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ABSTRACT

COMMODI FI CATI ON OF APLACEO UNDER
THROUGH TRANSFORMING ARCHITECTURAL PRACTICES

KarakayaHamza Utku
M.Arch., Depatmentof Architecture
Supevisor: Prof. Dr. FatmaCana Bilsel

LATE C/

Co-Supevisa: Prof. Dr.G¢ven Ari f Sar gén

SeptembeR014 68 pages

This study is a critical i nquiry
under the impact of contemporary capitalisiffthe aim of this thesis is to

explore the commodification process of thé& p | a c e osoveraigntyt di e

i nto t

contemporary capitalismefering to the waysby which thei pl ace 0 becomes

the instrument of capitalist mechanisrirs this context, how the intentions of
current financial system convert the very essence of ptheegenius logj
alongdde the domination of place by images, texts, signs and symbols
analyzed Furthermorethe waysthe invasion of place bthe system of signs
and imagesand the proliferation of themes and simulatiowkich prevailas
the tools totransformt he @A p |l a st c aamecputénd guestion
Ultimately, the current spatial productionsost of which are baseaihthemes
and simulations to constitute the spectaalediscussedvith reference tahe

actualenvi ronments of fpllaaceldtessnesso

Keywords:Place, Commodity, Consumption, Spectacle, Placelessness

and AT



Oz

CAJDAKk KRARKKZM ETKKSKNDE WER KAVRAMI
METALAKMASI VE MKMARKINIKKN REANT K ! M!
KarakayaHamza Utku
Yuksek LisansMi mar | ék B° 1l ¢ mg
Tez Yoneticisi:Prof. Dr. FatmaCéana Bilsel
Ortak Tez YoneticisiProf. Dr.G¢ ven Ari f Sar geén
Eylul 2014,68 sayfa
Bu -al ékma -ajdak kKyyepkaat ameneéern kdsng¢radmeEr
ar akt érButekitaand@yetok avr aménén kapitalist meka
araceée halveyeek agverlammegsnié n me tinaihcelemmaldirs € s ¢r e - | e
Bu bajlamda g¢ncel finansal sistem ara-|1 e
sembol | er yeraieearidenhgkigniyet kurarak yerin6zini ve ruhunu

dong¢ kKt ¢r denkalketrahdyeteateak ® k @ b ve @nbajlar sistemi

taraf éndan naissé&li d maesé simutesyod 6k avr aml ar @énén

y aylg@&k mas éna meettenektedr ITema jveusimidsyon gincel

mi mar | ék ¢r et iamdoir gostee haling igetidnek ichyeaky g € n

ol ar ak kul Meavcuerhekdadalt raedtéirm bi - i ml eri nin nedeé
me k ©n s a | farkla&yre&llaregmévegi monereRrkRl|l akan 'y

Ayersizl-olkmawma&o ik avrr-aenvleasridackd .aedléea al én

Anahtar KelimelerYer, Meta, Tuketim, Gosteri, Yersizlik

Vi



To My Family

Vil



ACKNOWLEDGMENTS

| would like toexpress myleepesgratitude to my superviseiProf. Dr.Fatma

Cana Bilseland Pr of . Dr . f@& gheregonidarce, iadvice Suadr g é n
support throughout the researciThey not only supported me withheir
intellectual interpretation andcriticism, but also encouraged me wither
generous suggestians would also like to thank to the members of the
examining committee, Prof. DAli Cengizkan Prof. Dr. Celal Abdi Guizer

and Asst. Prof. Dr.Bulent Batumanfor their inspiring comments and

comprehensivaterpretations during the jury discussions.

| amthankfulto Meral Cana Dafor herguidance, as this thesisuld not have
been accomplished without hendlesssupportand encouragemeritam also
indebted to my frienslDeniz Dilan KaraE mr e  Bfsar TemizelErkut
SancarSeda Sokullu, Yasemin Gizem Fillk aMdé | dée z Kp e Kor Me hmet o] |
their support and contributienthroughout the proces©ur discussionsand
collectivestudieshave prowded me not onlynvaluable insighand inspiration

but alsomotivation and encouragement.

Finally, | would like toexpressmy deepest gratitude to my family, my mother,
my father and my brothdor their invaluable supporand encouragemeifdr
my education| am grateful to my family for their endlesspport throughout
my life.

viii



TABLE OF CONTENTS

AB S T R A C T e e v
O e ettt ettt et Vi
ACKNOWLEDGMENTS. ... s et amm e e viii
TABLE OF CONTENTS. ... ittt emme e mmm e IX
LIST OF FIGURES. ... e Xi
CHAPTERS

,,,,,,,,,,,,,,,,,,,,,,

/////////

1.1 Definition oétéméebodeéeceeecece

///////////////

3 PLACE AS A COMMODI TYeééeéeédkeéeeeéeée
3.1 Pl ace as the Eeeéésce. CaApital E x
3. 2 Place as a Milieu of &£&@8nhsumption

//////////////////

4. MASS MEDIA CULTUREF OR PROMOTI ON OF PLACESeeéeceéece
4.1 Advertisement of Places for Marketingco mpet i t i ve29P| aces ¢é
42 Architectur e of:Imageémndud@Brandny.3Desi gno

4.3 Places of Symbols and Signs for Social Status and Idénditg ...38



5. PSEUDGPLACEééééeééeéecéecécécécecéceeids
5.1 Themes and SimulatioisAr chi t ect ure of 4%pectacl es

5.2 ThemedEnvironments iP| acel es s-Pleac®&&édiNon

"""""""""""

6. CONCLUSION é é e e ééececécéeceeeéceeeéece.ho

REFERENCESc écééeceée éeeéeééceéeeeéeeée. 65



LIST OF FIGURES

FIGURES

Figure 4.1Shook Kelleyf Bue hl er 6 s 2008&Isobk KElleyd d s ,

Grocery / Buehl er s Fresh Foods.

""""""""""""""""""

Eéééeéeéeéecécécécécéeceéeeeeeeeée. N
Figure 4.2 Shook Kelleyi The Scenic River Coffee Co, 2008hook

Kell ey / Grocery [/ Buehleroés Fresh
eéeeéeéeéeéeéeéceéceeeecéeéeée. . . &e35
Figure 4.3 Shook Kelleyi Proprietary Concept2008 Shook Kelley /

Grocery / Buehl er p sRetrievede August R0, 02014}..

