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Ill. 2: Crystal Tower 1929_Mies van der Rohe
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What I am saying is that media as extensions 
of our senses institute new ratios, not only 
among our private senses, but among them-
selves, when they interact among themselves. 
Radio changed the form of the news story 
as much as it altered the film image in the 
talkies. TV caused drastic changes in radio 
programming, and in the form of the thing or 
documentary novel. 
_Marshall McLuhan

(McLuhan 1994, p. 51)
Today the new media - social media - change the form 
of architecture. They change how we perceive it and 
how we make it. The architects can show their ideas, 
their work or even their everyday life through social 
media. On different platforms they can show different 
aspects of your life as an architect. We get news 
instantly through social media. We can access them 
everywhere from our smartphones. Therefore, its easy 
for architects to bring their ideas to the people. Thus 
emerges an “ever-growing mass of image-objects” 
(Debord 1994, p. 7), which we will analyse further 
later on.  Architecture essentially becomes a mass 
media. To mention a few numbers: 3,2 Billion people 
are online and a quarter of them have a Facebook 
account. 51,15% of them say in a statistic of 2016 that 
they can’t live without Facebook. It basically means 
“the rise of social media is no less impactful than the 
cold war was upon the world. (Michael Myers, marke-
ting consultant: https://goo.gl/JpUhSy) What does this 
mass-effect mean for Architecture? Does a war for 
influence ensue?

The new weapons of this war are the Bots and 
Algorithms, which allow to become influential in the 
digital world of social media. The goal is power and in 
combination money. 
Both of the World Wars and the cold war heavily influ-
enced architecture. War always brought innovations, 
new materials, technological utopisms, apocalyptical 
fears and new media. Today social media has probab-
ly the same effect on architecture. 
During the cold war era, for instance, many skyscra-
pers with reflective windows were constructed, for 
the simple reason to hide the inside. This aspect of 
secrecy and privacy, the distinction between public 
and private is less and less valid. In social media 
there is no secrecy. We can see what other people 
post on their platforms and we can follow every aspect 
of their daily life. In most cases they either didn‘t think 
or didn‘t know that their data would come a commo-
dity, when they hit the agreement button. Companies 
can look through this non-reflective windows and see 
what your interested in through the mechanics of 
social media platforms. The architect shows his ideas 
and workflow on social media platforms. (c.f. Michael 
Myers, The impact of social media on architecture: ht-
tps://goo.gl/JpUhSy) Digital transparency so becomes 
a main point in social media and, as a result of the 
impact of social media on every aspect of the life of 
today, therefore in the work of the architect. 
In a physical sense transparency was always an 
important factor in the history of architecture. 
But what does physical transparency mean? It means 
that light is coming through a material. In most cases 
in architecture this material is glass. It allows to be 

TRANSPARENCY 
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Ill. 3: Other media/other architecture 2017_Nina 
Rattensperger & Christine Gasser
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seen and to see, to get in light. (c.f. Estremadoyro 
2003, p. 5)
In order to show as much as fast as possible, archi-
tecture changed in the last century: More Glass, open 
compendium, less privacy. 
In particular, in Modernism transparency and glass 
became very important in architecture. Glass there 
was the very synonym of transparency, it meant to 
reveal yourself, to show the truth. 

Modernity has been haunted by the myth 
of transparency: transparency of the self to 
nature, of the self to other, of all selves to 
society and all of this is represented, if not 
constructed...by a universal transparency of 
building materials, spatial penetration, and 
the ubiquitous flow of air, light and physical 
movement. 

(Vidler 1992, p. 217)
As an example for a Modernist Architect serves the 
German Mies van der Rohe. In 1929 he designed a 
crystal tower. It consisted of a slender steel pillars that 
allowed to make the facade out of huge glass panels, 
so it was more transparent. (ill. 2) It was very import-
ant on a symbolical level to have as much glass as 
possible, as to reveal the truth and to show renewal 
after the horrors of World War I. (c.f. MoMA, Friedrich-
strasse Skyscraper Project, Berlin-Mitte, Germany: 
https://goo.gl/Emzb4h) 

[...] our hope is that glass architecture will also 
improve mankind in ethical respects. It seems 
to me that this is a principal merit of lustrous, 
colourful, mystical, and noble glass walls. 
This quality appears to me not just an illusion, 
but something very real. The man who sees 
the splendors of glass everyday cannot have 
ignoble hands.
_ Paul Scheerbart

(Scheerbart 1914, p. 46)
In the 1960s glass got another meaning. Due to 
the Cold War it was very important to hide the inner 
processes of buildings. It was the time of secrecy and 
opacity. (ill. 4) So the use of glass as the transparent 
material in Modernity changed to the use of mirrored 
or opaque glass. Information from outside could get 
in, but the outside couldn‘t look inside. This happend 
in the era of the so called „Second Modernity“, in 
which the main ideas of the „First Modernity“ were 
questioned and rejected. (cf. Michael Myers, marke-

ting consultant: https://goo.gl/JpUhSy) 
We now want to analyse how transparency works 
in Social media and its consequences, not only in 
the digital world but also in the physical world of the 
architect and architecture. Does this renewed interest 
in transparency and opacity lead to a new era in archi-
tecture? Does it only change the way it is perceived or 
also the way it is made? 
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Ill. 4: Skyscraper of the Cold War Era
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Ill. 5:Two-way Mirror (Hedge Projects) 2004_Dan 
Graham
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Ill. 6: Freedom on social media 2017_Nina 
Rattensperger & Christien Gasser
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FREEDOM  
INFORMATION

Any restriction of the freedom of movement, 
any limitation with regard to the creation of 
mood and atmosphere, has to be avoided. 
Everything has to remain possible, all is to 
happen, the environment has to be created by 
the activity of life, and not inversely. 
_Constant Nieuwenhuys 

(Nieuwenhuys 1974)
The idea of transparency on social media is inse-
parably connected to the idea of total freedom and 
access to information. People actually demand it to 
gain knowledge about everything that happens in our 
world. Our information society of today becomes an 
opportunity and challenge at the same time. (c.f. Han 
2015, p. 1) 
The German Modernist Mies van der Rohe wanted 
architecture to be the tool to connect the individual 
with the society of technology of modern times. He 
used framework as a skeleton to help sustain his 
buildings, as already seen in his design for the crystal 
tower. The space in between should always be as big 
as possible as to give freedom to the human mind in 
order to reach its goal of connecting with the outer 
envrionment. In his well known Farnsworth House (ill. 
7) he wanted to provide the occupant with an open, 
light-flooded room with no restrictions. The house was 
built between 1945 and 1951 for Dr. Edith Farnsworth 
as her weekend retreat. (c.f. ArchDaily, AD Classics: 
The Farnsworth House: https://goo.gl/9UhMQT) The 
open glass panels between the steel pillars should 
help the people inside to feel connected with the 
outside environment, like the huge, endless and open 

space of social media intends to do. (c.f. ArchDaily, 
AD Classics: The Farnsworth House: https://goo.
gl/9UhMQT) 
Glass as a way to reach transparency in buildings 
was THE material used by Modernist architects: 

To Mies, glass was an expression of the 
current age of industrialism as he believed a 
building should be “a clear and true statement 
of its times“.

(ArchDaily, Material Masters: Glass is More with Mies 
van der Rohe: goo.gl/sx26MZ)
Mies van der Rohes design was the reference for 
architects for years to come and still has nothing lost 
of its actuality in terms of contemporary taste. 

With his unbuilt design for two skyscrapers in 
Berlin in 1919 and 1921, Mies is commonly 
credited with designing the original steel and 
glass skyscraper. These looming structures, 
which may appear commonplace to mo-
dern-day viewers, were the result of ground-
breaking innovations in material technology. 
Part of this innovation came from his 1922 in-
vention of ribbon windows for a German office 
building. These uninterrupted bands of glass 
between the finished faces of concrete slabs 
have become a standard façade technique 
used in many commercial structures.

(ArchDaily, Material Masters: Glass is More with Mies 
van der Rohe: goo.gl/sx26MZ)
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Ill. 7: Farnsworth House 1951_Mies van der Rohe
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So the innovations of material technology made out 
a big section of Ludwig Mies van der Rohe’s designs 
which show us a how transparency works. 
Throughout history glass was seen as the metaphor in 
architecture for transparency, freedom and knowled-
ge. Already the biblical figure King Solomon, who was 
said had all the wisdom of the world built his palace 
out of glass. (c.f. Taylor 2007, p. 3)

King Solomon is said to have built a place 
of glass (with glass floors) to reveal to him 
whether the visiting Queen of Sheba was a 
real woman of, as was suspected, a genie. 
[...] In this particular Solomonic legend [...], the 
meaning of glass architecture and its sugge-
stion of shimmering water is quite direct and 
literal: it helps to reveal what would otherwise 
remain hidden [...] 
_ Rosemary Haag Bletter 

(Taylor 2007, p.3)
Transparency becomes a synonym for clarity, 
knowledge and revealing of the truth. In the beginning 
oft he last century glass then became a building mate-

rial for Utopian worlds: (c.f. Taylor 2007, p. 5)

The Beauty of the Earth, When Glass Ar-
chitecture is Everywhere 
The face of the earth would be much altered 
if brick architecture were ousted everywhere 
by glass architecture. It would be as if the 
earth were adorned with sparkling jewels and 
enamels. Such glory is unimaginable. All over 
the world it would be as splendid as in the 
gardens of the Arabian Nights. We should 
then have a paradise on Earth, and no need 
to watch in longing expectation for paradise in 
heaven.
_Paul Scheerbart

(Taylor 2007, p. 5)
Like in Enlightment, where you strive for knowled-
ge, here we have a vision of a better world through 
wisdom and transparency. Social media wants us to 
believe that we finally reached this utopian world, this 
better world, where everybody has free access to all 
the tools and to all knowledge. The idea of freedom 
and utopism on social media is supported by the play-

Ill. 8: Homo Ludens 1974_Constant Nieuwenhuys
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ful nature of all the social media platforms with their 
colorful layout and easy way to utilize. There seem to 
be no more problems, only fun and friendship; there 
is no dislike button. Available are even platforms, like 
for example Facebook, where you can literally play 
games while socializing on the open, all-encompas-
sing city of the web. This correlates with the idea of 
the network of New Babylon (1974) (ill. 10) by the 
visual artist Constan Nieuwenhuys. He didn‘t want to 
present an actual urban design, but rather a change in 
society.  His utopian world was to be populated by the 
playful so called Homo Ludens. (ill. 8) (c.f. Foundation 
Constant: https://goo.gl/Kj1MFC)

It is obvious that a person free to use his 
time for the whole of his life, free to go where 
he wants, when he wants, cannot make the 
greatest use of his freedom in a world ruled by 
the clock and the imperative of a fixed abode. 
As a way of life Homo Ludens will demand, 
firstly, that he responds to his need for play-
ing, for adventure, for mobility, as well as all 
the conditions that facilitate the free creation 
of his own life. Until then, the principal activity 

of man had been the exploration of his natural 
surroundings. 
_ Constant Nieuwenhuys

(Nieuwenhuys 1974)
Constant created a world were man didn‘t have to 
work anymore, were one was not valued for his utility 
in productivity. Commodities had no importance any-
more. Therefore the city doesn‘t have to be designed 
as rational as now. 
In this utopian megastructure we can not only find 
freedom of mind but also, like in social media, 
freedom of travel, a kind of nomadic lifestyle. There 
are no frontiers anymore, no restriction. You can go 
where ever you want and you can discover whatever 
you want. Social media adapts the same principle, 
you can follow everybody on every step of their life at 
every time. You can socialize, meet and interconnect 
yourself with others or you can choose to only obser-
ve others.  (c.f. Foundation Constant: https://goo.gl/
Kj1MFC) 

New Babylon offers only minimal conditions 
for a behaviour that should remain as free as 

Ill. 9: Worldcraft 2014_Bjarke Ingels
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Ill. 10: New Babylon 1974_Constant Nieuwenhuys
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possible. Every limitation of movement, of the 
creation of mood and atmosphere should be 
inhibited. Everything should remain possible, 
everything should be able to happen. The 
environment is created by the activities of life 
not the other way around.
_Constant Nieuwenhuys

(Nieuwenhuys 1974)
Another important aspect in New Babylon, which we 
can also find on social media is the aspect of the sup-
port of creativity and the stimulation of creating one‘s 
own environment and lifestyle. The environtment in 
New Babylon is constantly changing due to the crea-
tive experimenting of the Homo Ludens. The images 
Constant made for New Babylon are merely sugge-
stions how you could envision such a utopian world. 
(cf. Foundation Constant: https://goo.gl/Kj1MFC)

With these slides I only want to give you a 
suggestion like the painter and the poet used 
to suggest a world superior to the world they 
had to live in. I certainly did not want to predict 
how the world of the future will look like. I want 
to challenge the imagination of those who will 
have to prepare the construction of the future 
world when labor will be abolished.
_Constant Nieuwenhuys

(Nieuwenhuys 1974) 
New Babylon doesn‘t come from a blank paper, like 
Social Media it is based on the existing world. It uses 
inspirations form the „old world“ and builds itself out of 
it and over it, like New Babylon, which stand on pillars. 
(cf. Foundation Constant: https://goo.gl/Kj1MFC) 

Homo Ludens himself will seek to transform, 
to recreate, those surroundings, that world, 
according to his new needs. The exploration 
and creation of the environment will them 
happen to coincide because, in creating his 
domain to explore, Homo Ludens will apply 
himself to exploring his own creation. Thus 
we will be present at an uninterrupted process 
of creation and re-creation, sustained by a 
generalized creativity that is manifested in all 
domains of activity.
_Constant Nieuwenhuys

(Nieuwenhuys 1974)
The Homo Ludens basically would create his own 
architecture while playing and experimenting with his 

creativity. On social media you can create your own 
world, you can fill it with the things you like. Through 
the possibilities of transparency, you can create your 
own environment. The Danish architect and founder 
of the architecture firm BIG, Bjarke Ingels, demands 
in this context that architecture should turn „surreal 
dreams into inhabitable space“, like in the popular 
computer game Minecraft. Bjarke Ingels is probably 
the best known Architect in the world of social media. 
He seems to be omnipresent on all the platforms. 
Ingels talked about the issue of „Worldcraft“ (ill. 9), as 
he named his utopian vision, in a movie for the „Fu-
ture of Storytelling summit“ in the year 2014. He thinks 
that this tools provided to the people by this game can 
empower them to make their own environments in the 
way they like. (cf. Anna Winston, dezeen.com: https://
goo.gl/No0Shi)

Architecture must become Worldcraft, the 
craft of making our world, where our knowled-
ge and technology doesn‘t limit us but rather 
enables us to turn surreal dreams into inhabi-
table space. To turn fiction into fact.
This sounds like science fiction, but this is 
the world changing potential of architecture,“ 
says Ingels. „In Venice they sail in gondolas 
through the streets and in Copenhagen they 
ski on their power plants that turn trash into 
electricity. A weird dream has crystallised into 
concrete reality.
_Bjarke Ingels

(Anna Winston, dezeen.com: https://goo.gl/No0Shi)
But here then gets the architect the problem that now 
everybody can create their own architecture with DIY 
(Do-it-yourself), which in the end would rob the archi-
tect of his work. (cf. Vierkant 2010, p. 7)

At any moment the reader is ready to become 
a writer.
_Walter Benjamin

(Benjamin, p. 34) 
Roland Barthes calls this the “death of the author” 
(Vierkant 2010, p.8) where every user has the free-
dom to create a “cultural output” as the social media 
artist Artie Vierkant calls it. (cf. Vierkant 2010, p. 7-8)
So where does this new freedom and knowledge 
leave the architect? 
The new urbanization in New Babylon with this ab-
undance of freedom and mobility would create a new 
way of openess between the occupants. Everybody 
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would be related with everybody else, so that the soci-
ety would consist of a huge network. Everything would 
be accesable form everywhere. The same idea of a 
worldwide network of open mind can be seen in social 
media platforms. This is suggested as the best way to 
utilize them. (cf. Nieuwenhuys 1974)
Alexandra Lange, architure and design critic, uses 
the American postmodernist architect Philip Johnson 
as an example of an architect, who would have been 
great on social media and would have known how to 
use this freedom of information for his own advantage.  
(ill. 11) (cf. Alexandra Lange: https://goo.gl/9cMKq6)

He understood, better than most, that interest 
is created by association. That was the princi-
ple of his salons, drawing the latest and gre-
atest from a variety of cultural realms. Those 
young artists and architects helped him stay 
young and current, he helped them by offering 
literal or metaphorical institutional support.

