106 



Consumability: 

It was important that the facility was placed in a high profile location where it can be 
seen by the masses. The test site selected was on top of a hill, a visual terminus of three main 
boulevards. Like product placement, the images will be projected down into the valley 
below and seen by consumers for miles. The screens are oriented toward three main roads, 
insuring maximum viewing by consumers. 

Therefore, the facility will project engineered messages, in engineered sequences, 
down engineered paths. This is called propaganda. 

The upper photograph shows the structure driving East on Sunset Blvd. 

The lower photograph shows the structure driving West down Sunset Blvd. 
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Consumability: 

It is important not to think of, from how far away can consumers see the display 
screens, but how far can the display screens project popular imagery onto the consumers. 

The upper photograph demonstrates how the front projection screen faces down La 
Cienega Blvd, and projects imagery down into Beverly Hills. 

The lower photograph shows how the facility addresses all three axis, and how it serves 
as the visual terminus of them. 
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Portability: 

The second issue addressed by this thesis is portability. 
Because the facility is a temporary structure and must adapt to 
different needs and configurations, it also must be able to be as 
transient as the consumers it appeals to. This is done by using a 
combination of portable prefabricated concrete footings and 
anchors that can be easily and quickly be picked up, moved, 
reconfigured, and placed into the next generic site. These 
footings and anchors completely support the system, and are the 
only places where the system touches the site. These portable 
components are able to support and anchor the system by shear 
size and weight alone. These components have been designed 
to self adjust to the structural needs of the system, and can be 
placed on the site without any predetermined plan or configuration. 
Because the system is so portable and adaptable, it is not site 
specific. 

~---'rG r o u n d C o n f i g u r il t I o n .: .!.~ -~ 
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Portability: 

The portable precast concrete anchor is designed to be used 
in combination with the primary structural tension cable to 
anchor the system into the site. 

The anchor self adjusts to meet all cable loads. 

The anchor ring allows 360 degrees of rotation in 
the x, y, and z axis. 

The anchor allows the system to be configured 
without any predetermined plan or configuration. 
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• Allows system to configure without a 
predeterm ned plan or configuration 

• Allows 360° of rotation on x, y, z axis 
• Will self odiust to meet all cable loads 



Portability: 

The portable precast concrete footing is designed 
as the base of the huge vertical columns. The weight 
of the entire system is transferred through the columns 
down into the footings. 

Easily installed and quickly removed. 

Can be placed into the site without any 
predetermined plan or configuration. Stillatfon \ remov 

variable column r 
uralion of footings 

maximum beam I 
system to reconfigure o specific or 
termrned pion or siz 
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Adaptability: 

The third issue of the thesis was adaptability. In 
order for a system to adapt to meet consumer needs, it 
must be able to re-configure to meet those needs. The 
ability of this system to adapt to those needs was the 
main emphasis of the design of the system. Nine 
standardized details were designed to work with the 
screens, columns, and telescoping beams to make the 
system fully adaptable. The nine details were used 
continuously throughout the system, sharing universal 
bolting patterns, further standardizing and unifying the. 
design. All elements of the design were refined to a 
the point of being labeled universal, off the shelf 
components. This made the facility system specific, 
adaptable to various configurations. 

This diagram shows the interchangeable and 
adaptable nature of the system. 

Lo n git ud i nal Section Th r ough S '/ o; I e m .... l<' •r , 

112 



Adaptability: 

The anchor self adjusts to meet all cable loads. 

The anchor ring allows 360 degrees of rotation in 
the x, y, and z axis. 

Allows the system to be configured without any 
predetermined plan or configuration. 

113 

• Al ows system lo configure wllhout a 
predetermined pion or configuration 

• Allows 360' of rotation on x, y, z axis 
• Wi se t adjust to meet an cable loads 



Adaptability: 

The elbow tension rod assembly supports all 
suspended elements within the system. 

The assembly mounts at various points along the 
vertical fin axis. 