//////////////////////////////

Figure 5.1Viaport Venezia 2013, Viaport Venezia. (n.d.). Retrieved

"""""""""""""

August27,2014 ééééééecéeeeéeéééééeecececeen

Figure 2 Viaport Venezia, 2013Viaport Venezia. (n.d. Retrieved

,,,,,,,,,,,,,,,,,,,,,

August27,2014 ééééeéececeeceeéeéééceecececcecebl
Figure 53 Viaport Venezia, 2013Viaport Venezia. (n.d.). Retrieved

"""""""""""""

August27,2014 ééééééeceeeéeéeéééééecécceceécecesbs

Figure 5 Viaport Venezia, 2013Viaport Venezia. (n.d. Retrieved

,,,,,,,,,,,,,,,,,,,,,

August27,2014 ééééeeeceeceeééééeececececebb
Figure 5% Viaport Venezia, 2013Viaport Venezia. (n.d.). Retrieved
August27,2014 ééééééééeéeéeécécécéceécésbr
Figure 5% Viaport Venezia, 2013YViaport Venezia. (n.d. Retrieved

,,,,,,,,,,,,,,,,,,,,,,

August27,2014 éééééeececeeceeéeéééeeceececeBs

Xi

(n. d.
Foods
(n.d



Xii



CHAPTER 1

INTRODUCTION

1.1. Definition and Method

The present study is aritical researchthat aims to explore the
commodification procese f t h e, bdtqnrling aneinstrument of capital
formationsin the contemporary world of capitalisim other words;jt will
coverhow the mechanisms of current financial system needs to intervene the
geographies of capital for the pursuit of profit andome.This thesis intends

to searchmore specificallyhow the profit oriented mechanisms of capitalism
are effective on the constitution process of actual places through architectural

practices.

In the first instancethe Chapter Zovers the critical argumentsdevelopedas

part of thedl p | theogd t o b @raspits significanoen the field of

architectureln this chapter, it will be referred to Christian Norb&chulz

for his phenomenological considerations on place focused around the notion
ofgeniuslociaind Kevin Lynchés fAsense of placebo
his urban design theory lLbatbeentbredhe fienvi r o
pl ace issue wil/ be reconsidered with r.

analysis on social processes of place construction based on the political

1 Kevin Lynch, Thelmage of the CityCambridge,The Technology Press &larvard
University Press1960, p. 8. |



economy of contemporary capitalism. The argumentation of the philosopher
Martin Heidegge who consi ders place %l the fAl oca

be revisited by the review and critique of Harvey.

In Chapter 3the financial dimensions dhe issue will be discussed under

the title of6 pl ace as .6a | oo nnhoidsi tcyh anpetvecen, the 1inte
capital movements and spatial organizations for the economic rationalization

and efficiency will be analyzed. Its influences on the formatiorbuwoft-

environments will be examined. In other words, it will be concentrated on

how thefinancial andoolitical mechanismg&ransform places intgeographies

of capital for producing morprofitable accumulation of capitahfterwards,

it will be analyzed how consumption as the basic element of capitalist

economy is effective on the organizations of pladasthis context,it is

argued that thetpéatedssbedomomgumpti ond
ultimate seldestruction through consumption of plateastly, o/berstores

are examined as theon-spatial forns of consumptionactivity which is

definitely disembodied fronthe existence of any concrete environment.

Subsequently, in Chapter 4, the impact of mass media culture on the
organization of places will be discussed. Graduialtyeasingadvertisement

for the effective promotion of places will be ayméd The impacts of
advertisemenon the transformation of architectural practiees discussed
particularly from the perspective dfow mass media and advertisement

convert t he mai n objective o f architect

2 Martin Heidegger,Poetry, Language and Thoughtew York, Harper & Raw
Publishers, translated by Albert Hofstadter, 1971, p. 155



per cepttisarguedthamost of the current architectural production
occurs with the concern of designating the perceptions to conérdésire of
consumption. In this context, architectural conventions as the fundamental
parameters to describe the qualificatioran§ architectural object have been
replaced bythe assemblage of imagesd media textsCurrent taste of the
architectural market is mostly determined by the invasion of fanciful images
due tothe introductionof mass media and advertisement into archutel
practices. At this point, currdgt architecture seems to produce the
commodities demanded by the capitalist system by figuring out the consumer
profile to match their desires by means of powerful images. While doing this,
architecture functions wit all the techniques of advertising and image

making which is calleld fAintegrated desi gl

fArchitects who embrace retailing are best organized as
Aintegrated design services yrmso |
expertise but also strategic businessnsulting, branding,
marketing, and sometimes even advertising. To design well,
architects need to do these other activities well.
Furthermorethe current architectural services majorly focus on the design of
0l i festyl ed diaeotidgmaod ofiteeir productiodin conjormity
with t h e di scour se t hat emphasi zes a Onew
Accordingly, the content of architectural design shifts ftbeproduction of
the built environment as the essentiatterof the discipline tahe creation

of so-called lifestylesindeed, the object of architectural design is loaded by

Kevin Ervin Kelley, AArchitecture for Sal
Commodification and Spectacle in Architectutdniversity of Minnesota Press,

Minneapolis and Londor2005, p. 53.

41bid., p. 51.

® |bid.



a set ofadditional values to increase its demand m ttiarket by neglecting

the fiuse valueo in favor of increasing t he

In Chapter 5, the notioaf place is going to be analyzed with reference to the
current taste defined by the capitalist market. It is argued that a
metamorphosis of spatial conventions has occurred, leading to a new kind of
pl ace what we -pclad d e . hoe rlenthitpédi placesaod nt e x t
consumption are studied as cases where the shopping activity is served to
consumers in spectacular way leading to phantasmagoric understanding of
place. Eventually, it is argued that tpenius locj as thespirit, the essence of
place islost due to absence of spatial distinctions in the uniformly built
environment shaped by the capitalist economy of modern world. The notions
of fdApl actahds-$imawide referred as notions to criticize

the way contemporary spatial orgzations are produced. In this scope, as a
themed environment, Viaport Venezia published in the marketing journal
titled AExclusive Homeso wild.l be examine
theories and discussions conducted throughout this thesis. Furthetheore,
selected projects are going to be analyzed in regard to-goliical and
financial processes of place construction. The idea of psglade will be
discussed by means of current housing projects which are introduced through
texts and images of adsisement. Pseudo identities and lifestyles are
stacked in the housing projects implemented in the last decade by means of
abovementioned images and texts with the purpose of being prominent in
the competitive terrain of places to produce more profitabteimulation of

capital.

¢ Edward RelphPlace and Placelessnesendon: Pion, 1976, p. 51.

" Mark Augé, Non-Places An Introduction toSupermodernity London and New
York, Verso Publishing, 1995, p.45.



CHAPTER Il

PLACE THEORIES AND DISCUSSIONS

2.1 Place theoriedn Architecture

Place as thiocusof humanactivities embodies the phenonoerof everyday

life with reference to experiences and memories sbaety According to

the phenomenological approadb architectureintroduced by Christian
NorbergSchulz, place means a totality of concrete things having material
substance, shape, texture and color that altogether constitutdsmtheteof

place which defnes its essencéThe essence of placegenius loci is
related with its character which is determined by how things are. The
character and structure afphysical site are what makebecome a certain
place that belongs to a specific location undetagersocial circumstances.
Theseserve a basis for the place investigation in the concrete phenomena of
everyday lifeworld.® In NorbergS ¢ h udrnasfthe structure of place ought
to be analyzed by means of thehecategorie
than making a distinction of space and charatiemternalizes a totalentity

that could be summed asl i v e d WBhilp space denotes the geometrical

and physical organization of the constituents which compose the place,

8 Christian Norbergschulz iThe Phenome nThhen Urbarf Desigh a c e 0 in
Reader,The Routledge Press, edited by Michael Larice and Elizabeth Macdonald,
1996, p. 126.