(Alexandra Lange: https://goo.gl/9cMKq6)
So Lange mentions, that maybe these interactions, 
Philip Johnson used before social media was even 
thought, should be the intent now. Collecting ideas, 
exchanging interests, or even showing other great 
projects should be the daily work on every architect’s 
social media life. 
Free exchange of information and ideas, better called 
feedback, especially between colleagues, on social 
media platforms can be a way of using this new media 
for architectural work and research.  Social networking 
means the expanding of your business connections 
through social media. It is the new way of networking. 
While in former times you had to go out to public 
events and places to meet people who could help you 
with your business, now this networking happens on 
a faster basis on social media sites. On social media 
you feel as if you are free to connect with whomever 
you want. This way social interactions could expand 
indefinitely. This social synergy would give your work 
a new interesting aura as Walter Benjamin would call 
it. (cf. Ferrando 2007, p. 6)
But of course this social interactions have a lot to do 
with the idea of „social capital“ by the French sociolo-
gist Pierre Bourdieu (1986). 

Social capital is the sum of the resources, 
actual or virtual, that accrue to an individual 
or a group by virtue of possessing a durab-
le network of more or less institutionalized 
relationships of mutual acquaintance and 

recognition.
_Pierre Bourdieu

(Bourdieu 1992, p. 119)
One invests time, as capital, to his social network 
and therefore expects to accumulate a lot of relati-
onships through social reproduction. (cf. Bourdieu 
1992) What this essentially means in social media is: 
„Time is money“. This proverb from the 18th century 
for business endeavours by Benjamin Franklin proves 
to have lost nothing of its actuality in respect to social 
media. Social media as a marketing place, therefore, 
follows the same rules as face-to-face selling or other 
means of advertising one’s products or services, only 
the pace, the scale and the cost change. On social 
media marketing costs nothing, but you have to invest 
a huge amount of time on your social media profiles. 
To get your “investment” back you have to follow a few 
rules and of course use the technical tools for your 
sites. (cf. copyblogger.com, content marketing: https://
goo.gl/aqfJVD)
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Ill. 11: Philip Johnson and his Network



25



26

Ill. 12: Passive 2013_Joey Klaarenbeek

I fear the day that technology will surpass our human 
interaction. The world will have a generation of idiots.
_Albert Einstein 
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CROWDS 
VACUITY

And the Lord said, “Indeed the people are one 
and they all have one language, and this is 
what they begin to do; now nothing that they 
propose to do will be withheld from them.
Come, let Us go down and there confuse their 
language, that they may not understand one 
another’s speech.“

(Genesis 11:5–6)
While Constant intended to point to a better society 
with his project for New Babylon, the freedom of 
everybody and the vast amount of knowledge and 
information of this new society can lead to two pheno-
mena: crowd building and crippling of understanding. 
Like in the biblical verse about the tower of Babel 
mentioned above people will become a crowd with the 
same language (in this case entire conversations out 
of emojis) (ill. 14) and will lose the ability to under-
stand the huge mass of knowledge. They thus will get 
confused. 
Social media creates also a „dense crowd of users“ 
(cf. Canetti 1960, p. 29), because everybody has the 
same freedom and the same possibilities through 
transparency, so they will become one. In this crowd:

Ideally, all are equal there; no distinctions 
count, not even that of sex. The man pressed 
against him is the same as himself. He feels 
him as he feels himself. 
_Elias Canetti

(Canetti 1960, p. 15-16)
The author Elias Canetti defines a crowd in his work 

“Crowds and Power” from 1960 with these four points:

1. The crowd always wants to grow. 
2. Within the crowd there is equality. 
3. The crowd loves density.
4. The crowd needs a direction 
_Elias Canetti

(Canetti 1960, p. 29)
What Canetti says and also Social media essentially 
want us to believe is that we are free because of the 
transparency and the ensuing lack of distance to each 
other. 

But there is more to it than this. In the crowd 
the individual feels that he is transcending 
the limits of his own person. He has a sense 
of reliefe for the distances are removed 
which used to throw him back on himself and 
shut him in. With the lift of these burdens of 
distance he feels free; his freedom is the cros-
sing of these boundaries. He wants what is 
happening to him to happen to others too; and 
he expects it to happen to them. An earthen 
pot irritates him, for it is all boundaries. The 
closed doors of a house irritate him. Rites and 
ceremonies, anything which preserves distan-
ces, threaten him and seem unbearable. 
[...]
To the crowd in its nakedness everything 
seems a Bastille.
_Elias Canetti 
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Ill. 13: Convention Hall for Chicago 1952_Mies van 
der Rohe
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(Canetti 1960, p. 20)
A crowd as the one described by Canetti can be found 
in the collage of the interior of the Convention Hall 
for Chicago by Mies van der Rohe of 1954 (ill. 13). It 
was a collage for a design for a post-war convention 
hall. Here you can see a huge, void space, like the 
wide space of world wide web, where a dense crowd 
of people is assembled. The crowd used in this image 
is cut out from a picture published in an issue of the 
American ”Life Magazine”, where you could see the 
people, who were present at the 1952 US Republican 
National Convention. (cf. MoMA, Convention Hall 
project, Chicago, Illinois: https://goo.gl/3wEIXg) 
While one may think this hall could hold a democratic 
character, the collage by Mies van der Rohe suggests 
a more totalitarian sphere, where the crowd, like in 
Canetti is lead by an Authority. (cf. Mark Pimlott, Mies 
van der Rohe: https://goo.gl/WJ1owS) 
The column-free structure is a reference to modern 
technologies and brings in connection with this crowd 
described in “Crowds and Power” a critique of politics 
and new media to the foreground. The image taken 
from a Republican convention and put into Chicago, 
a city controlled by Democrats, may be a clear refe-

rence to political commentary, but more important for 
us is the critique on mass media. It is a critique made 
through modern technology with a reference to mass 
culture. (cf. Levine 1998, p. 74-75)
Most of the characteristics of a crowd in Canettis work 
„Crowds and Power“ apply to social media platforms. 
The goal for the platforms and also for the brands 
using them, as in every economic endeavour, is to 
grow; to gain more users:

The point of business is the winning of as 
many consumers as possible; and ideally 
everyone. In this respect it resembles, if only 
superficially, those universal religions which 
lay claim to every single soul. It looks forward 
to an equality of willing and solvent buyers. 
_Elias Canetti

(Canetti 1960, p. 465-466)
Social media and the brands using them need equal 
consumers of their commodities, so they can gauge 
the taste of the masses. Thus, the equality of everybo-
dy leads to a crowd: WE follow this, WE like that. Arty 
Vierkant explains that this generic use of WE stands 

Ill. 14: A Brief History of Architecture, As Told Through 
Emojis 2014_Architizer
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not only for the participatory structures on which every 
social media platform is based, but it can be seen as 
a sign of shift in language and therefore in society, 
which suggests that anyone has the same, free ac-
cess on the same tools and media and can use them 
the same. (cf. Vierkant 2010, p. 6) This is the goal of 
social media: if you negate every singularity in the 
name of transparency and freedom you will extinguish 
all the “Otherness” which leads to an “inferno of the 
same”. (Han 2015, p. 2) 

With the Virtual, we enter not only upon the 
era of the liquidation of the Real and the 
Referential, but that of the extermination of 
the Other.
It is the equivalent of an ethnic cleansing 
which would not just affect particular popu-
lations but unrelentingly pursue all forms of 
otherness. 
The otherness 
[...]
Of the world – dispelled by Virtual Reality.
Of every one (chancun) – which will one day 
be abolished by the cloning of individual cells.

And, quite simply, of the other, currently un-
dergoing dilution in perpetual communication.
If information is the site of the perfect crime 
against reality, communication is the site of 
the perfect crime against otherness.
No more other: communication.
[...]
No more otherness: identity and difference.
No more seduction: sexual in-difference. 
No more illusion: hyperreality, Virtual Reality.
No more secret: transparency.
No more destiny.
The perfect crime. 
_Jean Baudrillard

(Baudrillard 2008, p. 109-110)
Transparency is meant to make a totalitarian system 
out of social media: “New word for Gleichschaltung: 
Transparency” (Han 2015, p. 2). Through this transpa-
rency a mechanical system ensues. This side of tech-
nology can be found in Modernist Architecture. While 
Le Corbusier named it openly: „A house is a machine“  
(ill. 16) (Wikiquote: https://goo.gl/I0eqbh), also in the 
work of Mies van der Rohe can be this rationalist, 

Ill. 15: WeChat
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mechanical aspect found. 
The Modernists wanted to create an efficient design 
for housing the masses in the cities, so that the living 
quality is improved in comparison to before. The best 
example for Modernist ideas are Skyscrapers. No 
more ornamentation, just function – in the sense of 
“Less is more” (Mies van der Rohe) (Phaidon: https://
goo.gl/CZT2TN) - no more useless decoration, just 
geometry, and above all: Glass. Glass, the trans-
parent, clean material of the modern mathematical 
landscape out of skyscrapers.
Those artificial environments should control the beha-
viour of the people, so they wouldn’t be as unreliable 
anymore, so no more war or conflicts would ensue. In 
essence the Modernist architects wanted to conceive 
the maxime of the French Revolution in their building: 
Liberté, Égalité, Fraternité. Freedom and friendship th-
rough uniformity. As an example serves the Seagram 
Building (1958) in New York (ill. 17). In the lobby the 
idea of transparency in connection to freedom can be 
found, because it seems like the plaza before the buil-
ding makes a seamless transition into it. (cf. ArchDaily, 
AD Classics: Seagram Building: https://goo.gl/k5yyJq)
One of Mies van der Rohe’s most known quotes: „God 
is in the details“ can be applied to the Building. A key 
aspect of its design was uniformity. The occupants 
of the building therefore were not free to do as they 
pleased. The window blinds were made so that they 
only worked in three different positions: fully drawn, 
half drawn, and fully open. Here you can find a direct 
link to crowd building. (cf. Mentalfloss, Masterpieces: 
Mies van der Rohe‘s Seagram Building: https://goo.gl/
W23QJf)
The “Gleichschaltung” in the new media you can bee 
seen in an extreme way in the Asian social media app 
WeChat (ill. 15). There every aspect of the everyday 
life of all the users is determined through the app. 
This way they are synchronized to a unified society 
of all the same users. WeChat is the most important 
social media in China. It has over 800 Million users 
worldwide, and is so also the most used social media 
over the world. You can not only use this App for 
Chating with your friends and liking some pictures 
– Chinese people have built a huge part of their life 
around WeChat: they pay with WeChat, they book 
their holiday via WeChat, they order a cab, they make 
the dentist appointment via WeChat. While you must 
use several different apps and programs in the west, 
Chinese people do many different things in one app. 
But not only that: even public authorities use WeChat, 
for example banal everyday things like garbage col-
lection. One third of the time spent on their smartpho-

nes are dominated by this app. Getting in touch with 
others is as easy as possible – meeting a stranger is 
ruptured by asking the counterpart for the individual 
WeChat code, and scanning it. Data sorrows aren’t on 
the daily plan of WeChat users, and that’s how half of 
the inhabitants of a country are exposed and used in 
terms of data elaboration. (cf. Spiegel, 2016) 
This mechanical system of information would not only 
lead to a crowd, which would be easy to lead and 
manipulate, but also to a mass of knowledge, which 
the human brain can’t process anymore. 

Nobody means by a word precisely and exac-
tly what his neighbour does, and the differen-
ce, be it ever so small, vibrates, like a ripple in 
water, throughout the entire language. Thus 
all understanding is always at the same time a 
not-understanding, all concurrence in thought 
and feeling at the same time a divergence.
_Wilhelm von Humboldt

(Han 2015, p. 2)
Normally information should convey meaning to initi-
ate communication, but when there is too much infor-
mation, too much communication and in essence too 
much meaning the opposite effects show themselves. 
Baudrillard says that information basically „exhausts 
itself in the process of communication“. (Leach 1999, 
p. 4)

Everywhere information is thought to produce 
an accelerated circulation of meaning, a plus 
value of meaning homologous to the eco-
nomic one that results from the accelerated 
rotation of capital. Information is thought to 
create communication, and even if the waste 
is enormous, a general consensus would have 
it that nevertheless, as a whole, there be an 
excess of meaning. . .
_Jean Baurdillard

(Leach 1999, p. 4)
The language of social media therefore leads to 
misunderstanding; because of its quantity it loses 
meaning:

The highest definition of the medium 
corresponds to the lowest definition of the 
message – the highest definition oft the new 
item corresponds to the lowest definition of 
the event, the highest definition of sex (porn) 
corresponds to the lowest definition of desire, 
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Ill. 16: Unitè d‘habitation 1965_Le Corbusier
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Ill. 17: Seagram Building 1958_Mies van der Rohe
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the highest definition of language (in digital 
coding) corresponds to the lowest definition 
of meaning, the highest definition of the other 
(in immediate interaction) corresponds to the 
lowest definition of otherness and exchange, 
etc. 
_Jean Baudrillard

(Baudrillard 2008, p. 31-32)
And in the end it leads to total vacuity in the minds of 
the people:

We are in a social trance: vacant, withdrawn, 
lacking meaning in our own eyes. Abstracted, 
irresponsible, enervated. They have left us the 
optic nerve, but all the others have been di-
sabled. It is in this sense that information has 
something of dissection about it: it isolates a 
perceptual circuit, but disconnects the active 
functions. All that is left is the mental screen 
of indifference, which matches the technical 
in-difference of the images. 
_Jean Baudrillard

(Baudrillard 2008, p. 144)
The effect on architecture is best seen in images: a 
transparent picture is a picture without colour and 
depth, it loses meaning. The High Definition of the 
architectural images is often just a technical illusion 
as they are made perfect through Photoshop or Ren-
derings. They show only what their maker wants us 
to see and conceal everything else. The reality of the 
design is oftentimes highly exaggerated as to create 
a illusion. 

The whole generic illusion of the image is 
cancelled out by technical perfection. As ho-
logram or virtual reality or three-dimensional 
picture, the image is merely the emanation of 
the digital code which generates it. It is merely 
the mania for making an image no longer an 
image or, in other words, it is precisely what 
removes a dimension form the real world.
_Jean Baurdillard

(Baudrilard 2008, p. 32) 
We are shown only the perfect images, where 
everything is beautiful and everything is right, the 
sun comes from the right angle and the building fits 
perfectly to the surroundings. So the connection to 
reality is lost. 
It is meaningless what happens inside of the buildings 

or how they stand in relation to their environment: the 
only thing that matters to the mass is that the building 
is produced for consumption and adds to their every-
day consume, as Shakespeare said: 

It speaks, and yet says nothing
_William Shakespeare

(McLuhan p.9). 
And really, while looking at pictures on social media 
you lose all understanding for their meaning because 
of their constant presence and the stream of informati-
on about it. (cf. Han 2015, p. 1)
What is more is that the buildings themselves lose 
their meaning. The designs of the architects become 
just consumer goods for the masses. Every new buil-
ding must be designed for consumption. Therefore, it 
must seem to be something new and innovative. (cf. 
Baurdillard 2008, p. 20) 
If the audience gets positive emotions when seeing a 
project on Social Media, the money for realizing it can 
be raised, for instance trough platforms like Kickstar-
ter. 
BIG, for instance, has launched a Kickstarter campa-
ign, aiming to fund the ongoing research and prototy-
ping of the „steam ring generator“ designed to crown 
the firm‘s Waste-to-Energy power plant in Copen-
hagen (ill. 20). The Kickstarter campaign launched 
by BIG to fund the development of their steam ring 
generator reached its goal of $15,000 in less than a 
week after it was launched. This “steam ring genera-
tor” will be on a power plant, where you can actually 
go skiing on the roof. It will have a 440m long slope 
and therefore is for the consumption of the people in 
Copenhagen and for attracting masses from all over 
the world: (cf. The guardian, Ski slope to open on new 
Copenhagen power plant: https://goo.gl/8CbFX1)

Consumable pseudo-cyclical time its the time 
of the spectacle […] the social image of the 
consumption of time is for its part exclusively 
dominated by leisure time and vacations 
– moments portrayed, like all spectacular 
commodities, at a distance, and as desirable 
by definition. 
[…]
Human circulation considered as something 
to be consumed –tourism – is a by-product 
of the circulation of commodities; basically, 
tourism is the chance to go and see what has 
been made trite. 
_Jean Baurdillard
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Ill. 18: Crossroad of Realities 2014_Benoit Paillè

A simulacra is an object that does not refer to any 
underlying reality, but claims to be this reality itself.
_Jean Baudrillard

(Baudrillard 2008, p. 50)
It will be at a river and act as an artificial landscape, 
like in Modernist skyscrapers or described in “The 
Perfect crime” by Jean Baudrillard (1996). There the 
author uses the example of the shopping center, but 
you can apply the same principle to the Copenhagen 
Power Plant: 

[…] 
giant shopping centers created ex nihilo and 
surrounded by acres of parking space 
As it destroys the cities, urbanism institutes 
a pseudo-countryside devoid not only of the 
natural relationships of the country of former 
times but also of the direct (and directly 
contested) relationships of the historical cities. 
The forms of habitation and the spectacular 
control of today’s “planned environment” have 
created a new, artificial peasantry. 
_Jean Baudrillard