The elbow hinge provides 180 degrees of rotation, 
and self adjusts to all suspended loads. 
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Adaptability: 

The beam to column pivot assembly works with the 
telescoping beams and column fins to allow different 
system configurations. 

Assembly is interchangeable with all beams. 

Allows beams to mount at various point along 
column fin. 

Allows beam 90 degrees of rotation. 

Self adapts to different system configurations. 
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Adaptability: 

The column eye capital connection slips into the top of 
the column axle, and allows the column to work in 
compression with the structural tension cable. 

Provides 360 degrees of rotation around vertical 
axis. 

Rotates independent of column, and self-adjusts 
to meet any cable load 

Provides slip connection to allow cable to adjust 
to adapt to system movement. 
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Adaptability: 

The universal screen attachment arm allows the 
projection screens to be mounted at different 
positions for various visual needs. 

Allows the screens to self adjust. 

Provides screen rotation in the vertical and 
horizontal axis. 

The screen attachment arm mounts along beams 
horizontal axis to allow for extension and 
retraction. 
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Adaptability: 

Easily installed and quickly removed 

Can be placed into the site without any 
predetermined plan or configuration. 

Allows 90 degrees of variable column rotation. 

ospecific or 
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Adaptability: 

The column hinge and fin system allow the system 
to adapt to multiple configurations. 

The piano hinge fin system allows beams to 
mount at various angles and degrees. 

Each fin is allows beams to mount at various 
along the columns vertical axis. 

The rotating fins allow 360 degrees of rotation 
around the columns vertical axis. 
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Adaptability: 

The horizontal cross brace assembly provides the lateral 
rigidity of the system. 

Allows horizontal cross bracing between beams. 

Slides along beam axis to adapt for different 
system configurations. 

The cross brace assembly allows for 180 degrees 
of tie rod rotation. 
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Adaptability: 

The intermediate beam tension rod pivot assembly 
Allows the tension rods that support the beams to adapt 
To different system configurations. 

Designed to slide along beam axis to allow screen 
extension and retraction. 

The pivot arm also allows continuous tension to 
be carried through the beam axis. 

The pivot arm rotates around a single axis, 
allowing 360 degrees of rotation. 
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Systems: 

This silhouette of the structure of the system gives 
the viewer a better understanding of how all the components 
of the system come together. Clearly the beams are 
suspended from columns, and the beams are mounted on 
the vertical fins of the columns. Also, tie rods provide cross 
bracing between the beams. Most importantly, the structural 
tension cable threads from the tops of the columns through 
the concrete anchors in the ground. The idea behind the 
single cable supporting the entire system is theoretically the 
most important component of the system. The cable is 
significant because it starts and finishes at the same point 
within the system. The connection where the tension of 
the entire system comes together is transferred into a tension 
ring. Therefore the fate and stability of the entire system 
comes down to a single material object. 
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Systems: 

The top photograph shows the single cable thread itself through the system and in 
and out of the concrete anchors in the ground. It also shows the exaggerated pin connection 
of the concrete footings where the columns meet the ground. 

The lower photograph demonstrates how the cable threads its way through the 
column eye' s at the top of the system. 
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Conclusion: 

This photo shows where the tension of the system 
Is transferred and stored. This tension ring is the point 
beneath the system where the cable begins and ends its 
journey. This crucial element is symbolic of the duality 
between substance versus superficial, timely versus timeless, 
and meaningful versus meaningless. It is symbolic of the 
search for truth and integrity and understanding in an 
image based society. 

This thesis was a personal journey to find the 
substance in my life, and to question the values and ideals 
on which I base my judgements. It was a long torturous 
journey that revealed many monsters that I did not want to 
find, but in the end I believe that I have found a truth and 
a better understanding of who I am and what I believe in. 
The answers that I found are represented in the tension 
ring below all the hype and the chaos. So underneath the 
designer clothes and fancy cars, it is really our beliefs, ideals 
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