9 Ibid., p.128.



character denotes tlgeneral atmosphere as the basic property of any Hace.
Although NorbergSchulzdefines place as thiel i v e d hesgemste put,
emphasis on theharacter as the essence of plaggnius loci As he asserts,
fiti is meaningless to imagine any happenwghout reference to a

l ocatity. o

The emphasis on the #fAchsalsooninigresent as t he es
i n Kevin Lynchoés di sc oNothergScholnyKevimhme matt er .
Lynchd s r e f Iplace toncentrates on the existence of a celdaation

as the perceivegnvironmentby means of senseand experience. His

approach is based ontatalienvi r onment al i mageo compose
structure and meaning.Lynch discussenot only intrinsic constituents of

urban milieus such as identitstructure and meaning but also how they are

perceived by their users. With respect to,thes proposed a reading of urban

environments based on images.

AEnvironmental images are the result of a -‘may process
between the observer and his environtnérhe environment
suggests distinctions and relations, and the obsemvéh great
adaptability and in the light of his own purposeselects,
organizes and endows with meaning what he g&es.

In the pursuit of spatial distinctions and relations, Lyochcentrates othe
concrete structure dhe urbanenvironmentsin this context, he focused on

the orientation of humaheingsin the urban environment and introduced a

10 bid., p.129.
11 pid., p.126.
12 .ynch, op.cit., p. 8.

131bid., p.6.



set of elements to redbe constituents gbhysicalurbanform that makethe
visualimageof the citys uc h a s ; Aipat hso, Afedgeso, Adi
il an d rdfakewknsLgncld and Christian Norber§chuld definitions of

placeare similar in that they both highlight theachcter and the identity of a

site as the essential components to make it beeopfece,yet Lynch takes

the matter a step further lptroducingthe OOAT OA 1T £ bPI AAARA6 A0 A
capacity to perceive the overall identity and structure of a given

environment through its physical qualities in regard theabovementioned

set of elements to comprehend the structure of cities as one of the main

agents to generaggotal city image.

David Harvey asserts a lot about the idea of place by starting with the

basel ne t hat Aipl ace, I n whatever gui s e, [
constwmcthiicss article, entitled AFrom Spac
he proceeslby stressingthe social processdsehindthe place construction.

While Harvey keeps searching on the issue of place, he emphasizes the

multiplicity of social agents taking part in place construction. In other words,

Harvey arguest h a t t he meaning ieddepéendimyot er m Apl a
distinct dsciplinary approaches. Harveégckles witht he 1 ssue of fApl ac
referring to different approaches each associating the topic différent

phenomena and scholars leading to an abundance of diverse interpretations.

In his discussions, he patrticularlytioduces the issue of space production as

a crucial mechanism for the permanence of capitalist econoMasey

interprets the places in the capitalist economy as the embodiment of capital

on a certain location chargevith financial or political powerAccording to

14 1bid., pp. 4749.

BYDavid Harvey, AFr om Spac dustitepNatBre @and Bhe and Bac k
Geography of Differenc&lackwell Publishers, 1996, p. 293.



him, in the world of contemporary capitalism urban space is perceived by its

exchange value as the basic means for capital accumulation and income

earning. In other wordghe contemporary capitalism continuously seeks for

theproduction of ne built environmentdo investinand o sur vi ve fAthroug
geographical expansion into new territories and through the construction of

compleel y new set 0fIn thip comtext, Hawdy atédhai n s 0

Athe constructi on patiatirelatiens anchaf therglolsat i on of t |
space economy has been one of the main reasons to permit the survival of

capitalism into fhe twentieth century. o

As opposed to Harveybs perspective of a N
phenomenologist philosopher Martideidegger interpret the notion of

Apl aced as the |l ocus of being by focusi ng
truths of human existencé.By leaving aside the discussions of world

mar ket , he focused on the issue of Adwel |
this context, Heidegger was not only interested in alleviation of homelessness

by building a shelter but also introduced the state of homelessn@ssunh

deeper sense that subsumed the loss of roots in the modern Actudlly,

since Heidegger was ghenomenologisphilosopher, his arguments on the

topic intensifed on the comprehension of the interaction between human

existence and place consttioa. Accordindy he related the human

experience®f placewith the roots of mankind and, therefore, constructed

throuch time-deepened human memories.

¥Davi d HrheSeomlyConstruction of Space and Time Jubtine, Nature and
The Geography of DifferencBlackwell Publishers, 1996, p. 241

7 Ibid.

18 |bid., p. 299.



fiWhen we think, in the manner just attempted, about the relation
between location and space, but albow the relation of man
and space, a light falls on the nature of the things that are
locations and that we call buildiniy$®

In his attempts to explore the social processes of place construction,
Heidegger also dwelled on how the human existence andeta of shelter
shaped the organization of spaces and locations with regard to buildings and

dwellings & the locale of everyday life.

AThings likelocations shelter or house men's lives. Things of this
sort are housings, though not necessarily dweltiogses in the
narrower sens&.he making of such things is building. Its nature
consists in this, that it corresponds to the character of these
things. They are locations that allow spaces. This is why
building, by virtue of constructing locations, is aufaling and
joining of spaces. Because building produces locations, the
joining of the spaces of these locations necessarily brings with it
space, as spatium and as extensio, into the thingly structure of
buildings. But building never shapes pure "space'aasngle
entity. Neither directly nor indirectly. Nevertheless, because it
produces things as locations, building is closer to the nature of
spaces and to the origin of the nature of "space" than any
geometry and mathematics. Building puts up locatioattake
space and a site for the fourfad®

Hei degger és understanding of place someh
social processes of place construction. In this sense Harvey, by agreeing with

Heidegger, asserts that place construction must focuthemnecovery of

roots?'It appears to be feasible to declare t

o f bei ngo, Hei degger intends to explore

19 Heideggerpp.cit.,p. 155
20 pid., p. 156

21 Harvey,Justice, Nature and The GeographyDifference,op.cit., p. 301



throughthe basic need of sheltering, of locating themselves to place which is
construoed through recovery of humanly roots and accumulation of memory

However, such kind of a proposal does not solely suffice for the perception

and interpretation of the ternhefipl aceo
culture of modern worldpossessesnuch nore than the basic need of

dwelling and keeping the intrinsic roots to pursue the sense of place. In this
context, Harvey <criticized Heidegger 6s
authenticity and rootedness of the experience of place is difficult in the

modern world of the capitalist economy, except some kind of resistan

search for alternatives:

fiWhat Heidegger holds out, and what many subsequent writers
have drawn from him, is the possibility of some kind of
resistance to or rejection of any simplgitalist (or modernist)
logic of place construction. It would then follow that the
increasing penetration of technological rationality, of
commodification and market values, and capital accumulation
into social life together with timepace compression, Wi
provoke resistances that increasingly focus on alternative
constructions of placé??