(Baurdillard 2008, p. 51-52)
In the era of Social media crowds and masses and 

huge amounts of knowledge there isn‘t anymore 
meaning. The only existing things are just commodi-
ties, or to put it in the terms of Guy Debord: „a ever 
growing mass of image-objects“. (Debord 1994, p. 7) 
The commodification and anesthetization leads to si-
mulation and hyperreality, as Baudrillard would call it. 
The images take the place of reality. The virtual world 
would stands over the real world. The images of social 
media become the real thing. (cf. Leach 1999, p. 4-5)

Everything is transported into an aesthetic re-
alm and valued for its appearance. The world 
has become aestheticized.
_Neil Leach

(Leach 1999, p. 7)
Only aestheticized images are consumed, it doesn‘t 
matter if they are authentic or of real value. (cf. Leach 
1999, p. 5)
Also these image-objects refer not only to consumer 
goods, but also the people themselves on social 
media. In the end they are the real product of social 
media. (ill. 19)
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It is the consumer who is consumed
_Richard Serra

(Serra 1980, p. 105)
They essentially work - they participate through pos-
ting, giving information about themselves, their friends 
and family, their likes and dislikes, etc. - to be sold. 
First they have to be equal to become a commodity. 
But in order to be bought, to be interesting enough 
you have to stand out - to be more equal. (cf. Serra 
1980, p. 104)

Ill. 19: Televison delivers people 1973 _Richard Serra
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Ill. 20: Rendering for the Copenhagen Waste-to-Enery 
Power Plant 2014_Bjarke Ingels
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Ill. 21: Participation / Individualisation 2017_Nina 
Rattensperger & Christine Gasser



41

PARTICIPATION  
INDIVIDUALISATION

There’s a revolution afoot in architecture, and it 
has to do with media. This media revolution is 
happening because when you think about how 
you consume architecture, ten-thousand years 
ago you would’ve had to have walked to the 
town next door to see a new building, but as 
transportation speeds up, and then as media 
speeds up, well today we’re really all architec-
tural photographers.
_Mark Kushner

(PSFK 2015, Architecture is Undergoing a Democratic 
Revolution: https://goo.gl/novPSI)
Mark Kushner, Co-founder of Architizer, who is the 
author of ‘The future of architecture in 100 buildings’ 
spoke at PSFK 2015 about social media and the way 
it is „democratizing architecture“ (c.f. PSFK 2015, 
Architecture is Undergoing a Democratic Revolution: 
https://goo.gl/novPSI) for the better. Contemporary 
media and architecture, he says, is diversifying their 
level of attachment to a whole new. (c.f. PSFK 2015, 
Architecture is Undergoing a Democratic Revolution: 
https://goo.gl/novPSI)

There is an adage regarding design that 
desperately needs be put out of its misery: form 
follows function. Today form works in tandem 
with function, and nowhere is this element of 
the zeitgeist more prevalent than in the world of 
architecture. 
[...] 
technology and media are revolutionizing the 
way we consume and influence architecture, 
and for the better.

_Mark Kushner

(PSFK 2015, Architecture is Undergoing a Democratic 
Revolution: https://goo.gl/novPSI)
Kushner speaks about an innovation which begun 
years ago which Frank Gehrys Museo Bilbao, but it is 
shifting today much further. When Frank Gehry made 
the new headquarter for Facebook, and following to 
that, when Facebook told the world about their new 
building. Facebook and the architect did not invite 
Architectural Photographers to shoot pictures of the 
building like they are seen in different magazines, 
the way architectural photography is made: most 
time without people walking around, with perfect light 
situations, no furniture, nothing but pure architecture. 
(ill. 22) But these Instagramers showed another style 
of presenting architecture to the crowd. They just did 
it. The pictures appeared natural and spontaneous, 
the figures behind the lens used their knowledge 
about these media. And these Instagramers, due to 
Kushner, totally changed the discourse – they walked 
around and accessed their knowledge on the building 
– they created an emotional response between people 
and architecture. (ill. 20) (c.f. PSFK 2015, Architecture 
is Undergoing a Democratic Revolution: https://goo.gl/
novPSI) This was also a clever marketing aspect for 
Facebook, which bought Instagram in 2012. 

We, as the audience, now have an unbe-
lievable amount of influence over the world 
that surrounds us. We crave innovation and 
novelty, and this increasing ability to voice our 
desires—and have them heard—is allowing 
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Ill. 22: Facebook Headquarter_edoedone89
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architects the opportunity to do exactly what 
all artists want to do: push buttons and 
boundaries, and provoke and evoke emotional 
reactions.
_Marc Kushner

(PSFK 2015, Architecture is Undergoing a Democratic 
Revolution: https://goo.gl/novPSI)
So this entry of ‘Build Blog’ gives us a glance insight 
how one should use social media as an architect (like 
many other articles that try to give a quick and easy 
start inside the topic) and how contemporary media 
can be used for your own good. 

With any social endeavour, digital or analo-
gue, the benefits lie in the people who are 
participating. A wealth of active people on a 
platform means a large audience, and the 
opportunity to capture the interest of folks who 
may not be directly involved with architecture 
and design (e.g., friends, family, clients). Sites 
like Facebook and Twitter, now the grandpa-
rents of the social media family, offer this level 
of critical mass. For platforms that communi-

cate with a wide cross-section of society, we 
tend to share general information which might 
include book recommendations, a new blog 
post, or photos of a completed project. On the 
flip side, a more pointed approach may be 
appropriate for certain content. Our audiences 
on platforms like Instagram and LinkedIn lean 
more towards students and professionals in 
our industry. The content here may be as spe-
cific as a sketch or a model shot. Thoughtfully 
selecting which content to broadcast on which 
platforms respects the specific audiences and 
optimizes the social media traction.

(Build Blog, Top Five Social Media Tips for Architects: 
https://goo.gl/omIimN)
Therefore, internet offers each person using it, 
including the architect, an opportunity of exchange. 
A dialogue with professionals, colleagues, or simply 
the crowd is a chance for any architect to use the 
‘question and answering’ part of social media is using, 
for getting to know about the needs of the individuals, 
and therefore to answer with architecture, design or 
buildings, which are in demand.  

Ill. 23: SARA
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Our world could be much more accommoda-
ting, ecological and enjoyable than it is; our 
cities could be more fit for human life, more 
adaptive to the specific climates where they 
are located. The reason they’re not is that the-
re are interests that are unconcerned with the 
common good, and not invested in creating 
the best world possible. By claiming that these 
interests have formed an unholy alliance and 
are systematically killing architecture’s prota-
gonists, perhaps it’s possible to get a bigger 
audience interested in understanding the chal-
lenges faced by architects. There’s nothing 
like a good old fashion conspiracy theory to 
get people’s attention; whining architects do 
not exactly make a bestseller.
_Bjarke Ingels 

(ArchDaily, The Prince: Bjarke Ingels‘s Social Conspi-
racy: https://goo.gl/VQkFwK)
Such extraordinary part of letting the community dig 
into a special part of architecture for example was 
thought in the idea of the app SARA (ill. 23): this aug-
mented reality architecture application was launched 

in 2010 (ill 21).
To show everyone passing by with a smartphone what 
is built up here, only an app was needed. Information 
about floor plans, visualisations and technical details 
were shown to interested people, so they had the 
opportunity to get in touch with the building, yet before 
the first cut with a spade was done. The behind the 
scenes moment wanted to extend great new experi-
ences.

[...] an augmented reality app which is being 
tested on MVRDV’s Markthal Rotterdam 
opened in October. 
[…]
The Netherlands Architecture Institute has 
developed an application, named SARA, whe-
rein a mobile phone is used to scan a building 
giving instant access to a 3D model with lay-
ers of building development and its architect’s 
entire digital presence on-line. This application 
is significant in transforming the way users 
connects with their built environment.

(arch20. How Architects Use Social Media Today: 

Ill. 24: ElbphilIharmonie 2017_Iwan Baan
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https://goo.gl/S4vFc0)
The application did not work as supposed to, and flop-
ped - but many others tried to fetch up the idea of tho-
se applications, like the swedish concern Ikea in 2013, 
who tried to show their customers how their rooms 
would look like with the new Ikea-interior bought. It 
was again an attempt to commodify buildings through 
social media devices. (N24, Ikea-App projiziert Möbel 
in die eigene Wohnung: https://goo.gl/vnNrRg)
An other option of letting the audience follow the 
architectural process like a shadow is to show uncom-
mon impressions.
Iwan Baan, the Dutch star photographer, most wanted 
in architectural circles, for example, is making the 
behind the scene glance possible for every user on 
Instagram, looking through his pictures. (ill. 24)The 
moments he is sharing with his audience, is much 
more intensive, than may seem. Instagram users, no 
matter if they are architecture lovers or not, are getting 
impressions of landscapes and architecture he is 
catching in several scenes, and this snapshots he is 
posting on his side via Instagram, are letting you join 
the mood of the set. (ill. 25)

Social media also provides a forum for acade-
mic debate among individuals with a passion 
for the built environment and an insight to cre-
ative thinking processes. It has the capacity to 
become an intrinsic part of the design process 
as well as studio activities. Social media cre-
ates an entire network of interactions and its 
transference into physical reality can be seen 
as ‘Invisible Cities’, an application developed 
by Schema design in which geo-mapping 
of online activities, tweets, becomes visible 
through point by point 3D visual representati-
on, creating new possibilities for architecture 
to view the surrounding environment as an 
informational landscape, a virtual architecture 
per say.

(arch20, How Architects Use Social Media Today: : 
https://goo.gl/S4vFc0)
These interactions also often lead to an intense deba-
te about something shared, liked and tagged. Sad, but 
true, these debates, which often provide hate and an-
ger, are also used in social media as these emotions 
imply traffic on the site, in which the debate is held. 

Ill. 25: Invisible Cities_Schema design
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On social media, people feel empowered to 
express themselves without any sort of filter. 
Sometimes users cross the line by spewing a 
polemic or getting downright nasty, but, more 
often than not, they provide brutally honest 
and incisive feedback — giving interested 
parties a better understanding of what the 
community expects from the world around 
them.

(http://architizer.com/blog/insta-architecture/)
So the community behind every post, blog entry, or 
video shared is making decisions. These decisions of-
ten induce not only strategies, that decisions and the 
hype, a community is able to create, can also push 
someone to unexpected publicity. 
The ability to get from a simple blogger ergo user to 
a well known brand is the choice of the crowd in the 
background, or, in truth, simple marketing strategy. 
So it again leads to the crowd. But how can this “com-
munal space” as Vierkant calls it be overcome? How 
can this communistic equality be crushed? How can 
an individual person emerge?

Bjarke Ingels, talked about the “boring box legacy” of 
the Modernism in relation its crowd building effect at a 
lecture at the MOMA in New York.  The housing-ma-
chines of the Modernism started to look exactly the 
same everywhere on earth. (cf. dezeen.com, BIG 
wants to create new styles of vernacular architecture: 
https://goo.gl/G1bZYM)

Modernism was based on this idea that for 
every problem, there is a universal solution 
that would be an ideal solution that could be 
repeated infinitely. 
_Bjarke Ingels

Today society is more individualized. Even if all are 
in the same social media crowd, their lifestyles differ 
greatly. Therefore, also the buildings have to adapt. 
(cf.  dezeen.com: https://goo.gl/G1bZYM)
This idea of individualisation through participation 
was already present in the 1960s. There a movement 
demanded an architecture unlike in the Modernism, 
an architecture were the interests of the individual 
were more important, because already then the 
lifestyle of the people differed a lot. In the Nether-

Ill. 26: Delft Diagoon Housing 1971_Herman 
Hertzberger
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lands so resulted urban areas, which should show the 
individual form of the districts. (cf. Schäfers 2015, p. 
202) An example would be the Delft Diagoon Houses 
by the Dutch architect Herman Hertzberger (1971). 
(ill. 26) While it was still a project for mass-housing 
and was part of a bigger urban design, participation of 
the residents was allowed and even requested. They 
could determine the interior, the facade and the en-
vironment. (Faller 2002, p.324) It came to a increasing 
critique on the „funktionalistischen Bedeutungsleere 
der Spätmoderne“ [functionalist void of meaning in 
the late Modernism]  (Schäfers 2015, p. 202) To the 
architects it was important to heed this social change 
by the principles brought up by the American futurist 
Alvin Toffler.

A new civilization is emerging in our lives, and 
blind men everywhere are trying to suppress 
it.  This new civilization brings with it new 
family styles; changed ways of working, 
loving, and living; a new economy; new poli-
tical conflicts; and beyond all this an altered 
consciousness as well. Pieces of this new 
civilization exist today.  Millions are already 
attuning their lives to the rhythms of tomorrow. 
Others, terrified of the future, are engaged 
in a desperate, futile flight into the past and 
are trying to restore the dying world that gave 
them birth.
The dawn of this new civilization is the single 
most explosive fact of our lifetimes Now there 
was not only function, but also fiction. 
_Alvin Toffler

(Toffler 1980, p. 10)
Toffler distinguished between three waves of sociali-
sation: the First Wave was the agricultural revolution, 
which had a duration of thousands of years. The Se-
cond Wave was the time of the industrialisation, which 
lasted only a few hundred years. And last was the 
Third Wave, which happened in only a few decades. 
The last Wave started then after the 1920s. (cf. Toffler 
1980, p. 11)
The Second Wave actually correlates with Modernism, 
because its main principles were: Standardization 
(identical products, therefor identical housing) (cf. 
Toffler 1980, p. 46), Specialization (Taylor System) 
(cf. Toffler 1980, p. 49), Synchronization (working 
synchronised to the „beat of the machine“) (cf. Toffler 
1980, p. 50), Maximization (constant growth) (cf. Toff-
ler 1980, p. 55), Centralization (everything controlled 
from one point) (cf. Toffler 1980, p. 56) and Concent-

ration of certain groups of people. 
In the Third Wave the individual got more importance 
and therefore the form of the single-house aroused. 
(ill. 27)

The essence of second wave manufacture 
was the long ‘run’ of millions of identical, stan-
dardized products. By contrast, the essence 
of third wave manufacture is the short run of 
partially customized products.
_Alvin Toffler

(Toffler 1980, p. 181)
Whereas before everything was built for the conserva-
tive family, now for the first time, because of a change 
in society, it was acceptable to be an individual with 
your own wishes and lifestyle. It was also the time 
were information became a commodity, like on social 
media. (cf. Andreas Rödder: https://goo.gl/HvVIOq) 
Now again we have a change in society through social 
media. While we are in a crowd of people, who all 
have the same requirements, we also are individuals. 
So the „fourth wave“ is a combination between the se-
cond and the third. In this individual crowd socialisa-
tion is very important, but at the same time you have 
your own way of life. So that everybody in truth is on 
his own - if we look on how everyone is selecting their 
own social media feed, by bots and algorithms and 
the way of clicking through their own interests -  social 
media helps to improve every users own tunnel vision. 
The standardized glance, not looking on the other 
sides of the game, looks like manipulation on each of 
us by making us passive, as the philosopher Theodor 
Adorno talks about ‘social passivity’. Every user in the 
world wide web is held in a shiny perfect vision, which 
only leaks us something we like, we trust, or in the 
end which matches our standard. (cf. Adorno 1991)

[...]to an algorithmic one – in which posts are 
ordered based on relevancy.
On the one hand, this stands to reason. If my 
Facebook timeline is an ever-changing stream 
of new, increasingly relevant posts, I’ll spend 
more time on it than if it is merely an unchan-
ging list. One can spend hours traveling down 
the wormhole, constantly refreshing and being 
treated to shiny new morsels of content.

(Buisness2community: https://goo.gl/1Qs9l3)
This leads not only to passiveness in the crowd (why 
should I modify something, if everything fits perfectly 
for me?) but also to the standardisation of the ‘the 
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industrialisation of culture’, like Adorno says. 
Everybody stands on their own in this lonely crowd. 
Through the passiveness and the individualisation 
through the informational and individualization effect 
of social media everybody stands alone, because you 
can only see your own interests anymore. You are 
basically isolated. 

The reigning economic system is founded on 
isolation; at the same time it is a circular pro-
cess designed to produce isolation. Isolation 
underpins technology, and technology isolates 
in its turn; all goods proposed by the spec-
tacular system, from cars to televisions, also 
serve as weapons for that system as it strives 
to reinforce the isolation of „the lonely crowd.“ 
The spectacle is continually rediscovering its 
own basic assumptions    and each time in a 
more concrete manner. 
_Guy Debord

(Debord 1994, p. 10)
Your social media feed seems to be wide and full of 
freedom, but in truth you can only see yourself.

Everyone is moving in their own orbit, trapped 
in their own bubble, like satellites. Strictly spe-
aking, no one has a destiny any more, since 
there is destiny only where one intersects with 
others.
_Jean Baudrillard

(Baudrillard 2008, p. 144)
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Ill. 27: Single Apartment 1964_Playboy
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Ill. 28: Ego 2014_John Holcroft
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[FRIEND] 
‚BRANDSHIP‘

Your ego is your conscious mind, the part of 
your identity that you consider your „self.“ If 
you say someone has „a big ego,“ then you 
are saying he is too full of himself.

(vocabulary.com: https://goo.gl/erT9xk)
In this totalitarian crowd with their equal opportunities 
everybody is equal, but due to individualisation some 
are more equal. (cf. Orwell 1945) (ill. 30) This individu-
alized crowd with their meaningless commodities calls 
for an ego, for someone to lead this crowd. Every per-
son creating something on this planet earth, if artist, 
musician, designer, architect etc. has to be conscious 
of his identity and the direction in which to go. The 
ego is often influenced by the crowd, the people in the 
background rating the art, the design, the composition 
etc. is made. The human ego is a complex structure, 
grown of praise and failure, and nowadays often pus-
hed through social media. Each like, each follower is a 
pat on the shoulder on someone’s ego, and in the end 
is able to create a (social media) star. 
If the architect is (one of) the winner of the social 
media reversal, it is maybe related to the fact of the 
architect’s ego. 

Architects need to start thinking of social 
media as the first draft of history.

(Alexandra Lange, dezeen.com: https://goo.
gl/9cMKq6)
According to an article, written by Alexandra Lange, 
architecture and design critic contributed on dezeen, 
the architects nowadays do not use contemporary 

media in its best way. For example Bjarke Ingels and 
many more architects use social media in a way, that 
the ego, their personal opinion, life, etc. is too domi-
nant and their professional life is secondary. But isn’t 
this kind of transparency, where the faces of a brand 
are shown to the crowd, quite the way stardom is sold 
nowadays? 
We think in terms of a kind of ‘brandship’, a combina-
tion between starship, which is pushing a brand, and 
friendship, which makes people feel like they know 
someone, even if they are only friends at a social 
media platform, like, for example facebook.
Since social media began influencing everyday life 
of each one using a smartphone, tablet, laptop etc. it 
also began influencing different occupational groups 
and their way of working, getting in touch with potenti-
al customers (see p. communication management) or 
even searching for jobs or an employee. 
So, social media is also influencing architects and 
designers, in their workflow, their manner of advertise-
ment and searching for jobs. (cf. Build Blog, Top five 
social media tips for architects: https://goo.gl/omIimN)
Websites like Archello, Architizer, Dexinger, World 
Architects, etc. are additional to common social media 
platforms like Instagram, Twitter, Facebook and so 
on, but they are not less important then. So there are 
dozens of different platforms to show your work and 
get customers hooked. 

As architects and designers wade further 
into the waters of social media (by choice 
or by force), it’s more important than ever to 
determine the effectiveness of any single plat-
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Ill. 29: Glass House 1949_Philip Johnson

Das transparente Haus, das Philip Johnson für sich 
selbst entwarf, stellt die Idee des Heims auf den Kopf, 
Wände werden Fenster, und das Privatleben öffnet 
sich nach außen, statt abgeschirmt zu werden.

_Sydney LeBlanc
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form among the endless sea of options. With 
less time than ever, deliberate social media 
choices can lead to effective promotion with a 
minimum impact to the day’s schedule.

(Build Blog, top five social media tips for architects; 
https://goo.gl/omIimN)
When reading on hundreds on websites which are 
promising an easy guideline for the reader how and 
why architects (should) use social media platforms, 
there seems to be one point in the middle of each 
article – branding. As we know, social media often is 
used for entities to build up brands and make money 
in the end with getting popular, and it is probably used 
for architects and designers the same way. Using the 
platforms to make a brand out of himself, getting fa-
mous, and earning money with this new won stardom. 
The image is everything on these new media plat-
forms, it’s the propaganda poster. Connected to the 
image is the aspect of the face and in relation the ego. 
It is one of the most advantageous points on social 
media marketing, on your profile you can put a face 
on your brand, this makes you more trustworthy and it 
puts everything on a personal level for your ‚Facebook 

friends‘. Facebook and co. don’t distinguish pages of 
friends and of brands in means of layout. This means 
it starts to feel as if this faces of the brands are like 
friends. You become interested in what they do on a 
more daily basis. Its also the starting point of stardom, 
people start to want to know what the architects do 
in their everyday life. This “friends” will so become 
potential customers.

Happy happy happy. Busy busy busy. Me me 
me. In real life, most architects aren‘t quite as 
monomaniacal as their feeds.

(Alexandra Lange, dezeen.com: https://goo.
gl/9cMKq6)
Architects spend time on contemporary media not 
making architecture, but with a selfish part they don‘t 
show– they are building their own ego on a platform, 
showing their followers, the crowd, how their life as an 
(star)architect looks like. 
Architect Philip Johnson was, according to Lange, not 
the type of architect we mentioned on stardom, he 
was not only a curator at the Museum of Modern Art, 
but as well a ‚curator, as she says, who collected and 

Ill. 30: Animal Farm 1945_George Orwell

All animals are equal, but some animals are more 
equal than others.
_George Orwell
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distributed people, objects and different styles. 
For instance, she says further, Johnson set out the 
inspirations of his Glass House (ill. 29) in the issue 
of Architectural Review in 1950. Johnson wanted to 
review his version of the Glass House in this journal, 
to do what every architect could do these days with an 
easy mouse click.

But I‘ll take false fronts and red herrings over 
pure self-promotion any day. Trails of bread-
crumbs like this are catnip for critics then and 
now. Johnson used a prestigious journal to try 
out his version of the Glass House genealogy. 
You architects could be doing this every day.

(Alexandra Lange, dezeen.com: https://goo.
gl/9cMKq6)
Alexandra Lange goes then one step forward, saying 
social media could not only be used for interacting 
with like minded people, with colleagues, but also 
with clients, showing more than renderings or shiny 
photographs. 

Why not share images of favourite or inspi-

rational details? Moments of conflict? The 
materials palette of the campus?

(Alexandra Lange, dezeen.com: https://goo.
gl/9cMKq6)
It can not only be used for fishing clients with other 
ways of architecture shown. Lange mentions, that 
young students, which use, for instance, tumblr for 
their research, could also be considered by seasoned 
architects, due to their digital archives showing a 
different angle. 
So up to her thought, discussion should be a bigger 
part on social media architects daily routine, not only 
that the star is created on such media, he could also 
learn from others, interact, and exchange in a battle 
which must not end as a war. 

Social media collects in real time. You can 
hashtag your firm. You can collate your 
campus work. You can geolocate your project. 
You can tip your hat to a colleague. You can 
tell us what you‘re reading. In doing so archi-
tects contribute to a broader dialogue about 
what makes a good experience. What social 

Ill. 31: Yes is more 2010_Bjarke Ingels

It is not the strongest of the species that survives, nor 
the most intelligent that survives. It is the one that is 

most adaptable to change.
_Charles Darwin
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media can do for architects is make criticism, 
interpretation, dialogue and history part of 
daily life. Don‘t leave it to the critics.

(Alexandra Lange, dezeen.com: https://goo.
gl/9cMKq6)
Now we heard about the shoulds and woulds, 
examples which would grave better outcome of this 
different sources, but what is then the real behaviour 
of social media stars, architects on each platform?
How is this stardom in architecture created?
Social media weapons are not only aided by users, 
but also by a huge regime working in the background. 
From platforms telling you how to post, share or tag, 
to companies selling followers and likes, to bots, there 
are many ingredients making the social media war 
a battlefield, in which everyone has to decide who is 
friend or foe. 

So long as there are mouths to reiterate the 
one name, it does not matter whose they are. 
The fact that to the seeker after fame they are 
indistinguishable form each other and are all 
counted as equal shows that this passion has 
its origin in the experience of crowd manipu-
lation. 
[…]
The crowd which the seeker after fame 
envisages consists of shadows, that is, of 
creatures who do not even have to be alive so 
long as they are capable of one thing, which is 
to repeat his name. he wants them to repeat it 
often, and to repeat it in front of others, so that 
as many as possible may hear it and learn 
how to say it themselves. But what these 
shadows are apart form this – their height, 
their appearance, how they live and work – Is 
a matter of total indifference to the man whose 
fame they spread.  
_Elias Canetti

(Canetti p. 396-397)
The problem in this kind of fame-gaining is twofold. 
First 

He [the survivor] can use technical means he 
does not understand; he can himself remain 
completely hidden; and he does not even 
have to run any personal risk in the process.
_Elias Canetti

(Canetti, p. 468)

Second, you may think that the number of followers 
suggest that this architect is highly influential and his 
architecture is ground-breaking. In truth it only shows 
his talent in marketing. The growing danger is that 
architecture becomes meaningless and a consu-
mer-goods.

To set against this growing danger which we 
all feel in our bones, there is one other new 
fact which should be remembered. Today the 
survivor is himself afraid. He has always been 
afraid, but with his vast new potentialities his 
fear has grown too, until it is almost unen-
durable. His triumph, when it comes, may last 
only for hours or minutes.
_Elias Canetti

(Canetti p. 569)
But let us think of the starship, which is shown on 
some aspects of the architect‘s role on social media 
nowadays in a different way. 
As Walter Kerber uses the term ‘Personenkult’ which 
means, in a certain way, a special person, a special 
personality is in focus of a culture. This can, in some 
crop, lead to an adoration of the person as a divinity. 
‘Personenkult’ means in history most times power, 
force, and authority - either in politics, or religion. Due 
to the definition in the Metzler Lexica of Religion, ‘Per-
sonenkult’ is differed in two different kinds of worship: 
first, if the character is idolized while living, or second, 
posthumously. 
Nowadays, ‘Personenkult’ is often found in politics 
(but for sure also in religious aspects of life), where 
human beings are treated like in god’s own likeness, 
while ritual stageing is used clever for fleshing out 
the deity of some human beings. (cf. Metzler, Lexikon 
Religion, Band 3, Paganismus-Zombie p.17-19)
In 1999, an exhibition called ‚Heaven‘ with the slogan 
‚An exhibition that will break your heart‘ was shown in 
London‘s Tate Gallery, as also in the Kunsthalle Düs-
seldorf - the exhibition was formed by 36 artists, which 
where showing the same rituals of cultic persons 
which are held instead of former idols. Entertainment 
is becoming religion here, as the persons become the 
cultic entity. The exhibition is equalling Madonna Ma-
donna-like, and typifying cult sceneries. (cf. Spiegel 
Online, Moderne Madonnen: https://goo.gl/RDg7Rt) 
(ill. 32)
So in a way, the ‘Personenkult’ which showed us 
many times in history, where it can lead to, can also 
be seen these days in contemporary media, and 
especially in architectural communication.
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Ill. 32:  Princess Diana as a Madonna 1999_ Luigi 
Baggi at „Heaven: an exhibition that will break your 

heart“



60

Ill. 33: Electric Chair 1963_Andy Warhol
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Bjarke Ingels produces a proto reality with images loo-
king fabulous for the audience behind the screen. This 
situation is not only creating a fabulous looking reality 
of his designs, but much more a ‘Personenkult’ around 
himself, selling everything he produces, more easily. 
Maybe ‘Brandship’, could here be replaced with 
‘Personenkult’. 
So could we say that the brand, the cult around the 
person, is designing something maybe more import-
ant, than the design shown on the screen? 
As an example we occupy one of the biggest samples 
of ‘Personenkult’ in art history: Andy Warhol. 
American artist Warhol began in the early 60s hand 
printing images onto canvas and translated this 
technic to paper. This images were mostly printed in 
monochrome colours, and were screened in a certain 
way 

that retained the graininess and immediacy of 
the mass media images on which they were 
based

(tate, Andy Warhol - electric chair: https://goo.
gl/8u3FS1)

Also one of his art pieces, called ‘Electric Chair’ was 
made this way. This print was based on a press pho-
tograph shoot in 1953, showing the death chamber in 
Sing Sing prison in New York. 
‘Electric Chair’ (ill. 33) was part of Warhols series ‘De-
ath and Disaster’, he started in 1962, which included 
also the famous piece ‘Ambulance Disaster’, from 
1963, showing a horrible crash with an ambulance car, 
or the piece ‚Silver Car Crash‘  (ill. 34) also showing 
a crashed car scene. (cf. tate, Andy Warhol - electric 
chair: https://goo.gl/8u3FS1)

With this series Warhol began to explore the 
effect of reproducing such images repeatedly 
across a canvas, testing his hypothesis that, 
as he suggested in 1963, ‘when you see a 
gruesome picture over and over again, it 
doesn’t really have an effect’

(tate, Andy Warhol - electric chair: https://goo.
gl/8u3FS1)
These art pieces, Warhol produced, showed a new 
way of Warhol‘s art. ‚Electric Chair‘, was in contrast 
to earlier pieces for his series ‚Death and Disaster‘ 

Ill. 34: Silver car crash 1963_Andy Warhol
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without human presence. 

[...] emptiness and stillness of the room ‘repre-
sents death as absence and silence’ 
[...]
As a painter, Warhol created images based on 
products and advertising in popular culture, 
fusing commonplace, mass-manufactured 
images with mechanical reproduction, a style 
that came to be known as pop art. For early 
critics of Warhol’s work [...] his repetition of 
deathly images only served to undermine the 
critical ‘integrity’ of art.

(tate, Andy Warhol - electric chair: https://goo.
gl/8u3FS1)
1971, Andy Warhol again used the electric chair as a 
theme for his prints, and produced a paper series of 
ten electric chair screenprints. 

Here, the images are more tightly focused on 
the chair itself, such that it occupies a larger 
proportion of the pictorial space, and each has 
been printed in a bold colour such as yellow, 

pink, blue and orange.
(tate, Andy Warhol - electric chair: https://goo.
gl/8u3FS1)
When Warhol started to produce pieces including 
death and horror, he first was not welcome in US 
galleries, but in 1964, he showed his series for the 
first time in Paris, and Europeans hold the pieces 
positively. 
Altough the pictures Warhol was producing were 
treating frightening themes, like car crashes, an empty 
execution chamber, or an electric chair, people had no 
doubt in buying them and hanging up onto their walls.
 

I was also painting the Marilyns.  I realized 
that everything I was doing must have been 
Death. It was Christmas or Labor Day—a 
holiday—and every time you turned on the 
radio they said something like “4 million are 
going to die.” That started it. But when you 
see a gruesome picture over and over again, 
it really doesn’t have any effect.
_Andy Warhol

(http://www.zeit.de/2009/15/Spitze-15)

Ill. 35: (St)architects in  Architecture as Crown 2014_
Paul Tuller
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Thus maybe from a certain point, an artist has 
attained such a level of holiness, or popularity, which 
allows to produce or design anything, the crowd is 
willing to buy. 
But what does that mean for someone, showing his 
designs, while arising on web platforms. 
Obviously, architects and designers are only showing 
special visual foci, layers which does not reveal too 
much of themselves and their work. 
Some things seem to be made only to keep the audi-
ance at it. In the end, an architect, when reaching a 
certain level of ‘Personenkult’, is no longer dependent 
on cartering to the notions of the crowd, because the 
crowd is buying anything from their idol. 
But maybe there is also another twist, when taking a 
second glance at the example of Andy Warhol as an 
artist, who has become holy. 
He won not only the freedom to do whatever he 
wanted to do, but also got the crowd to want to buy 
his work. Some indivduals were able to use the cult 
around Warhol’s person to get some of his glory.
Warhol also kind of prostituted himself, used nearly 
any chance (and money) to portrait people from sim-
ple polaroid in his kind of manner, which had not the 
state of fame as the portraits he fabricated early days. 
So perhaps this beneficiary of Andy Warhol’s ‘Perso-
nenkult’ can also be seen on nowadays social media 
stars in architecture. (cf. http://www.zeit.de/2009/15/
Spitze-15) Philip Johnson, who used the transparen-
cy of his glass house as his stage, as nowadays the 
architects do on their social media sites, said about 
this issue:

Architects are pretty much high-class whores. 
We can turn down projects the way they can 
turn down some clients, but we’ve both got 
to say yes to someone if we want to stay in 
business.
_Philip Johnson

(10 similarities and differences between architecture 
and prostitution: https://goo.gl/wSnevj)
It‘s a fact, that social media stars, not only in the 
scope of architecture on social media, but also fashi-
on- or tech-business use their fame clearly for making 
money. 
So called ‚Influencers‘ are gaining a status on cont-
emporary media, which enables them a chance to sell 
everything they want to the mass, which is following 
the social media idols blind. For example, a site called 
reachbird crowned the top five Instagram influencers 
in design and architecture, all of them with a following 

crowd above 2 Million people. 
This sides at a first glance all look the same: they 
show hip and trendy interior, design which you can 
find at  big furniture stores, and architecture you 
can see in every trend magazine about fashion and 
design.  
But those influencers are often not only using their 
cult-status for their own business, but also others are 
trying to get a glance of their glory. 
That means, if you look up these most influencing 
design and architecture sites on Instagram, you often 
find big companies in the background, which buy a 
picture (or more) for advertising their goods. 
But what does that mean for the social media star-ar-
chitect?
Firstly, it means, that there is again big business for 
those who are able to influence, also in architecture. 
‚Personenkult‘ leads to a mass, which is easily influen-
ced, and in the end, favouring anything the architect is 
producing. That means in architecture terms of social 
media, the ‚star‘ architect, which has a cult status, is 
not only able to use the force of his popularity to pro-
duce anything (because the mass is invariably willing 
to like everything), but also prostitutes himself in order 
to give a nibble of his glory to the one who is buying. 
As Guy Debord says, there are different kind of stars, 
which all coexist and fight for their supremacy. He 
says

Each individual commodity fights for itself, 
cannot acknowledge the others and aspires to 
impose its presence everywhere as though it 
were alone. 
_Guy Debord

(Debord,1994 p.19)
So the spectacle itself, as he says, is the epic poem 
of this struggle, and this struggle, cannot be brought 
to an end.