Although Heidegger, in his Black Forest farmhouse, concentrates on the
authentic sense of place demanding the recovery of irootsicordancevith

the basic need of séetsvtebeloutdatguihewdilld s ar gumen

of contemporary capitah which both dwelling and place are perceived as

kinds of commodities.

The French philosopher and urban sociologist Henri Lefebvre theorizing the
production of space, emphasizes the social process of spatial production and
asserts that space is the locale of everyday life with all sequential activities

and interactions related.

22pid., p. 302

10



fi(Social) space is not a thing among other things, nor a product

among otler products: rather, it subsumes things produced, and

encompasses their interrelationship in their coexistence and

simultaneityi their (relative) order and/or (relative) disorder. It

is the outcome of a sequence and set of operations, and thus
cannot beeduced to the rank of a simple objeét

In this context, perpetual interactions and rituals of everyday life inevitably
brings about ceaseless production angbrogluction of space as a social
entity which is always shaped by the phenomenon of daily lifehis
argument that considerghan environmentsas the place of ewglay life,

space exists by its use value. Reading the spaces of everyday life in terms of
their use value, Lefebvre also focuses on the concrete conventions of space
such as; form, giicture and function as the codes for analysis of spatial

organizations*

AlthoughHarveyo f t en refers to Lefebvuwbanbs concep
spaceas a social construct, he points out @sschange value as the basic

means for capital accumulatiomdeed, Harvey centers his theory upon

financial and political mechanisms behind perpetual production and re

production of space that is also underlined by Lefebvre. However, he

elaborates the issue deeper by covering the political economy of place
constuction within the context of contemporary capitalidihile the cityis
interpretedas thec oncr et e | ocus of ev,ddareay i n Le
seesthe city as the collage of intangible spaceisich can be sold and

bought. In the cities of capitalthe exchange value of urban space

2 Henri Lefebvre, The Production of SpaceBlackwell Publishing, translated by
Donald Nicholson Smith, 1991, first published in French, 1974, p. 73.

24 pid., p.167.

11



predominates the use valdeFurthermore, Lefebvre also mentions about the
domination and appropriation of space with regard to everyday life in the
contemporary world.?® Although he underlined the subjugation of
dominationover appropriation, most of the current spatial production takes
place with the intention to generate power and capital through appropriation

of space.

2.2New Places and Transformations as a means for Power

As has been mentioned befpthe way capitalism overcomes the crisis of
overaccumulation due to perpetual increase of -capitatessitates
geographical expansion. By geographical expansibnis meant both
transformation and renewal of existing places and the planning and
productionof new ones to attract the capital for the sake of its efficient
circulation. The processes of capital accumulation actually predominate the
production, reproduction and transformation afpatial organizations in
urban territory As a result there emerg@ew networks of places and new
organization of social relations on these places. Moreover, this leads to the
alteration of bot h # ¢ eandr dortcentratioad of di vi si ons
people. Places that once had a secure status could lose thearipppakily

due to rapid transformation of other places or the emergence of new places as
centers of attractio® Local governments and capital owners as decision

ZH., Tar é kkekretngge;ll StyasétK mcke Kiet a b,2809,p48ay énl ar é

% | efebvre, op.cit., p. 164.
27 Harvey,Justice, Nature and The Geography of Differeige cit., pp294-295.

28 |bid.

12



makers become aware of the competition with other places and they become
involved in the cormpetition since they worry about the value and popularity

of their own place in comparison with the other ones. The primary reason for
this competition is the ability of place to generate both financial and political
power since it is the milieu of everydéfe such that most of the urban life
activities from recreation to shopping and even to protest is hosted by public
places. For this reason, keeping the possession of places means to direct the
trajectory of urban life. Such an extensive impact of placesveryday life
renders themattractive places for power dfoth political and financial
organizations. In this context, urban space seems as the most vital matter of
collective power?°® Since both governmental and capital organizations are
concerned abdupower and prepotency, their ambitions on urban places
increasingly become evident. By capturing the control of urban places such
organizations intend to expand their power domain based on thiaatmn

they have over cities.

During this expansion prosse, power and profit oriented interventions of
governmental and capitalist assemblages considerably penetrate the networks
of urban geographies. Mechanisms of such institutionalized assemblages
interpret and evaluate the urban places for their own belmefiscordance

with their own sordid rules most of which are based on the idea toadictat
their power and domination. In this sense, the production processes of spatial
organizations together with their function in course of urban life are
determined by pdical and financial organizations as the authorities to

enforce.

2 k e n @pdit,p.16.

13



As Gilles Deleuze and Feliz Guattari argued in the Thousand Plateaus,

fihaving allegiance to the rules of the political and financial organizations

o)

the term place becomes a body of tbercr upt ed fdi nsti®3 ution of
which is prone to selflestruction.Since the strict and sordid norms of
institutionalized assemblages are based on the idea of exploitive attitude,
institutions ultimately lead to their own collapsé.In case of urban

metropolitan life, the proliferation of the capitlplacescorrespondsa the

rising power and authority of theapitalist assemblagehich is open to

degeneration due to its institutionalized structure for the pursuit of profit.

Following Deleuze and Guattari it could be asserted that institutions of

assemblages existing in the organization of state governments function as
Acriminal machinesd and Awar machinesod wh
destructiod®. Constantly rising power ofhe institutionalized assemblages

resembles the authority focused and growth oriented nature of capitalism

whi ch i nevitably functions as -a Acrimina
destruction through crise$.In this respect, contemporary cities are in

perpetial process of destruction and construction ezamstruction in which

the former is always replaced by the latter. In this context Manuel Castells

30Gill es Del euze and Argehsie, Beco@inga Antmal rand, i Becomir
Becomi ng | mp érThoesarid iPlattaesd Capitalism and Schizophrenia,

The University of Minnesota Pregsanslated by Brian Massunii987 first published

in French, 1980pp.234-235.

31 Ibid.

32 pid., p.233.