Of arms and the man the spectacle does not 
sing, but rather of passions and the commodi-
ty. Within this blind struggle each commodity, 
following where passion leads, unconsciously 
actualizes something of a higher order than 
itself: the commodity‘s becoming worldly coin-
cides with the world‘s being transformed into 
commodities. So it is that, thanks to the cun-
ning of the commodity, whereas all particular 
commodities wear themselves out in the fight, 
the commodity as abstract form continues on 
its way to absolute self realization.



65

_Guy Debord

(Debord,1994 p.19)
So if we revert these thesis to the ‚Personenkult‘ and 
stardome we can observe that in architecture and 
contemporary media, there are different types of stars 
coexisting. 
This means, also in the field of architecture the 
spectacle as itself, is producing the seduction and the 
illusion which is one of the biggest segments of the 
cultus in our society. (cf. Debord 1994)
In the end, all of these facts, ‘Personenkult’ and 
Stardome in architecture are producing, are related to 
one important sensation, mostly no human being can 
easily resist: Seduction.  

‘Maybe the world is fooling us with the seduc-
tion of illusions, and through technology, the 
power over it.’ 
_Jean Baudrillard

(Baudrillard 2008, p. 6)
French sociologist, philosopher, cultural theorist Jean 
Baudrillard, says in his book ‚The Perfect crime’ that 
the world has always been appearing and disappe-
aring. And if the world would be perfect, he says, it 
would not exist anymore. Our consciousness believes 
in a phantom, when a reparative illusion is set against 
ravaging illusions of the world. 
The world is in the end becoming hyperreal and more 
than art, and everyone is in it, says Baudrillard. 
Already in, for example, the film, the cinematic illusi-
ons went from silent film to coloured film and all over 
to 3D animated film, when the technological progress 
went by. In such manner the perfect outcome of a film 
loses our illusions more and more. Baudrillard points 
out, we are coming to a point of useless perfection.
This aspect of a perfect outcome losing his mea-
surability can also be seen on the perfect outcome of 
an architect, creating a proto reality, looking perfect 
and shiny. While the audience receives constantly a 
perfect illusion of architecture and design, the perfect-
ness of the architects outcome loses his validation.
Influenced by this ideal of architecture and design, 
made by the ‘holy’ architect, or the ‘star’ architect are 
changing our whole vision of the world. Baudrillard, 
further more says that 

McLuhan saw technologies as ‘extensions of 
man’. We should see them, rather, as ‘expul-
sions of man’
_Jean Baurdillard

(Baudrillard, 2008, p.37)
Our whole society is, caught up in a phantasy of 
dissipation, in pure energy, in circulation, without any 
visible object in focus. He says, further more, trying to 
unhinge our world, we are not seeing it in the centre, 
and we are not remembering the gravity any more, we 
are, according to Baudrillard, forgetting the proportion 
of our mass. 

This holds true for the subjective illusion, the 
illusion of the subject who opts for the wrong 
reality, who mistakes the unreal for the real or, 
worse, mistakes the real for the real. 
_Jean Baudrillard

(Baudrillard 2008, p. 53)
Again, we have Andy Warhol as an illustration of the 
situation – thus the author says, Warhol was the first 
one ever, who showed us modern fetishism, the one 
without a quality, the fetishism which was a presence 
without desire. Like wise the fetish object has either 
no value, or an absolute value, it is coming out of the 
ecstasy of value. 
Warhol makes in his art, images, which are visual 
products. The use of the material to make art, makes 
him, says Baudrillard, a machine. 

No one can claim to describe that machine. 
That would imply a literal complicity, a mecha-
nic complicity, with Warhol. Now, not everyone 
has the good fortune to be a machine.
_Jean Baudrillard

(Baudrillard 2008, p. 86)
The banality of the art Warhol has produced, may lay 
back to the banality the things he is reproducing have, 
which are the so called portrayal. 
The fetishist act, Baudrillard is saying, makes the dif-
ference between Marcel Duchamp and Andy Warhol. 
In Dadaism the central point was working with decon-
struction to force critical utopia, whilst, for Warhol art 
has to be an illusion, an idea. 
So through using banal objects, to mark the ideal 
space of art in the heart of nowhere, art becomes in 
the end a part in the cycle of the aesthetic. 
Thus we can says nowadays ‘Stardome’ may be the 
result of Pop-art artists thinking of the art as an illusi-
on. This illusion, in which many architects create the 
image as an perfect effigy of their idea. 
Warhol, further more is not only the one who is able 
to create, because of his status everything he wants 
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to, and the mass will buy, without any doubt, but also 
is the one who is creating the illusion, and seducing 
the mass. 
That means, in a special manner, with Andy Warhol 
there is not only the ‘Personenkult’ but also the ideal 
Seduction created. 

Warhol is agnostic, as we all are secretly. 
The agnostic does not claim that God does 
not exist. He says: God exists (perhaps), but 
I don’t believe in him. Warhol says: art exists 
(perhaps), but I don’t believe in art.
_Jean Baudrillard

(Baudrillard 2008, p. 83)
In this way seduction is inextricably linked to the illu-
sion of the perfect (image), which is shown on mostly 
every social media platform created by the stararchi-
tect. (cf. Baudrillard, 2008)
So any illusion created, either the illusion of the 
perfect image, or an other illusion, is in some way not 
only seducing, but also manipulating the mass.
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Ill. 36: Seduction

Challenge, and not desire, lies at the heart of 
seduction.

_Jean Baudrillard



Ill. 37: Untiteld 2011_Anish Kapoor

In the shadow of the tree and the knot of the earth
_Anish Kapoor



OPACITY
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Ill. 38: Heisenbergs Magic Mirror of Uncertainty_
Duane Michals

Odette can never be sure with any certainty, which 
reflection of herself she will see in the mirror. 
The act of looking in the mirroreffects which image 
she will see
_Duane Michals
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OPACITY  
REFLECTION

The social media influencer loves his own image 
like Narcissus loved his own reflection in Greek 
mythology. Due to the fact that our everyday feed on 
Instagram, Facebook, or Twitter is held from strangers 
(fremdverwaltet) everyone using such media platforms 
looks in the mirror like Narcissus. No one can tell the 
single user to think about what their contents are, 
because no one shares this exact content with you. 
Therefor the passivity and standardization may also 
be used as terms for the crowd. 

The mass culture which is so true to the facts 
absorbs the truth content and expends itself 
in the material but all it has left as material is 
itself. Hence all those musicals and biopics 
and all the biographies about artists etc. 
Self-reflection is provoked by the techniques 
of the sound film which can only introduce 
song into the action in a realistic manner by 
turning singers into the heroes who first lose 
and subsequently regain their voices.
_Theodor Adorno

(Adorno, 1991, p.65)
In the Metamorphoses of the Latin author Ovid Narcis-
sus is mentioned as the son of a Nymph and the river 
god Cephissus. Many admired his exceptional beauty. 
Among them was also the nymph Echo, who he didn’t 
love back. She therefore became stone. (cf. Salvad-
ro-dali.org: https://goo.gl/AXQpnb)

Doomed to our own image, our own identity, 
(…) and having become our own object of 

care, desire and suffering, we have grown 
indifferent to everything else.
_Jean Baudrillard

(Baudrillard p. 131)
One-day Narcissus came upon a river and he sto-
oped to drink from it. The water reflected his image. 
Instantly he was in love with it because of its beauty. 
He could not tear him form his reflection and there he 
eventually died. (cf. Salvadro-dali.org: https://goo.gl/
AXQpnb)
In the Metamorphosis of Narcissus by the surrealist 
artist Salvador Dalì of 1937 (ill. 39) the story of Narcis-
sus and of his metamorphosis is retold. In the painting 
you can see Narcissus sitting by the water, looking 
down. Beside him there is a stone hand with a stone 
egg. The hand is similar in its pose to Narcissus. (cf. 
Salvadro-dali.org: https://goo.gl/AXQpnb)
We can find the reflection of himself through the water 
in it. But what’s more important, is that we can also 
find a visual echo: The hand which holds the stone 
egg resembles the form of Narcissus. Dalì of course 
probably refers to the nymph, but we see it as a way 
of repeating to underline the self-reflection effect of 
the self-love of Narcis and in Social media. (cf. Sal-
vadro-dali.org: https://goo.gl/AXQpnb)

Now the great mystery draws near, the great 
metamorphosis is about to occur. Narcissus, 
in his immobility, absorbed by his reflection 
with the digestive slowness of carnivorous 
plants, becomes invisible. There remains of 
him only the hallucinatingly white oval of his 
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Ill. 39: Salvador Dali_Metamorphis of Narcissus

If one looks for some time, from a slight distance and 
with a certain ‚distant fixedness‘, at the hypnotically 
immobile figure of Narcissus, it gradually disappears 
until at last it is completely invisible.
_Salvador Dali
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head, his head again more tender, his head, 
chrysalis of hidden biological designs, his 
head held up by the tips of the water’s fingers, 
at the tips of the fingers of the insensate hand, 
of the terrible hand, of the excrement-eating 
hand, of the mortal hand of his own reflection. 
When that head slits when that head splits 
when that head bursts, it will be the flower,
the new narcissus.
_Salvador Dalì

(cf. Salvadro-dali.org: https://goo.gl/AXQpnb) 
Users of social media, too, undergo a metamorphosis: 
they become indifferent to the others, because they 
can only see what is reflected back at them through 
the mechanics of social media, which we will discuss 
in a broader way later on. 

All forms of sexist, racist, ethic or cultural 
discrimination arise out of the same profound 
disaffection and out of a collective mourning, 
a mourning for a dead otherness, set against 
a back ground of general indifference
_Jean Baurdillard

(Baudrillard 2008, p. 132)
This effect of self-reflection in our social media 
feeds makes us believe that we see what others do 
and think, but in truth, merely our own interests are 
echoed back to us. Our own thoughts are repeated 
and repeated again in a way that numbs us. Like Echo 
wanted to win the love of Narcis through repetition of 
his own speech, social media wants to do the same. 
(cf. McLuhan p. 41) 

Our image in the mirror is nor innocent, then. 
Behind every reflection, every resemblance, 
every representation, a defeated enemy lies 
concealed. The Other vanquished, and con-
demned merely to be the Same. 
_Jean Baudrillard

(Baudrillard 2008, p.150)
We auto-amputate (McLuhan 1994, p. 42) ourselves 
in oder to survive the overstimulation of social media. 
We become numb because we cannot perceive ever-
ything in this constant stream of information. While 
we may think that we extend ourselves through social 
media in truth we are modified by them. (cf. McLuhan 

Ill. 30: Barcelona Pavillon Pool and Statue 1929_Lud-
wig Mies van der Rohe
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1994, p. 46) 
The name of Narcis comes, like the word narcotics, 
from the Greek word narke. Both refer to a kind of 
dulling of awareness. You become numb because like 
drugs, social media make us addicted to it through the 
love of our own reflection. 
Owners and defenders of social media hide the way in 
which these tools affect users, claiming their outward 
transparency, which in truth diverts the attention from 
real mechanisms beneath the surface. 
The transparency of glass also can be deceiving. It 
is revealing and at the same time can have opaque 
qualities. It alters our perception through different 
techniques:

 For now we see through a glass, darkly
_Paulus

(1 Corinthians 13: 12-13)
Glass and mirrors had the same denomination in an-
cient Greek. Mirrors then were made out of polished 
glass, so the reflected image was imperfect, darkly. It 
hid some things. Like in social media where you think 
you see everything, in truth knowledge is hidden or 

you can only perceive part of it. (cf. http://community.
middlebury.edu/~harris/Humanities/Corinthians.html)
An architectural example for opacity through transpa-
rency would be Mies van der Rohe’s German Pavilion 
for the 1929 International Exposition in Barcelona. 
Two main themes were reflection and transparency. 
The pavilion should represent the new Weimarer 
Republic (cf. Ascher Barnstone 2005, p. 50):

We wisehd here to show what we can do, 
what we are, how we feel today and see. We 
do not want anything but clarity, simplicity, 
honesty. 

(Asher Barnstone 2005, p. 50)
The transparency appears through the materials, the 
space and the form. Obscured borders and the open 
form with transparent materials (glass, water) form 
the space. The space of social media too appears 
transparent. 
While the Pavilion pretends to be transparent, it 
adopts the principle of “da und nicht da” [here and not 
here] (Ascher Barnstone 2005, p. 52). Every one of 
the used materials in the Pavilion (travertine, onyx, 

Ill. 41: Barcelona Pavillon Milk-Glass 1929_Ludwig 
Mies van der Rohe
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Ill. 42: Barcelona Pavillon 1929_Ludwig Mies van der 
Rohe
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glass, steel, stucco) where highly polished and the-
refor reflective. Another side-effect is that through the 
reflection in combination with the design, the slender 
steel columns seem to disappear, as they are almost 
hidden by the visual effect. Mies van der Rohe wanted 
to hide the technique used to construct the building. 
(cf. owlcation, Barcelona Pavilion: https://goo.gl/
g8C3Yp) Social media wants to hide the mechanism 
by means of which they control the users. 
One more hidden mirror is the water in the pools. (ill. 
40) They were filled with black stones, so that the wa-
ter reflects the environment. (cf. owlcation, Barcelona 
Pavilion: https://goo.gl/g8C3Yp)
When somebody enters the building, which seems to 
blur with the environment, he/she sees his/her reflecti-
on, which appears to leave the Pavilion. The elevated 
floor plan makes it possible to disappear from sight. 
(ill. 42) (cf. owlcation, Barcelona Pavilion: https://goo.
gl/g8C3Yp) 
The only light that shines inside of the pavilion comes 
from a light wall constructed of opaque milk-glass. (ill. 
41) The reflection together with this dulled light from 
the opaque wall makes the visitor feel as if he/she 
cannot grasp the room because it constantly seems 
to change. There is a complex play of reflections, mo-
tions and overlays. The visitor is not really sure what 
happens in the building. Either you can use social 
media and its opaque qualities for disappearing or so-
cial media use the opacity to hide what’s beneath the 
mechanics of the platforms. Social media may seem 
transparent but underneath slumbers a lot more. (cf. 
Hiepko 2001, p. 159)
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Image: Collage

Ill. 43:  We are living in the fourth dimension_ Janusz 
Jurek

A sword never kills anybody; it is a tool in the killer‘s 
hand.
_Seneca
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What lies beneath the outer shells of social media? 
What are the hidden mechanisms of this form of 
media?
Social media is a tool for communication, which in 
fact, as long as humanity existed, was and is still 
always social. This makes the term social redundant. 
Social media is a marketing place, therefore, following 
the same rules as face-to-face selling or other means 
of advertising one’s products or services. Only the 
pace, the scale and the cost change. On social media 
marketing reaches more people, it (often) costs 
nothing. (c.f. copyblogger, content marketing: https://
goo.gl/aqfJVD)
Social Media Marketing or communication manage-
ment is invented to help entities to gain followers, get 
traffic, hook customers and push brands. This marke-
ting helps to get nearer to the audience and intensify 
the relationship between the seller and the customer. 
So these policies are no longer just strategies, on 
which many companies are referring to: social media 
marketing envelopes a whole new occupation group. 

By definition, social media marketing is said 
as that: 
Social media marketing is a term of marketing 
and management. Social media marketing 
(short SMM) a form of onlinemarketing, 
in which social media are used for own 
purposes. It describes strategies and tactics 
in which social media help achieving certain 
goals. 
_Tamar Weinberg

(cf. Weinberg, 2012)
The Issue of SMM is to obey specific need in 
communities and to answer these. Forerunning to 
these ‘hearing and answering’ part of the game, is a 
discipline, called social media monitoring. During the 
last years, there has been a shift in economics and 
social media is used by nearly every company. (cf. Dr. 
M. Saravanakumar, Dr. T. SuganthaLakshmi, Social 
Media Marketing: goo.gl/4lLaaK)

IBM owns more than 100 different blogs, a 
dozen islands in the virtual world, several 
official Twitter accounts, and a accepted forum 
called DeveloperWorks. It publishes a machi-
ne series on youTube, and several employees 
upload presentations to the media-sharing-site 
SlideShare. 