33 Harvey,Justice, Nature and The Geography of Differengssit., p.295
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St at e s ities Aradtructiiedd and destructed sirtaneously by the
competing logics of the space abts and the space of placé$

Cities with their networks of spatial organizations and territories of socio
political and financial authorities can be described as assemblages of
multiplicities in which all the disciplines are related witthe complex
phenomenon of lifeandthey have multiplenteractions between themselves

as well. Deleuze and Guattari criticize and reject the norms and rules of
institutionalized assemblages by interpreting tlasnsigns of powers in order

to achieve certain unity und#re reign of dominant power by eliminating the
principles of heterogeneity and multiplicity, a kind of a fascist attituiee

notion of unityimposedby the rules (such as; the arborescent rules imitating
pivotal or dichotomous roots of the nature) appea onl y when #Athere
power takeover in the muftiicity in order to dictate itsl o mi n &.tlti on 0
seems inadequate to associate completworks ofdisciplinesand their
operation at the level of of urban terrain widistrictive norms and rules.he
asertion of Deleuze and Guattari suggests a free notiofirhifome in

which fia point can connect to any other point by forming a heterogeneous
pattern of growth which is based on establishing a complicated network of
multiplicitiesd. 3¢ As the rhizome carries the capacity of unpredictability,
complexity of heterogeneity in its inherent nature, it can be referred as the
means for the comprehension of complicated urban networks. In this gontext

3 Manuel Castellsi Space of FIl ows, Space of Pl aces:
Urbanism in the TheUrbam Design Reader: Rifth&ditioNew n
York, Routledge Pressdited by Richard T. LeGates and Frederic S20@1, p.576.

% Deleuze and Guattaop.cit, pp. 910.

% |bid., pp. 78.
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in order to effectively comprehend the rinzatic set of disciplinary relations

and becomings, it seems necessary to consider the multiplicity of diverse
inputs and forces by eliminating the limitations and restrictions of the
disciplines to arrive at the singulas the one and only inference. Bielly,
rhizome by its intrinsic potential of normlessness and infinitude can serve as
a model for the complexity of cities in terms of not only concrete spatial
organizations but also soepwlitical and financial constitutions as the

authorities to ditate their power and benefits on place.
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CHAPTER Il |

PLACE AS A COMMODITY

3.1. Place as the Locus of Capital Expansion

In the reign of modern capitalism, architecture functions directly with the

norms of the current economic system for the organization and production of

its financial world. In this system, most of the spatial organizations is
determined with respect to irapts of economic rationalization and efficiency.

In the world of capitalist systenthet er m fApl aceodo i s mostly &€
means for producing income and maximizing proffidls David Harvey stated
icapitalism is growth oanmneénteidsinsephooneéo
this context, one of the ways capitalism overcomes crises of overaccumulation

at certain spots is through geographical expansion. The impulse for
geographical expansion to reach new markets renders capitalism dynamic in

the sense osprawl and growth. In the pursuit of income and profit, capital

have to penetrate all the geographies it could access for constituting the global
economic system it requires. Capitalism organizes fertile geographies of places

based on consumption to eads proliferation and expansion in a global

% Hakkeée Yafjtdaxé,Kapitalizmin HWetkamsall Birlggit |
University Press, 2005, pp.-1d.

% Harvey,Justice Nature and The Geography of Differenop,cit., p. 294.
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manner by overcoming the physical limits of the capital. However, this kind of
capitalist structuring somehow seems temporal since in case of any crisis such
organizations of place will be demolished and replabgdthe new profit

oriented mechanisms.

One method to reduce the concentration of capital, hence to reduce risks, is to

transfer the surplus to different spots for the construction of new places leading

to alteration of the existing set of space relatiorhe other method to solve the
overaccumulation of capital is materialized through organizational shifts that

can alter both the relations between places and the processes of place
construction. In other words, to overcome accumulation of capital intarce

spot, there emerges the necessity for either construction of new places (through

export of excess capital) or transformation of place characteristics (through
organizational shifts). The tendency of the capital to accelerate its mobility and

to increase its revenue leads to different spatial regulations and arrangements

by means of perpetual precession and transformation of the existing spatial
geographied® It seems, in this respect, clearly that profiented mechanisms

of the modern capitalism doi nat es t he fAproces®%es of pl a
However, constructing such kind of places which serve for the expansion and
growth of Capitalism transforms the not.i

commaodity.

In this manner, in the contemporary world, pke@pear to be invaded by the
accumulations of multinational capital. Places which used to serve for local

investments are now occupied by the great international corporations of the

®Yertéce, op.cit., p.86.

40 Harvey,Justce, Nature and The Geography of Differermegit., p.294.
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capitalist regime due to diminishing transport and communication costl wh
make the production, merchdiming, marketing and finance capital much more
geographically mobilé! This allows to capitalist forces the free choice of
location to make more profit through the international flow of capital for the
geographical expansioln this case, the term place becomes a tool of capitalist
assemblage by providing the enlargement of multinational companies which
are the essentials of the capitalist regime. As Mark Gottdiener sfilked,
production of space becomes directly partapital accumulation process that

is tied to global linkages in the investment, construction, reconstruction,
renovation and redesign of real estatBecoming a tool otapitalism, place
functions as a platform to spread, encourage and reinforce thegpnujaes of
capitalist regime. As a result, the global circulation of the capital which
constitutes the very base of Capitalism begins to be materialized by means of
place construction and transformation. This situation brings about the diverse
desires of th capitalist regime about places. Consequently, the work of place
construction becomes an instrument for the expansion of international capital
investments in collaboration with the local capital owners by means of either

transforming existing ones or cangting new places on vacant lands.

To understand the issue of place production better, it is important to
comprehend the fAimode of production by wh
produced, and the manne*% fiEvery modaofch it is
production is structured around a fundamental struggle between two social

classes: an exploiting class and an exploited class, of which the former is the

4 pid., pp. 297298.

42 Alejandrina Catalano and Doreen Mass€gpital and Land: Landownershipy
Capital in Great Britain Edward ArnoldPublishers, 1978, pp. Z31.
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one who appropriate the surpiu€ In the capitalist mode of production
which is the current one formabst any society, the production of surplus
occurs through the manufacture of commodities. In other words, under a
capitalist mode of production surplus ¢abappears in value form as
commodities. Evolving under the dominance of such mode of production,
place construction has come to a state of producing surplus value to provide
rent for the capitalist relations of landownership. Actually, the basic
economic power of the spatial production is of course the ability to charge
rent, which is the economic categ of a relation of the distribution of

surplus valué?

As it has been argued about the production of space in the society of modern

capitalism, the discussions ovamphasize the economic determinants in the

generation of new spatial organizations ancordance with the political

factors®* That is to say, capital oriented organizations and interventions of

the modern economic system designate most of the spatial organizations

according to its profit making codes at the expense of manipulating the genes

of Apl aced notion. As Michael Benedi kt p
become ever mor e commodi yed, ever mor e
investment, income generation, and resale rather than of lifelong dwelling or

longt er m c i t* Inthe domtemgargoworld of capital system, the

“bid.

44 1bid., p. 26.

4 John Urry,Consuming Placefoutledge Publishers, 1995, p.15.

“Michael Benedikt i Less for Less Yet: On Architectu

Place, inthe Commodification and The Spectacle in Architectusaejversity of
Minnesota Press, 2005, p.11
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notion of Apl aced turned into a commod:i
cont empor ar*hatccanpbe boaghti solohéand rented to produce

surplus value the system demands.

3.2. Place as a Milieu of Consumption

In the consumer society of contemporary capitalism, the question of what

people requires to keep living in welfanas becomalmost meaningless due

to gradually increasing consumption patterns imposed by profit oriented capital
mechanisms. One of the main seas for such prodigal consumption habits is

that the distinctive border between basic needs and luxury dwods been

blurred by the production of pseudeeds in order to provide differentiation,

so to stimulate consumpt losive growthhof s si t ua
n e e“dlseddy wasteful consumption by leading consumers to read the system

of consumption in order to influence what they consume and how much they

need to consume. Baudrillard argues tha
allowspeopleath soci ety to feel that 4%Hey exi st,
the legitimization and optimization of wasteful consumption, the system of
capital appeals to the heroes of consump
function of useless and inordieat e x p e Pl.drideed, the aitical point to

stimulate the desire to consume, is the manufacture of distinctions to be able to

4" Mark GottdienerNew Forms of ConsumptioRowman & LittleField Publishers,
2000,p. 266.

48 Jean Baudrillard, The Consumer Society: Myths and Structuresndon, Sage
Publishers, translated by George Ritzer, 1998, first published in French,1970, p.5

9 bid., p.6

%0 Ibid.
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meet the individuals need for differentiation. Under the dominancy of such a
consumption economy, the exchange of commodiigesnainly based on
having the distinctions of certain products. The dynamism and the vitality of
capital circulation seem dependent on the perpetual production of distinctions
to achieve certain differentiation. The obligation of capitalist system to
permanently keep its dynamism increases the temporariness of products by

focusing on the significance of shaermism.

The efficient circulation of the capital occurs through new networks of
consumer markets on which the selling of distinctions could be ialaed.
Through this process of differentiation to accelerate the circulation of capital
by maximizing consumption, the distinctions are mainly produced through the
contrasts of consumption environments rather than the products themselves. In
this context the system of capitalism manipulates space as an eviscerated,
intangible means by eliminating concrete and material conventions binding it
to the specific unique place it belongs to. Once space is abstracted in such a
way, all kinds of activities and siat events can be associated with its flexible
state making it indefensible against profit oriented intentions of the capital. In
this context John Urry, by interpretinge f e bspace dissourse, stated that
Afabstract space i s trtelt®ns keadmd to e guiet of
extraordinary <created s pact.eUnderotlieset he
circumstances, space transforms into a tool of differentiation which serves for
the production of distinctions the system of capital demands. In otbrels,

the breakaway of space from its unique environment, its place, due to
exploitation of capitalist mechanisms renders it as a means for the production

of consumption milieus. Most of this production is mainly concerned about

51 Urry, op.cit., p.25
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producing the spatial fierences in order to attract more capital in comparison
with the competitor places as other prospects for the accumulation of capital.
As David Harvey declaredithe diminution of spatial barriers makes the capital
more sensitive to the variations of pa@nd makes places more incentive to be
differentiated in ways attractive to the investments of capifalhe outcome

has been the production of both spatial fragmentation and ephemeral

distinctions for the actualization of spatial variations.

However,this process of producing spatial differences with the imderaf
captivating excess capital, seems -selfitradictory since it eliminates the
authentic values of the geographical diversity originated from the uniqueness
of place. To ensure the manuia& of differences as distinctive qualities of
commodities, system of capital keeps the control of the spatial organizations as
the locales of consumption and capital flux so that it can manage the spaces of
consumption by integrating any commercial sexvio them according to
existing circumstances. Within this scope, the achievement of capital system
depends on its domination over metropolitan geographies to be able to
manipulate spatial conventions according to its own benefits so that space
could be rdefined in each case to promote consumption oftatied
distinctions. This perpetual redefinition makes the abstract spaces of
contemporary capital as adaptable to the variable conditions of consumption
patterns so that in each case it capnganize itglf to serve for optimization of
expenditure. While these abstract spaces have been adapted to the flexible
conditions of the capitalist economy, th

render it as the wunique Opl aayeadd o f i ts

David Harse@wcef Tiom@r essi on and tThee post mod
Condition of Postmodernitylackwell Publishers, 1989, pp. 2296
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culture confronts with the risk of degradati®tiThe more intangible the spaces
of capital due to loss of its essence, the more effective for the system of capital
to organize the plateaus of consumption phantasy on these abstract geographies

of nowhere.

Through the geographies dominated by exploitative demands of modern

capital, urban places which have been supposed to host social events and
activities perform their service as grounds of consumption for capital flux.

The iakeeo of p ulieénireplaced and tevializdd dwtheeir
Afexchange valueo transforming them into
consumer society, the common qualities of the metropolitan public places

which have been supposed to host the celebrations, gatherings, cesemonie

and protests, function for the adornment of consumption patterns and its
environment. In this context, such places mediate to impose the-above
mentioned consumption patterns to the popular mass culture. Furthermore,

popular mass culture not only promatensumption of perpetually varying

commodities, but also highlights the consumption milieu as a distinct
commodity for its potential to charge property and rent values. This situation

brings about the overvaluation of land in the metropolitan contexttasl a

for production of surplus value. System of capital organizes profitable and
sumptuary investments on these lands as the interlinked agents of its
consumption network. To sum up, in the phantasmagoric realm of the
capitalist C 0 n s u anacterizednby thdi graiferatient of 1 s ch
c o ns ume r°*mprketing allskinds of commodities that actualize the

circulation of capital though its abstracted geographies.

“Yértécé,.op.cit., p.76

54 Gottdiener New Forms of Consumptioop.cit.,p.24.
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3. 3. Consumption of Place

Through the spatial circulation of capital, capitalist system continuously
reorganize its environments to predispose consumption according to current
requirements of its political economy. Within this vicious cycle of economy,
the places of consumptionesa as short term investment instruments that
have been supposed to carry over the accumulation of capital to the
upcoming consumption milieus as new aspirants of capital attraction. In the
metropolitan context of consumer society, this ceaseless fluctutmapital
movements to structure the urban atmosphere of consumption, accounts the
places of capital as ephemeral environments. Space is made use of as a
means of conveyance by the prdfdased system of capital to increase its
mobility and fluidity, soto enhance its potential to generate more income. At
this juncture, system of capital needs to justify the production of new
consumption places such that the process of spatial renewals and

transformations must seem as if it functions for the improveofemtlfare.