(Dr. M. Saravanakumar, Dr. T. SuganthaLakshmi, 
Social Media Marketing: goo.gl/4lLaaK) 
Social media marketing is fluently learning from 
customers, targeting them and creating through these 
media new kinds of identities. So in the background all 
these aspects are operating and business is entering 
a whole new dimension by asking potential customers 
about their needs, while nearly everyone is using a 
smartphone, tablet, laptop or PC. Everybody gives the 
consent to use their data in order to use the platforms: 
social media monitoring is booming. Several different 
possibilities are remaining for these economical poten-
tial, from tweeting a slogan to blogging an enormous 
review. (cf. Dr. M. Saravanakumar, Dr. T. SuganthaL-
akshmi, Social Media Marketing: goo.gl/4lLaaK) 

MARKETING
WEAPONS 
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Ill. 44:  Collage Christine Gasser_Nina Rattensperger

Hypothesis: To burn and not consume.
Hypothesis: To consume and not extinguish.
_Daphne Gottlieb, Why Things Burn
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If you look for guidelines on using social media for 
your own business, there are hundreds and hundreds 
of pages explaining you how to gain followers, likes, 
tags, and in the end money with such strategies. Due 
to these sides, you risk to be forgotten among next ge-
neration costumers if you are not willed as a company 
to use certain platforms like Instagram, Facebook, 
Pinterest etc.. Visual identities are first created, and 
later judged by each single user, clicking on a side 
propagating a commercial for entities. 
Do it yourself tips for example are:

First, consider the visual style you want for 
your Instagram brand. Choose one filter or a 
set of filters that you will use for the majority, 
if not all of your photos. By using the same 
filters over and over, you establish a style that 
will become recognizable to your followers. 
Since your goal is to get Instagram users to 
stop scrolling once they see your image (in or-
der to engage with it by liking or commenting), 
the more instantly recognizable your photos 
are, the better.

(Hootsuite: How To Use Instagram For Business: A 
Beginner’s Guide: goo.gl/zH8nrb) 
These tips and tricks are referring to the huge power 
of each one on social media platforms. Sites, which 
are selling followers and likes are growing immense. 
No user, who wants to become influencing in this 
media world, can avoid seeing them comment under 
an Instagram picture: „for gaining active followers: pay 
this, or do that“. 
According to the data of Instagram, they now have 
more than 500 Million active users per month, and 
300.0000000 daily active users, 80% out of these 
users are outside the US. (cf. https://business.ins-
tagram.com) 
Furthermore, Instagram offers you a glance in the 
terms of other companies gain of follower, and in the 
end customer. For example, Levis, due to the infor-
mation Instagram shows, has increased their ad recall 
up to six percent, and their sales up to 30% more 
than the time before they used Instagram as a tool for 
advertising and being present. (cf. https://business.
instagram.com) 
The Instagram site for business shows more than 100 
companies, selling food, fashion, cosmetics, technik, 

Ill. 45: Instagram Buisiness
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vehicles, properties, and so on, as a reference for 
their success using the Instagram strategies: 

When you look around you, nearly everyone 
is staring at their mobile device—whether 
they’re waiting in line for coffee, commuting 
or even walking down the street. With half a 
billion people on the platform, chances are 
many are scrolling through their Instagram 
feed at any given time. More than the average 
Instagrammer, auto enthusiasts use Instagram 
21 times per day and are active seven days 
out of the week.*
So how does that affect auto marketers?
Nearly 80% of Instagrammers surveyed say 
they research products online before making 
a purchase. And many agree that seeing 
relevant ads are important to them. Compared 
to two years ago, 38% of people we surveyed 
say the platform informs what they buy. That 
percentage jumps up to 59% for auto enthusi-
asts on Instagram.

(https://business.instagram.com) 

On the Instagram business site they show how, for 
example, auto brands are using their Instagram page 
as a tool for every step of their marketing. They either 
use it for selling or for gaining economic knowledge. 
Instagram Stories, or Plug in Tools like Boomerang 
make the ads of companies nice and appealing to the 
audience.

Historically, most home related purchases 
take place in-store and through print or digital 
catalogues. However, as mobile becomes 
more and more popular, it’s beginning to ch-
ange the way people discover and purchase 
home goods. From January to March 2016, 
roughly one-fifth of US digital sales in the 
home category took place on mobile.* And 
that’s just the beginning of the opportunity 
mobile has for brands in the home category.

(https://business.instagram.com) 
According to a latest inscription (seen on 17th of No-
vember, the entry was saying two weeks ago posted) 
of the Instagram business site, a special community is 
testing to buy easier via Instagram. 

Image: Instagram Business

Ill. 46: Instagram Buisiness
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To test the new experience, 20 US-based 
retail brands (…) will share posts that have 
more depth, making it easier for Instagram-
mers to review, learn about and consider 
the items that interest them.Each post will 
have a tap to view icon at the bottom left of 
a photo. When tapped, a tag will appear on 
various products in the post—showcasing up 
to five products and their prices. Once a tag 
is selected a new detailed view of the product 
will open. This functionality will bring important 
product information to the consumer earlier 
in the journey, all without having to leave the 
Instagram app to search.

(https://business.instagram.com) 
Could this mean that the future individual will be 
selling and buying habitat on social media platforms? 
Can the impact on architecture be already seen?
Many architects are using the same or similar stra-
tegies as those big brands, increasing their income 
through social media, for branding themselves. Social 
influencers, in different sectors of business, are ma-
king money through having followers, getting likes and 
maybe in first place, promoting different goods. 
What oftentimes is forgotten, is the transparency of 
social media for investors, on social media you can 
also listen. Like in war times where they use sonar 
and radar one can follow your footsteps on social me-
dia. They can foresee new trends and will know what 
the people want. (c.f. copyblogger, content marketing: 
https://goo.gl/aqfJVD, 28.11.2016, 12:56) 
It seems like by means of a wonderful providence, 
everything you have been looking for, you are inte-
rested in, or you are favouring is on your everyday 
newsfeed on social media. The terms „algorithm“ 
and „bots“ are often used when it comes to your own 
interests appearing. 
„Bots“ are a generalized term to describe any software 
that automates a task. A Bot engine can turn everyday 
language of user in structured data, which means, not 
only bots can understand every conversation running 
through any messenger they can also learn from it, 
getting smarter with each conversation spent on a 
specific messenger. 
In the example of Facebook, for instance, a mes-
senger which is using these bots behind the scenes 
of chatting with friends and talking to family via your 
smartphones or laptops, bots are used for the whole 
package. The adoption between companies and the 
communication in web is therefore inextricably linked. 
(cf. HubSpot: Facebook Bots 101: goo.gl/kDnuXE)

But what about other activities? Each one of us is 
leaving traces such as likes, shares, tags, etc. in the 
places we visit on the world wide web.
If you step a bit closer and look how likes, followers 
and tags work, you find lots and lots of companies 
who are selling their strategy to get popular, reach 
many people and push brands to the limit. 
A company named ‘PopularPays’ for instance, is 
according to their own information ‘the largest, most 
active, and most reliable marketplace where brands 
and creators meet to create content worth sharing’  
(http://www.popularpays.com). Their clients are big 
entities like Satrbucks, Amazon, Toms, Macy’s, Bobby 
brown, and other big names. 
They name many reasons why to book them such as:

Demographic Data
For large campaigns, we can provide wrap 
reports with info on the audience that your 
campaign reached: age, gender, income, 
marital status, location, language, occupation, 
interests, brand affinities, #tags used; we’ve 
got the deets.

(http://www.popularpays.com)
Or

Largest Creator Network
Whether you want Creators with a worldwide 
reach or someone with a more intimate follo-
wing, Pop Pays has Creators to fit any goal. 
Our platform has over 8k Creators with over 
4.34 billion combined followers across all so-
cial networks, ready to apply for their next Gig.

(http://www.popularpays.com)
The mechanisms behind the transparent facade of 
social media are meant to allow private companies 
and public institutions to gain something from us, be it 
economic capital, social capital or information. 
They are able to do that because the public facade 
of social media seems transparent, trustworthy and 
above all harmless. Thus the people use social media 
in their daily life without questioning them. 
These simple, or sometimes also complex, bots, as 
we already know, learn from users. They learn from 
each conversation, each like, each tag, each share, 
etc. So, as we also know already, every one of us is 
tricked by the algorithms behind social media, and 
therefore, it is easy to spend time with like-minded 
people in world wide web.
These bots, learning from people’s minds, can also 
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influence views. The result could be the altering of pu-
blic opinions. In Forbes magazine you can read about 
such an example. 

INFLUENCING OPINION. One of the real 
impacts of bots is to skew public opinion. If 
you have built an army of bots that like, read, 
and engage on a set piece of content, you 
might as well influence what is trending. China 
tried this with the so called “5 Mao (50 cent) 
army“: over a quarter million bloggers who 
wrote articles for as much as 5 Mao per article 
to complement its government information 
politics. (…) I had investigated this army for 
various clients and we saw a steady decline 
of their power. Perhaps they were replaced 
by bots? This is not as unlikely as you would 
think.

(forbes.com: Do Evil - The Business Of Social Media 
Bots: https://goo.gl/N2r1ZC) 
Bots create traffic, traffic is requested by the busines-
ses and influencers: this leads to the situation that 
news stories and other information are influenced by 
the mechanisms of social media. 
According to a study 55% of journalists worldwide use 
Twitter and Facebook to search for new stories (Social 
times, Digital Journalism: https://goo.gl/LDxtt3). Which 
means mirroring people is a feature, but this feature 
also allows bots to mirror false or bad news as well. 
The user is not able to distinguish between news 
spread by actual people or by the Algorithms and 
Bots. are mirroring bad properties as well – and no 
user can easily check if the opinion versus is a bot or 
a human being. As a matter of fact, what for the user 
seems transparent turns out to be opaque.
Trends are made faster as anyone can wink, and 
these trends are consumed by the mass most likely 
as fast as they are produced. Thus the question is if 
trends, which are produced on social media, either 
from bots or people influenced, are influencing archi-
tecture as well? This would mean architecture can 
be controlled from algorithms and bots as well as the 
mass is held in social media. 
Architects are also able to use social media for under-
standing what society expects, so they become part of 
this opaque society.  

[...]
but it seems that if we studied the architectural 
designs of the future we would have a better 
understanding of how people will use the 

internet in the coming decades. 
My instinct is that social media could reflect 
future trends in architecture rather than it 
being the other way round. Social media 
quickly develops to be of greatest interest, 
enjoyment and practicality to the general 
public. This is compared to architecture where 
the designs and sketches being produced as 
you read this article will not be realised for a 
number of years. The shifts in architecture are 
glacial whereas the changes in social media 
are comparatively instantaneous. Maybe this 
is a lesson for architects rather than marke-
ters? Those outside the industry should stop 
seeing social media as a distraction for your 
lunch break and bored teens but recognise it 
as a digital simulacrum and simulation for how 
people desire to be seen and interact with one 
another.

(biggroup, Can Architecture Reveal Future Trends in 
Social Media: https://goo.gl/4EvrRl)
The outcome of this seems then to be the replace-
ment of the real world (simulation). We cannot distin-
guish anymore between true and false, imaginary and 
real, Bots and humans. The Algorithms and Bots are 
the simulacra, ergo copies of things that either had 
no original or had one in the beginning, but now no 
longer have one. 

The simulacrum is never that which conceals 
the truth—it is the truth which conceals that 
there is none. The simulacrum is true.
_Jean Baudrillard

(stanford.edu, Jean Baudrillard, Simulacra and Simu-
lations: https://goo.gl/EbescB)
Social media is not really what it seems to be, it con-
ceals its real mechanisms. But the Bots are the real 
thing that regulate our opinions and tastes. 
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Ill.48 Illustration 2014_ Davide Bonazzi

The media is the most powerful entity on earth. They 
have the power to make the innocent guilty and to 

make the guilty innocent, and that‘s power. Because 
they control the minds of the masses. 

_Malcolm X
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Ill. 49: Der gläserne Mensch, Das Wunder des Lebens 
Ausstellung 1935_German Museum of Hygiene 
Dresden

Privacy is dead, and social media holds the smokin 
gun.
_Pete Cashmore
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PRIVACY 
SECRECY

Social media serves the same psychological 
function as the Huf Haus and Dune House. 
Users create accounts to select elements of 
their life they are comfortable sharing. Social 
media relies on the trust that this relationship 
will not be abused. Facebook have been in 
trouble in the past for not allowing users to ea-
sily edit their privacy settings. As a result they 
created the “view as” function to allow you to 
see your profile through the eyes of others.

(biggroup, Can Architecture Reveal Future Trends in 
Social Media: https://goo.gl/4EvrRl)
The Huf Haus (ill. 50) and Dune House are Houses 
built in a concept, which allows a glance inside 
private living, as much as the inhabitant is willing to 
show. The owner decides in many different aspects 
what part of the house should be build in glass, what 
should be transparent, and what, in the end, is build 
solid and opaque. Now these form of society voyeu-
rism could be compared to social media, and the 
manner of users evinced. The Huf Haus and the Dune 
House, are showing the way we live and the way we 
use contemporary media, intertwined in one topic, but 
they are also showing us different kinds of transparen-
cy and opacity in our everyday life. (cf. biggroup, Can 
Architecture Reveal Future Trends in Social Media: 
https://goo.gl/4EvrRl)
Bjarke Ingels for instance is showing his audience on 
social media many impressions of his buildings on 
different platforms. But these images are always well 
chosen.
Thinking of publishing pictures about projects, even 

before they are started to being built, stealing or 
copying somebodies work, would be easily done on 
nowadays social media pages of architects. BIG‘s 
images, like many other images of other architects are 
filtered as much as needed. The transparency may 
be totally there on first sight, but then you find layers 
hiding important details and information, in order 
to make sure that that the information does not get 
copied.  
But what about all the transparency we find on 
different Instagram and Facebook accounts, showing 
private photographs of architects, impressions from 
a holiday trip, kissing the girlfriend on a romantic 
scenery?
These may look private for us, but also these images 
posted from the architects out there are chosen 
wisely. All these photos show us on one hand a 
person intertwined to a brand, like Bjarke Ingels and 
Bjarke Ingels Group (BIG), so we get sympathised to 
a brand and we feel like we know those person behind 
that brand. Again we refer to ‘Brandship’.
So the next second, the images posted create an 
instant catching up with the life as an architect, satis-
fying the crowd.
But the filtered transparency does not only work in 
this way. Maybe the influence of the transparency is 
blurring our privat and public life in our everyday life 
as well. 
As the denizen of the Dune and the Huf House, the 
architects are choosing the style of privacy before 
even showing something. 
Dörte Kuhlmann compares Mies van der Rohe’s 
Farnsworth House (1951) (ill 53 & 54) and Philip John-
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Ill.50: Glass House and Guest House 1949 _Philip 
Johnson 

There is not a crime, there is not a dodge, there is not 
a trick, there is not a swindle, there is not a vice which 
does not live by secrecy.
_Joseph Pulitzer
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sons Glass House  (ill. 50) in her book ‚Raum, Macht 
und Differenz‘ in terms of privacy and secrecy.
Philip Johnson himself used the house in a certain 
manner. As a gay man living self displayed in the 
fifties (in a single household) he provoked in a way, 
by showing his lifestyle in a house of glass. Gay man 
and woman in this time, where under a big pressure of 
society, and tried to find a way to live their life as they 
where. So there set feet a subculture, which included 
aspects of exaggeration, irony and theatrical staging 
of their own status. (cf. Kuhlmann, 2003 p. 146-160)
Thus in Johnson‘s way of living in his house, he used 
the Glass House also as kind of a stage, he tried to 
use that concept of living (and showing) playfully, and 
enjoyed the voyeuristic part. As the transparency of 
the house created an aquarium, used as a stage for 
the visitors. Later on Philip Johnson lived only in the 
guest house, which in the contrary to the main house 
looked fully closed. (cf. Kuhlmann, 2003 p. 146-160)

The guest house, connected to the Glass 
House with a stone path that lays over the ex-
pansive lawn immediately surrounding it, is a 
heavy brick structure, contrasting the extreme 

lightness and transparency expressed in the 
Glass House. 

(https://goo.gl/RJurwD)
Like many people today in social media he wasn‘t 
comfortable anymore with this transparent lifestyle.
In contradiction to the Glass House stays the Farns-
worth house. Edith Farnsworth did not herself create 
the space of living, and she was not willed to use it as 
a stage. Kuhlmann talks about Edith Farhsworth say-
ing in an Interview she felt in her house like always an 
alert and that only the act of moving her furniture had 
influence to the outward appearance, and her house, 
with all the glass, would be transparent like an x-ray. 
The transparency of the Farnsworth House is showing 
on second glance not quite the same as the transpa-
rency on Johnsons Glass House. (cf. Kuhlmann, 2003 
p. 146-160)
According to Johnson, being builder-owner and ar-
chitect at the same time, he used the transparency of 
his house as if he were building a stage, deciding the 
grade of transparency, and also the amount of privacy 
he had, or not had like in the privacy settings of social 
media. 