To concretize the requirement for production of new consumption
environments, the  existing networks of capital as stimulating places of
expenditure are obliged to be consumed. Consumption of commodity goods for
the efficient circulation of apital with the maximum fertility brings about the
inevitable consumption of place as the venue of capital investment. In this
regard, consumption of place is the basic prerequisite for the construction and
production of new places in order to transceredghysical limits of capital. In

the metropolitan geography, the destruction of the existing built environment is
the fundamental implement for the production. By destrugciiols meant all

the consumption process of the place leading to its exhausitbm whe
political economy of modern capital. As Jean Baudrillard argadae

consumer society sorely requires its objects in order to destroy and consume
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them leading to their dwindling disappearamé®lIt is in this destruction

process that it could eme the permanent precession of capital as the major

necessity of consumer society to sustain its consumption economy. This
process of consuming places, however, ma k
object of consumption mentality through which the cagitdalcipate to charge

rent.

Since fAactivities involving the consumpt:i
of a thoroughly c omsnchplacks tradfuneionvor theo n me nt o
accumulation of excess capital need to be embellished with retailingiastiv

to render the locations of consumption attractive. In concern with the
consumption of place, tourism, one of the most profitable sectors of the

capitalist economy, could be mentioned as the obvious instance of spatial
consumption. As Gottdiener infeeted based orthe Lefebvrian discourse,

firather than circulation of commaodities through geographies, tourism proposes

the circulation of people to specific locations that are consumed as &paces

In this case, what people actually consume is the ur@queonment of these

specific locations within the scope of capital circulation. Through this kind of
consumption which is based on the consumption of spatial characteristics
originated from uniqueness of locality, capital circulates and spreads depending

on the mobility of consumers. Under these circumstances, place as the locus of
everyday life public activities has been adapted to the current market demands

of the related geographies. In such geographies of tourism market, the

consumption networks of aumodities is organized to attract the purchasing

%5 Baudrillard, @.cit., p.49.
%6 Gottdienerpp.cit., p.268.

> Ibid.

26



impulse of the consumeP§.The way local distinctions are served to get
consumed configures the geographies in question according to the benefits of
capital circulation, and renders them as touristic enwmemts. The agents
articulating the capital focused places of tourism are mostly based on the
intention of making them as desired locations of consumption in order to attract
more capital. In such geographies, consumption practices not only have
reshaped th very nature everyday life but also have exhausted and transformed
public places as the locus of everyday fife.

In the world of contemporary capital, in which life is dominated by the code

of consumption, rapid transformations of consumption places aweght

about a new kind of consumption milieu whighbased on the physical
absence of actual place called as cyberspace. Such nonexistent spaces are
intended to stimulate the consumer desire of people through internet by
eliminating the spatial experieesout of the consumption activity. In these
virtual environments, commodities are presented with their own material
existence as independent of spatial conventions regarding the context of
actual | ocations. On t he @resentatioaofy, fi
commodity but the environment of the shop itself is geared toward sparking
the desire of s 8 with pthésr tise marketing: af placasme . 0
becomes such a critical parameter for the consumption of commodity goods
that consumer pay®if not only the products they purchase but also spatial
qualities of the shopping environments in which commodities are served

through spectacular methods. In other words, consumption of commodity

®Mi njoo Oh and Shbppingg@d Postmaddarnism: Cansumption,
Production, Identity and the Intetnen New Forms of Consumptio®Rowman &
LittleField Publishers, 2000, p.79

9 bid., p.81

%0 Ibid.
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goods somehow accompanies consumption of spatial qudkiesng to

inevitable consumption gflace in the consumer society.

AFor the consumption of space to wor
accumulation of capital, space not only had to be commodified,
but also engineered as a space of consumption with retailing
adivities.%?
On the other hand, the play of commodities to seduce the consumption desire
functions distinctly in the nonexistent milieus of cyberspaces, compared to
the intensively embellished concrete environments of consunftivhile
people in concretplaces of consumption encounters with the environments
of phantasy to stimulate their desire through consumption actiiityal
cyberspace lacks such experiences due to the absence of tangible spatial
conventions. Cyberstores serve the -spatial formof shopping activity
which is definitely disembodied from any place as the environment of
consumption. This is because neither place nor spectacle exists in the
nonphysical realm of ommerce. Cyberspace is the ultimate phase for
consumption of place gbat it constitutes its geography of nowhere based on

the absence of spatial conventions.

61 Gottdiener, op.citp.270.

620h and Arditi,op.cit., p.83.
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CHAPTER IV

THE MASS MEDIA CULTURE FOR PROMOTION OF PLACES

4.1. Advertisement of Places for Marketing Competitive Places

Capitalist financial systenevaluates architecture as a stimulant tool for
consumption through which the accumulation and circulation of capital could
be materiali zed. Since, in the age
become much more sensitive to the qualities of platés isearch for more
profitabl e ®atlem ansesithe nded of differentiation between
places to become more competitive in order to captivate capital investments.
Within this competition, the marketing of places becomes more significant
everthan before. Advertising and image making seem as the incontestable
tools for the effective marketing and selling of places in the competitive
processes of the capitalist econonfyurthermore, in some instancest the
abundant marketing of placetjeir advertisement with the international
enterprises gains priority over the architectural qualitiisis leads to
proliferation of profit oriented projects by contractors aiming to maximize
unit price of places by associating them wijbpular trademarks othe
market In this respect, most of the current architectural production is
evaluated on the basis of the organizations associated with it including the
architect, the investor, the marketing expert and the advertiser all

6 Harvey, op.cit., p.297.
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representing an additional valuder the project distinct from its pure

architectural value.

In the consumer society, identity value accompanies, even mostly
predominates, the usalue of any object that is its intrinsic quality. In this
context, there appears additional values agisiom the identity value of the
designer and the investor in addition to the intrinsic value of the architectural
project in the virtue of its architectural qualities as the object of désign.
This interaction brings about the reciprocal feedback betteedesigner or

the investor and the design or the project in the sense that they both gain a
reciprocal value through each other in the context of consumption culture.
Furthermore, the frequency of any project for appearing in the media
constitutes an adltbnal media value to it, a value which is distinct from its
architectural qualitie$?® In other words, the more the architectural design is
foregrounded by the media, the more reputable and prestigious it is accepted
by the popular culture of consumptidn this respect, it seems explicit that
built environments as the object architecture are increasingly loaded by
identity value and media value through their promotion and presentation
within the popular culture of consumption dominated by the mechamtms

capitalism.

Promotion and presentation are here the key figures for the introduction of
any project or design to the market of pure competition. In fact, the issue of

promotion and presentation brings about a new design sector occupied by the

Al aneée (

64C.AbdiGuzey Kl t ¢rel c¢atékma ve S¢igreklo liink
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shrewdtechniques of mass media and advertising. In case of architecture,
advertising requires different qualities in terms of both discourse and
implementation since the content of architecture is quite distinct from other
consumer products in the market. Toy smore clearly, architectural
advertising demands a new understanding of image and text. The increasing
competition of places dictated by the search of capitalist economy for more
profitable accumulation leads to a competition between advertisement of
prgects by means of images and texts. In this case, the competition of places
occurs at the level of their fictitious images and visuals rather than their pure
architectural and spatial qualities. In this competition process, images must
be impressive sincihey constitute the face of the project through which it is
introduced and promoted to sell. The process of producing images represents
the commercialization side of the contemporary architecture in the
competitive market of capital. In this respect, aeatts and investors put in
effort for producing such visual materials for the advertisement and
marketing of places and highlighting their extraordinary qualities in a

spectacular way through use of imagks Harvey eloquently asserts:

fiCapitalist penettion of the realm of cultural production
becomes particularly attractive, because the lifetime
consumption of images, as opposed to more tangible objects
autos and refrigerators, is almost instantan@#is.