Ill.51: HUF Haus
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Edith Farnsworth did not have the privilege to be two 
roles, like Johnson was, client and planer, and felt not 
like Johnson did in his house. (cf. Kuhlmann, 2003 p. 
146-160)
As maybe not seen in first sight Johnson not only cre-
ated the house for himself as a stage, but also for the 
publicity, and the act he was going to play for them. 
Furthermore, Johnson from the very first day on deci-
ded also have an opaque guest house, as he had not 
to show anything he did not want to and could decide 
which part of his life should be private. (cf. Kuhlmann, 
2003 p. 146-160)
Close to Johnsons way of living in his house was 
the way Adolf Loos drafted his plans for many of his 
projects. He, for example in Josephine Baker house, 
concentrated also on different sight axis and trans-
parency – as he for example drafted an architectural 
plan which was dominated by a swimming pool, 
showing everybody who was entering the house a 
glance at a big aquarium (with human instead of fish) 
like sight in a pool. As Kuhlmann notes, Karin Burns 
was concluding in ‚A house for Josephine Baker‘ (ill. 
52), that water, as a transparent media was showing 
the body inside the pool, for sights – the pool was 

like a stage for men’s gaze. (cf. Kuhlmann, 2003 p. 
146-160)
But as unusual the Josephine Baker house and his 
sort of showing was conceived, mostly every house 
designed by Loos was playing with the inhabitant as 
protagonist, as Colomina calls it ‘theatrum mundi’.
In contradiction to, again, Edith Farnsworth house 
– in theatrum mundi, the psychological effect on the 
person on stage is pleasant - the voyeur is not able 
to see the actor at first glance, but the actor is able 
to spot any audience from the first second on. (cf. 
Kuhlmann, 2003 p. 146-160)
So the difference here lies in the fact, that human 
being shows intimate scenes for an audience by a 
self-determined thought behind every action.
The decision for privacy or publicity and the layers of 
transparency or opacity gives a person the chance 
to either stage something, or hide something behind 
blurred walls. 
Just as transparency is creating two different initial 
points on the example of Johnson and Farnsworth 
living both in a house fully transparent (both single 
persons living alone in the fifties) it is possible to find a 
similar situation on social media. 

Ill.52: Josephine Baker House 1927_ Adolf Loos
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There is always the two folded theme of transparency. 
Bjarke Ingles is in the same position as Philip Johnson 
was. He uses the space of social media as a stage 
and he can choose carefully what he wants to show. 
He defines the level of transparency and opacity him-
self. On the other hand the users of social media are 
in the situation of Edith Farnsworth, as they want the 
house, but don‘t like its transparency. On social media 
the user involuntarily shows aspects of himself/herself 
he/she is not willing to show. (cf. Kuhlmann, 2003, p. 
146-160)
Whereas Mies van der Rohe and Johnson lived in a 
time, where media were able to transmit information 
in one way, but the receiver wasn‘t able to respond, 
today’s architects live in a whole new generation of 
media: everybody is able to answer, every time. 
But this answering-ability brings to another level of the 
monitoring aspect. (cf. Kuhlmann, 2003, p. 146-160)
According to Michel Focaults theory, Kuhlmann says, 
a subject is not existing before force is, but the const-
ruction of humans - from individual to subject is taking 
place while force glance is. (cf. Kuhlmann, 2003, p. 
146-160)
According to Kuhlmann, the concept of privacy is 

only the negative print of the monitoring technology 
- she says, everything which does not underlay the 
monitoring of technology is being held as a person 
- and every monitoring technology creates subjects 
correspondingly. But in the end this theory means 
everyone, including the victims, would be involved in 
their subjection. (cf. Kuhlmann, 2003, p. 146-160)
The aspect of privacy and secrecy in terms of 
transparency and opacity can also be found in the 
2016 Serpentine Pavilion by Bjarke Ingels Group 
(ill. 55). The Pavilion is a project for the 16th annual 
Serpentine Galleries public architecture commission 
in Kensington Gardens in London, thought to „unzip“ 
the classical brick wall. The structure is made out of 
extruded fiberglass, which stands for the mortar and 
clay. The fiberglass also provides a kind of reflection 
of the illumination. (cf. http://www.designboom.com/
architecture/big-bjarke-ingels-serpentine-pavilion-lon-
don-unzipped-wall-revealed-06-07-2016/)
The air in-between stands for the bricks. The two 
sides act like a zipper. They seem like a straight line, 
but there is actually an entrance for the inner space. 
Bjarke Ingels himself says about it that the design for 
the pavilion is full of contradictions: (cf. http://thecre-

Ill.53 Farnsworth House 1951 _ Ludwig Mies van der 
Rohe
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atorsproject.vice.com/blog/bjarke-ingels-group-ser-
pentine-pavilion-design)

This simple manipulation of the archetypical 
space-defining garden wall creates a pre-
sence in the Park that changes as you move 
around it and through it. The North-South 
elevation of the Pavilion is a perfect rectang-
le. The East-West elevation is an undulating 
sculptural silhouette. Towards the East-West, 
the Pavilion is completely opaque and ma-
terial. Towards the North-South, it is entirely 
transparent and practically immaterial. As a 
result, presence becomes absence, orthogo-
nal becomes curvilinear, structure becomes 
gesture and box becomes blob.
_Bjarke Ingels

(http://thecreatorsproject.vice.com/blog/bjarke-in-
gels-group-serpentine-pavilion-design)
BIG may not have intended that their serpentine Pa-
vilion became a physical manifestation of how social 
media plays with different layers of transparency and 
opacity, but nonetheless  one can interpret it as such. 

It is difficult for the user to know if they are in an open 
space where every aspect of their mind can be seen. 
They cannot grasp what is hidden behind the opaque 
mechanisms and they don’t know how they can put 
themselves in a hidden space where the outside 
cannot see them. 

Ill.54: Farnsworth House 1951_ Ludwig Mies van der 
Rohe
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Ill.55: Serpentine Pavillon 2016_Bjarke Ingels

There is no going back, and there’s no hiding the 
information. So let everyone have it. 
_Andrew Kantor
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Ill.56: Transparency Control 2017_Christine Gasser 
Nina Rattensperger 

I‘m still passionately interested in what my fellow 
humans are up to. For me, a day spent monitoring the 
passing parade is a day well-spent.
_Garry Trudeau
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TRANSPARENCY  
CONTROL

There is no doubt whatever about the influen-
ce of architecture and structure upon human 
character and action. We make our buildings 
and afterwards they make us. They regulate 
the course of our lives.
_Winston Churchill 

(Dan Lockton: Architecture, urbanism, design and 
behaviour: a brief review)
As we know, there were always sight axes as an 
instrument of control in architecture, like we heard in 
the example of the Glass House of Philip Johnson, or 
the Farnsworth House by Ludwig Mies van der Rohe: 
Sight axes for the house owner, to control the sur-
roundings of his own house, but also to control other 
tenants in the household. 
For example, Persian blinds are called like an emotion 
in English and in French ‘jealousy’, which was one 
argument for having those. To keep women away 
from nosy sights of other man and to control the gaze 
at women, Persian blinds are a design for control. (c.t. 
Kuhlmann, 2003)
The most definite example of architecture as an 
instrument for control is probably the Panopticon 
by Jeremy Bentham. It was a design for a prison, in 
which all prisoners were in isolated cells. They could 
be watched without themselves seeing the keeper, 
so they got the feeling that they where watched any 
time. This was a use of architecture as an institution 
of control. 
The guard in Bentham’s Panopticon was not suppo-
sed to take a seat in  the centre any more to achieve 
optimum surveillance. Nowadays, he could be repla-

ced by a computer monitoring system, which is obser-
ving the manner of the prisoners, preventing harm.
So Bentham’s architecture did permit control, but not 
prevent behaviour – it did reduce it. 
The French philosopher, social theorist, philologist 
and literary critic Michel Foucault used the Panopticon 
in his book as an example for gaining power through 
knowledge. He argued that that this system of control 
was effective trough constant observation. The keeper 
got all the knowledge about the prisoner, he recorded 
all the events. This monitoring helps the keeper to 
become more and more powerful. He argued, that 
by embedding punishment systems in architecture, 
the maintenance of negative public reactions to the 
punishment were reduced. (cf. Foucault 1977)

In the park bench example, a public confron-
tation between police and a person sleeping 
on the bench […] can be avoided entirely by 
preventing anyone sleeping on the bench 
in the first place (using the architecture to 
control). Not for nothing are speed humps 
commonly known as ‘sleeping policemen’ in 
the UK.

(Dan Lockton: Architecture, urbanism, design and 
behaviour: a brief review)
The discipline is created or sold with the product 
architecture. For example, a tracking system with 
black box monitoring is offered by an Insurance firm in 
Ireland, mostly for young male drivers. This system is 
recording and transmitting the car’s speed and loca-
tion, in return, the young male drivers got a discount 
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Ill.57: Koepel Panopticon Prison 1980_OMA
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Ill.58: Panopticon 18th Century_Jeremy Bentham 
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and the premium for ‘safe’ drivers. So these technical 
additives are not only making these young men feel 
like they are under a controlling eye, they are also 
making them drive more safely, while being anxious 
about their black box transmitting every mistake they 
do while driving. (cf. Dan Lockton: Architecture, urba-
nism, design and behaviour: a brief review)
But architecture can also discipline in a certain man-
ner, which can be seen in Disney theme parks. 
Like described in Disney, Culture and Curriculum, 
the visitors of a Disney theme park are controlled via 
Disney’s architecture in every aspect. The movement 
of the visitors are controlled within the architecture of 
the park, showing them where to go, where to stand, 
where to look– further more crowd control strategies 
set up by Disney Imaginers are built up to control 
every experience made in these Theme parks. Every 
look, every View, everything controlled via Disney’s 
standardisation. Here architecture disciplines the 
visitor to behave in a manner that consumption is 
stimulated.  (cf. Sandlin, Garlen, 2016)
This could be compared to the view created by bots 
and algorithms in social media. Through constant sur-
veillance by way of the hidden mechanisms compared 
to panopticism the media know about the behaviour 
of every single user. Thus social media is showing the 
user everything he is interested in (and only that) or 
the people behind media wants him to be interested 
in. That means the control in social media, which bots 
and algorithms and the functions in the background 
are influencing user’s routine in the daily social media 
visits, can be compared to an (open) space, in which 
the individual is guided from other aspects, than his 
own intensions and freewill. 
A related scenery can be found in a project, made by 
Atelier van Lieshout, called ‚Slave City‘. This Rotter-
dam based atelier, developed a project which could 
be called as a mix between Aldous Huxley’s ‘Brave 
new World’, and Orwell’s ‘Animal Farm’ since 2005, 
working with the idea of a future city. 
Released in 2009, in this project the society is living in 
the so called ‘Slave City’, an embodiment of the ideals 
of ethic and liberty. The project describes a dystopian 
future, which is strictly drafted in way meant to ensure 
an efficient and profitable life – from ethics, to moral, 
from food to energy and economics to organization, 
everything has its own value and is managed ‘perfect-
ly’. (cf. ArchDaily, Slave City: https://goo.gl/9d2h0g)

TOTAL ENERGY USAGE PER YEAR: 
88.013.630 kWh/a 
Electricity: 66.774.256 kWh/a 

Thermal energy: 21.236.374 kWh/a
Excrements 
Excrements Fresh Substance per person and 
day: 0,40 kg 
[...]
Wind turbines: 
2.750 kW Energy output per annum: 5,29 
GWh/a 
Electrical energy: 53.787.732 kWh/a
Thermo photovoltaic device: 350 kWh/a Nee-
ded M2: 23.214 m3
(https://goo.gl/9d2h0g)

The society, on which ‚slave city‘ is built on, is cal-
culated, and registered in every detail, to provide a 
perfectly fit in the system, on which the dystopia of the 
project is built.

The ‘inhabitants’ work for seven hours each 
day in office jobs and seven hours in the fields 
of inside the workshop, before being allowed 
three hours of relaxation before they sleep for 
seven hours. SlaveCity is the first ‘zero energy’ 
town; it is a green town where everything is 
recycled and a city that does not squander the 
world’s resources.

(ArchDaily, Slave City: https://goo.gl/9d2h0g) 
After doing what the inhabitants are supposed to do 
for work, they can achieve some free time, spend this 
time with for example shopping, or visiting a prostitute 
for consuming sex instead of consume goods. 
This shifts of 7hours of study, 7hours of work,7 hours 
of rest and 3 hours of personal care/relaxing are also 
found on the Slave Universities, which can be found 
in slave city. 

There are two Slave Universities, one for 
males and one for females. (..) rooms are for 
the female slaves who are being educated to 
function good and efficient within the objecti-
ves of SlaveCity. The Female Slave University 
goes on 24/7, the slaves are functioning in 7 
hour shifts (...) The Female Slave University 
offers room for 1896 female students and 
has 632 places to work, 632 sleeping-ac-
commodations and 124 toilet units linked to a 
environmental friendly biogas installation.

(ArchDaily, Slave City: https://goo.gl/9d2h0g) 
This concept of a society, which is created in a 
circulating system, in which the thought of control is 
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Ill.59: Slave City 2009_Atelier van Lieshout

From energy to the inhabitants as well, SlaveCity 
recycles its resources continuously in a perfectly clo-
sed system. Material and human waste are recycled 
and thus regenerate and reinstate the founding princi-
ples underlying the moral foundations of this society.
_Sabin Bors
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planted in every head of any inhabitant is more similar 
to the reality we are living in nowadays, than can be 
seen on first sight. While architecture and media are 
able to control many human beings in our western 
world, the reward for inhabitants of our world, are also 
consumer goods. (cf. ArchDaily, Slave City: https://
goo.gl/9d2h0g)
Thus the dystopian idea of slave city is an image 
of our reality in fictive figurations, as everything is 
related to calculation. The human being seen as a 
machine, like the socialist architect and philosopher 
Ildefons Cerdà once saw the human being, created 
by libido and ratio. The architecture as an instrument 
of control, cannot be seen separated from calculation, 
or in the end social media as a helping institution, for 
nowadays estimate. (cf. ArchDaily, Slave City: https://
goo.gl/9d2h0g)
The control through constant observation by way of 
transparency to gain knowledge compared to Foucault 
can be seen also in the novel „The Circle“ by Dave 
Eggers. There he envisions a Dystopia with a huge 
IT-firm in the center. Circle developed a technology 
called „SeeChange“. It is a camera, which politicians 
use to seem „transparent“ by constant observati-
on.  Correlated is „PastPerfect“, which makes every 
information of persons available online. Through total 
transparency of the user’s privacy and the collecting 
of all the information the opaque mechanisms of the 
medium execute total control over the user. (cf. Eg-
gers 2014) This also correlates with some of the main 
ideas of the Modernist architecture, like discussed be-
fore: Modern architects wanted to conceive transpa-
rency and freedom through their rationalist buildings, 
which instead lead to control over the masses.  
In our social media society the same could happen 
with the systems behind every aspect of our daily rou-
tine. Architecture and art can be used either to criticize 
it and make it more public, like in „Slave city“ or it can 
help to reinforce it, like in the Panopticon. 
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Ill.60: Slave City 2009_Atelier van Lieshout

We are all so guilty at the way we have allowed the 
world around us to become more ugly and tasteless 

every year that we surrender to terror and steep 
ourselves in it.

_Norman Mailer
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Ill.61: Spectacle 2017 _Christine Gasser Nina Ratten-
sperger

Distracted from distraction by distraction.
_Thomas Stearns Eliot
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COMMODITY  
SPECTACLE

Now, what is really behind transparency? What 
defines opacity? While looking at social media the 
way we did one can clearly understand that in the end 
everything leads to the Spectacle, like described in 
Guy Debord’s “Society of the Spectacle”. In our rese-
arch we can find nearly every single aspect about it in 
this outward transparency and hidden mechanisms of 
social media. In truth not the media are transparent, 
but the users. As we already pointed out social media 
is not the transparent media for people to communica-
te and get information, it is rather a way to commodifiy 
and control people trough opaque mechanics for 
gaining personal information about them and to rein-
force consumption by ways of images. If we look at 
social media in terms of war we can understand that 
the winner is neither the architect using social media 
for branding himself nor the users for gaining all the 
information. Rather the spectacle is the victor in the 
end. (cf. Debord 1994)

The whole life of those societies in which 
modern conditions of production prevail 
presents itself as an immense accumulation of 
spectacles. All that once was directly lived has 
become mere representation. 
_Guy Debord 

(Debord 1994, p. 5)
Debord described a society were every aspect of life 
is communicated through images. Social relations-
hip are mediated by images as we can see in social 
media. 
52 year old Us-stararchitect Greg Lynn for example, 

used images and virtual reality devices to create a 
certain kind of reality at Venice Architecture Biennale 
2016. 

It will certainly revolutionise construction, as it 
is much more intuitive and easy to adopt than 
digital versions of drawings that many trades 
have difficulty integrating into their workflow.
_Greg Lynn

(Amy Frearson, dezeen.com: https://goo.gl/h2vxmO)
Lynn’s concept was to model vast facility in a transport 
hub, an industrial park, a factory and university, which 
in the end was called „Center for Fulfillment, Knowled-
ge and Innovation“. The reality device allowed visitors 
to see an animated version oft he final model in the 
US Pavillion. (cf. Amy Frearson, dezeen.com: https://
goo.gl/h2vxmO)

At the first instance of seeing these things 
on Silicon Graphics Workstations in the early 
1990s I knew there was no going back and 
that the correct application needed to be iden-
tified to figure out how to use the new tools in 
a meaningful way.
_Greg Lynn

(Amy Frearson, dezeen.com: https://goo.gl/h2vxmO)
So the shiny, made up pictures, or in this example 
augmented reality, which are used to create a proper 
impression of what is (in some times) going to be built, 
is in many cases creating a proto reality, which is, 
indeed later part of our reality. 
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Ill.62: Centre for Culture and Technology 1973_Mar-
shall McLuhan

We become what we behold. We shape our tools and 
then our tools shape us. 

_Marshall McLuhan
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Greg Lynn answers in an interview with Amy Fearson, 
when asked if the technology is changing the way 
architects work:

It certainly could. Its biggest impact is in 
manifesting 3D digital content insitu. So will 
it change design language, vocabulary and 
complexity as digital tools did in the 90s? No. 
Will it change the methods of communicating 
design through construction? Absolutely

(Amy Frearson, dezeen.com: https://goo.gl/h2vxmO)
The spectacle uses copies of reality, like for example 
augmented reality, for commodifying architecture:

Our world could be much more accommoda-
ting, ecological and enjoyable than it is; our 
cities could be more fit for human life, more 
adaptive to the specific climates where they 
are located. The reason they’re not is that the-
re are interests that are unconcerned with the 
common good, and not invested in creating 
the best world possible. By claiming that these 
interests have formed an unholy alliance and 

are systematically killing architecture’s prota-
gonists, perhaps it’s possible to get a bigger 
audience interested in understanding the chal-
lenges faced by architects. There’s nothing 
like a good old fashion conspiracy theory to 
get people’s attention; whining architects do 
not exactly make a bestseller
_Bjarke Ingels 

(ArchDaily, The Prince: Bjarke Ingels‘s Social Conspi-
racy: https://goo.gl/VQkFwK)
Besides the influencing part of media, which affects 
obviously both, sender and receiver in contemporary 
media, creating illusions, simulations is the best stra-
tegy of the Spectacle.
 

It is not, then, the real which is the opposite 
of simulation – the real is merely a particular 
case of that simulation – but illusion. And the-
re is no crisis of reality. Far from it. There will 
always be more reality, because it is produced 
and reproduced by simulation, and is itself 
merely a model of simulation. 
_Jean Baurdillard

Ill.63: Hololens 2016_Greg Lynn 
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(Baudrillard 2008, p. 17)
Baudrillard, furthermore, talks about how the viewer of 
a reality show on TV, has to be brought not in front of 
the screen, but into the screen. The viewer has to be 
taken on the other side of the information set up, crea-
ting a definitive ambiguity between art and reality. This 
may be the point where Iwan Baans images are able 
to act – the viewer is in the scenes, the scenery is not 
made up perfect and shiny, seducing with ideal set up, 
the viewer may feel the reality in a special way. 

So this media acting-out opens on to a gene-
ralized virtuality which puts an end to the real 
by its promotion of every single instant.
_Jean Baurdillard 

(Baudrillard, 2008, p. 31)
Baudrillards scene in his work „The Perfect Crime“ 
peaks in a total disillusion. The illusion with its perfec-
tness, who should seduce the mass, in the end leads 
to boredom of the audiance. Maybe the perfect illusion 
of the stararchitect in the end leads to the same. 

End of the raw illusion of thought, of the sce-

ne, of passion, end of the illusion of the world 
and its vision (and not its representation), end 
of the illusion of the Other, of Good and Evil 
(particularly of Evil), of true and false, end of 
the raw illusion of death, or that of existing at 
any cost: all these things vanish into telereali-
ty, into real time, into the sophisticated techno-
logies which are our initiation into models, into 
the virtual, into the opposite of illusion – total 
disillusion.
_Jean Baurdillard

(Baudrillard, 2008, p.)
Every aspect of our life is dedicated to socialization. 
We learned that the pictures don‘t have to be always 
perfect, but they have to be there. Thus, if social life 
is resolved to images, not owning but appearing is the 
goal. 
 

[...] the abnormal need for representation here 
compensates for a tortuous feeling of being 
on the margin of existence
_Guy Debord

(Debord 1994, p. 219)

Ill.64: Screenshot of Bjarke Ingels introducing his 
upcoming recreational hub_Bjarke Ingels
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Ill.65 Screenshot of Iwan Baans Instagram Profi-
le_Iwan Baan
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The user NEEDS to update the status on Facebook, 
he/she NEEDS to post the latest pictures on Ins-
tagram, he/she NEEDS the others to see it. He/she 
seems to be afraid of not existing anymore if he/she 
doesn’t appear on social media. But that is not living 
anymore: 

The spectators consciousness, imprisoned in 
a flattened universe, bound by the screen of 
the spectacle behind which his life has been 
deported, knows only the fictional speakers 
who unilaterally surround him with their com-
modities and the politics of their commodities. 
The spectacle, in its entirety, is his “mirror 
image.”
_Guy Debord

(Debord 1994, p. 63)
This changes the way we interact with other human 
beings and like described in the chapter about Bots 
and Algorithms it can influence popular believes. The 
pictures on social media provide us with the oppor-
tunity to see distant places. It makes us believe that 
we are all interconnected, but in truth it isolates us, 
because social interaction is reduced to mere images 
and emojis, which too are just a way to simplify con-
versations. The Spectacle controls us by influencing 
our behaviour, our relationships and our opinions. 
(Debord 1994, p.  5-7) 
In the end it leads to a commodification of every as-
pect of life to the point that even dissatisfaction could 
become a consumer‘s good. The consumption society 
leads to total distraction. It is a way to placate the 
masses. (cf. Debord 1994, p. 17)
Foremost we can see the aspect of advertisment and 
celebrity in social media. On every screen, on every 
advertisement, on every pop-up you can find the spec-
tacle. It can take different forms. The star architect, 
who seems so influence the people is in truth also a 
way for the spectacle to prevail:

Media stars are spectacular representations 
of living human beings, distilling the essence 
of the spectacle‘s banality into images of pos-
sible roles. Stardom is a diversification in the 
semblance of life    the object of an identificati-
on with mere appearance which is intended to 
compensate for the crumbling of directly expe-
rienced diversifications of productive activity. 
_Guy Debord

(Debord 1994, p. 17)

The Spectacle wants us to believe that omnipresence 
in media makes something important and valuable, 
like the so called “influencers” in social media. Maybe 
this is the strategy of Bjarke Ingels: to be seen as an 
important architect by being always present on social 
media. Stars, who want the users to consume their 
goods become themselves the commodity, because 
they sacrifice their individuality to be important in the 
social media society. The architect and architecture 
both are commodified. Debord himself refers to Mo-
dernist architecture, but the same can be seen today. 
Masses of similar designs because the constant 
stream of images

In all previous periods, architectural innovati-
on served the ruling class exclusively; now for 
the first time there is such a thing as a new ar-
chitecture specifically for the poor. Both formal 
poverty and the immense extension of this 
new experience in housing are the result of its 
mass character, dictated at once by its ultima-
te ends and by the modern conditions of con-
struction. At the core of these conditions we 
naturally find an authoritarian decision making 
process that abstractly develops any environ-
ment into an environment of abstraction. The 
same architecture appears everywhere just as 
soon as industrialization begins, even in the 
countries that are the furthest behind in this 
regard, for even these are considered a fertile 
terrain for the implantation of the new type of 
social existence. 
_Guy Debord

(Debord 1994, p. 51)
An example for architecture reinforcing the spectacle 
delivers Bjarke Ingels and Thomas Heatherwick with 
their design for the Googleplex. Google is one of the 
biggest social media companies. 

The idea here is simple. Instead of const-
ructing immoveable concrete buildings, we’ll 
create lightweight block-like structures which 
can be moved around easily as we invest in 
new product areas.
_ David Radcliffe, Google’s vice-president of 
real estate

(Bloomberg.com, Big and Weird: The Architectural 
Genius of Bjarke Ingels and Thomas Heather: https://
goo.gl/v1PrcL)
The idea is to create a flexible space, as to update it 
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Ill.66: Bjarke Ingels on a Google Bicile 2016
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Ill.67: Googleplex 2016_Bjarke Ingels, Thomas He-
atherwick
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like a software. David Radcliffe says that everything 
will be open, transparent, so everybody can visit for 
leisure. The inside and outside should blend into each 
other, like privacy and secrecy in social media. (cf. 
Bloomberg.com, Big and Weird: The Architectural 
Genius of Bjarke Ingels and Thomas Heather: https://
goo.gl/v1PrcL)

Google now has to convince its hometown 
that its intentions are non-evil. 

(Bloomberg.com, Big and Weird: The Architectural 
Genius of Bjarke Ingels and Thomas Heather: https://
goo.gl/v1PrcL)
On the renderings you really see happy people in 
transparent glass domes. Transparency too is a 
hidden instrument of the spectacle. We seem to have 
freedom of choice, but in truth even our inner thoughts 
are unveild and commodified by the mechanisms of 
social media. Edward Heathcote, architecture critic 
for Financial Times, compares the design with the 
Headquarter of the technology company in The Circle: 
(cf. Edwin Heathcote, Financial Times: https://goo.gl/
XfRlMx)

It was left to novelist Dave Eggers, however, 
to brilliantly capture a near-future nightmare of 
a sinister tech company with The Circle and 
its seductive campus landscape, which turns 
out to be a Truman Show-style nightmare of 
total surveillance. It is difficult not to recall 
that utopia fading to dystopia when looking at 
Google’s renderings. 
_Edwin Heathcote

(Edwin Heathcote, Financial Times: https://goo.gl/
XfRlMx)
The whole complex will be filled with commodities: 
underground car parks as to not disturb the idyllic 
scenery, cycle and running paths, exercise equipment, 
yoga studios, balconies to enjoy the view. (cf. Edwin 
Heathcote, Financial Times: https://goo.gl/XfRlMx)

Google has the opportunity, the power and 
the money to build an entire city and anchor 
a new vision of urbanity — but instead it 
has retreated into a predictable, perhaps 
even slightly sinister vision of a private world 

Ill.68: Un-house: Transportable Standard of Living 
Package – The Environment Bubble 1965_ A Home Is 
Not a House, Art in America

The world interior of capital is not an agora or a trade 
fair beneath the open sky, but rather a hothouse that 
has drawn inwards everything that was once on the 
outside.
_Peter Sloterdijk
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enclosed under glass. In spite of the rhetoric 
of openness, innovation and nature, these are 
enclosed environments in a curiously sterile 
landscape that is neither city nor country and 
that evokes a paradise as seen through the 
lens of an ultimately dystopian science fiction. 
[The philosopher Peter] Sloterdijk called these 
kind of glass bubbles “The World Interior of 
Capital”. Which sounds about right.
_Edwin Heathcote 

(cf. Edwin Heathcote, Financial Times: https://goo.gl/
XfRlMx)
In an interview Beatrice Galilee, curator, writer, critic, 
consultant and lecturer of contemporary architecture 
and design, asked Bjarke Ingels, what he thinks 
about the comparison between the Googleplex and 
the Truman Show. She mentiond Google as a brand 
“some people regard as slightly terrifying in terms of 
controlling, absorbing information and so on” (Beatrice 
Galilee, dezeen.com: https://goo.gl/bRX8Eq):

I think Google is an incredible company, it has 
an incredible company structure. The reason 

that they are now being seen as this thing to 
be suspicious about is because of the incre-
dible success of what they are giving away 
basically for free, right?
Because it is so incredibly accessible, of 
course they become our window to a major 
part of our research, our knowledge, etc. So 
I think it is like a non-criticism – because of 
their awesomeness that they cause people to 
be suspicious.
The project we are making for them is so 
incredibly generous to the neighbourhood that 
they are part of. They have created bus lines 
that allow them to take cars off the highway, 
off the public system, by picking up their own 
workers and facilitating the commute with 
a free communal, collective transportation 
system – that‘s awesome!
[…]
We just want to try to continue this incredible 
citizenship that they actually show by contribu-
ting to the resilience of Mountain View with 
landscaping, by actually making the building 
really inviting and open, people can literally 

Ill.69: Rendering Googleplex 2016_Bjarke Ingels, 
Thomas Heatherwick
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pass through them. In fact, I couldn‘t think of 
a more generous company... I feel like I drank 
the Kool-Aid.
_Bjarke Ingels

(Beatrice Galilee, dezeen.com: https://goo.gl/bRX8Eq)
So Ingels seems to want to distract from the allega-
tions by showing the Spectacles commodities. 
The Truman Show by Peter Weir is seen as the 
representation of the Society of Spectacle. Ever-
ything is observed through tiny cameras, everybody 
becomes transparent. The so called “Showrunner” of 
the Truman Show, Cristof, is like George Orwell’s Big 
Brother. He watches and controls everybody. He cre-
ates a false reality, a “hyperreality” (Baudrillard 2008). 
Interesting is also the notion of being watched while 
watching. The audience sees every single aspect of 
the main character’s, Truman, life. So while we see 
the life of others on social media, we too are being 
watched. But like the audience we are too distracted 
by the Spectacle to see, that we are under surveillan-
ce. The distractions seem harmless and entertaining, 
as to hide that they make us numb, as to become 
commodified. (cf. Motherboard: The Truman Show: 
https://goo.gl/IF0CnL)
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Ill.70: Truman Show 1998_Peter Weir
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Ill.7: Transparency & Opacity 2017_Nina Rattensper-
ger, Christine Gasser
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Ill.72: Collage „The Baths“ 2017_Nina Rattensperger, 
Christine Gasser

The function [...] is to create and recycle private and 
public fantasies, to invent, test, and possibly intro-
duce new forms of behavior. The building is a social 
condenser.
It brings hidden motivations, desires, and impulses to 
the surface to be refined for recognition, provocation, 
and development.
_Rem Koolhaas
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VOLUNTARY 
MONITORING

The user depends on social media for gaining 
knowledge, like the Homo ludens depended on artifi-
cial illumination, because in New Babylon just some 
meters were illuminated by natural light. So the homo 
ludens had to trust technology. 
The user probably doesn’t really trust the technology 
of social media, but accepts the hidden mechanisms 
in order to enjoy social relationships on the web. The 
user can feel that the transparency is only a disguise. 
“Big brother is watching you” – and the user knows it. 
But is this only accepted because the users want to 
enjoy the social media platforms? Or could it be like 
described by Foucault: Observations as a disciplinary 
power? Foucault claimd that the people would accept 
the regulations because of the constant discipline 
through surveillance.  (cf. Foucault 1977)
Or does the user not only accept it, but likes it, like in 
the work „Exodus, or the voluntary prisoners of archi-
tecture” (1972)? It‘s authors, including Rem Koolhaas, 
envisioned a zone inside of walls, where people would 
want to live, even if there was constant observation 
and restriction of information. (cf. socks-studio.com: 
https://goo.gl/7eNR5K)

The Wall was a masterpiece.
Originally no more than some pathetic strings 
of barbed wire abruptly dropped on the imagi-
nary line of the border, its psychological and 
symbolic effects were infinitely more powerful 
than its physical appearance. 
[...]
The inhabitants of this architecture, those 
strong enough to love it, would become its 

Voluntary Prisoners, ecstatic in the freedom of 
their architectural confines.
_Rem Koolhaas

(socks-studio.com: https://goo.gl/7eNR5K)
The voluntary prisoners were given houses made out 
of the most luxurious materials, as to elicit thank-
fulness and satisfaction. Social media commodifies 
everything, so the user is content in consuming and 
therefore accepts the observation. (cf. socks-studio.
com: https://goo.gl/7eNR5K)
What role is the architect playing in the end? Yes, 
they use social media to brand themselves, but in the 
end, this helps the Spectacle. Maybe the architect just 
reflects the status quo in his work, like the modernist 
reflected the mass-society and the second modernity 
the individualisation: 

[…] he [Bjarke Ingels] is the embodiment of 
a fully fledged new typology, which responds 
perfectly to the current zeitgeist.
_Rem Koolhaas

(Anna Winston, dezeen.com: https://goo.gl/dDsQag)
Or to put it into the terms of Mies van der Rohe:

Architecture is the will of the epoch translated 
into space.
_Ludwig Mies van der Rohe

(https://goo.gl/M0U4ke)
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Ill.73: anarchitecture, An hommage to Koolhaas‘ „Ex-
odus, or the Voluntary Prisoners of Architecture, The 
Strip“ 2015_christoph

Contrary to modern architecture and its desperate af-
terbirths, this new architecture is neither authoritarian 
nor hysterical: it is the hedonistic science of designing 
collective facilities that fully accommodate individual 
desires.
_Rem Koolhaas
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