Under the dominancy of dynamic flux of capital, capitalist system always
seeks for alternative places by exhausting the already produced ones in a
short period as an inevitable result of its consumerist and competitive
qualities. While producing the new es the system always makes the
justification of them by emphasizing how they will be more contemporary by

associating them with luxury, prosperity and even with nobility in order to

% Harvey, Justice Nature and The Geography of Difference, op.cit., p. 246
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awake a stimulation of desire towards these plalcethe market of inte

place competition, the soceronomical processes of place construction and
reconstruction are highly dependent on representation through all manners of
advertisement. Within this competition, people would like to invest in places
according to their maskt value comprising exchange value and identity value
more than their use value and function. Market value is what determines the
permanence of place in the clash of capital competition. Actually, there is no
permanence of place in the system of conteamyocapitalism within which
places are exhausted and replaced at short notice by more profitable
investments as center of attractions. Instead there is the period of validity for
places during which they could reign as long as they fulfill the profit ikn

expectations of capitalist consumption culture.

fiThose who have invested in the physical qualities of place have
to ensure that activities arise which render their investments
profitable by ensuring the permanence of place. Coalitions of
entrepreneursctively try to shape activities in places for this
purposeX®’
In this process, advertising is the main means for shaping what people want.
As Kenneth Frampton quotes from Thomas Frdakyertising is a means of
contributing meaning and values that areassary and useful to people in
structuring their lives, their casual relationships and their riuéisBy
means of advertisement, current taste of the society could be influenced and
channeled into certain places. In this respect, the consumption futge o
society 1is st i neledi ey centdt wexomesiaarultiy |, A t

themed consumption space designed for the purposes of capital circulation

57 |pid., p.296.

®Kenneth Frampton, @AThe Work of Architecture
Commodification and Spectacle in Architectukdniversity of Minnesota Press,
Minneapolis and Londor2005,p. xiii.
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but stimulating through the use of advertising and marketing images such like

brand logos, signs anhdemarks. %°

4.2. Architectureoofl m®Pege cRpadwant Ders, gBr ¢

Having been shaped under the current circumstances of global capital system,

architecture has become a brand in itself for the sake of overvaluing the

places that it produces as commodities. It is a brand that serves for

advertising and marketing of placesy ai mi ng to satisfy cons
desire. As Kenneth Frampton staftdo d ay 6 s br and designers a
not only gratification of consumer taste but also to the stimulation of desire

knowing full well that everything depends on the sublimatngticism of

consumption as opposed to intrinsic quality of the thing consairffed

That is to say, architecture, so the place production, has been adapted to the
requirements obrand notionto impress consumer taste by stimulating their

desire of havingspecific places (places which are served as either
commodities by their own material existence or environments for the
consumption of other commodities. For this purpose, most of the current
architectural production is mainly based on stimulating the wuoesst

desire of people leading to unavoidable integration of advertisement business

into architectural production due to increasing compmetibetween places of
capitalKevin Ervin Kelly redefines the servi

D e s i g melping consumers to buy through environmental signaling that

6 Gottdiener, op.cit., p.281.
O Framptonop.cit.,p. Xii.

1 Kelley, op.cit.,pp. 5354.
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influences their perceptions which means, in a sense, the design of consumers
themselves. Although the main parameters impressing consumers are the
quality, the ambience and the service of prasluthe actual issue is the
perception of these parametéfdderein, the key point is the figuring out of
the consumer profile and shaping perceptions to match their desires. Images

are strategically strong weapons on perce,|

a significant instrument for the advertisement business. In the capitalist
economic system, consumer taste is mostly determined by the supervision of
media and adrtising tools.The arts of visual communication have been co
opted by the admass drivet tbe advertising industry. Under the sway of

growing advertising industry which is supported by global capital

i nvest ment s, architectur e, i n a manner

perceptions t hr d% dha resnita grehitectniee kignaegs 0

integated design services providing not only design expertise but also
branding and advertising as marketing strategies. Most of the architectural
firms serve to understand the clients within the context of their industries,

corporate cul t mindsdo ceatedrandmgenvron@ants. d

Fig. 4.1Shook Kelleyi Bue hl er 6s Fresh Foods, 2008

2 Ibid.

73 Ibid., p.52.
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For instance, Shook Kelley, who defines themselves as a typical design firm

with a focus on leveraging consunp@rceptions, starts working by figuring

out consumer profile by means of field observations to acquire data about

their lifestyle; the kind of car they drive, the way they wear, their hair, the

kind of shoes they weét. Il n Kevi n Er vitisafithewhichey 6 s ter m
designs to sell things, producing not only what people need but also what

people want to give them moments of pleaduiReople enjoy the experience

of buying sometimes more than having the products themselves, because the

moment of buyings one of the enthusiastic fantasy and escape.

Fig. 4.2Shook Kelleyi The Scenic River Coffee Co, 2008

" Ibid.
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Fig. 4.3Shook Kelleyi Proprietary Concepts, 2008

As mentioned before, for the absorption of excess capital as the basic
obligation of capitalist economic system, it is critical to stimulate
consumption activity through production of differences as distingtioh
commodities. Although these distinctions are designed and created through
the material qualities of objects to some extent, their display for the
captivation of consumption desire is mostly materialized by the collage of
ostentatious images rather mthamere existence of products since
differentiation of commodities has already reached market saturation by the
excessive production demands of the capitalist economy. Indeed, most of
these distinctions to differentiate the commodities in the eyes of censum
are intended through the proliferation of images since it seems much more
easier and effective to diversify them than the commodities themselves. Such
circumstances make the capitalist investors think about identifying their
commodities with influentiavisuals in order to increase their market value
through loading them by abundance of fanciful images. In this case, in order
to maximize their profit most enterprisers of consumer goods have to invest
Afgreat amount of res ournmageshatihopefulyh e devel op
will make the product distinguishable from competitor products in the
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ma r k’elt thi® sense, the narratives and images of mass media system

replace the real life experiences.

In case of spatial experiences, such textual expressions of the media visuals
surpass the social conventions of place by distorting its authentic attributes
for the sake of procuring the highest market value. That is to say, the
hyperreal terrain of contgmorary mass media mostly eliminates spatial
experiences. Due to the concerns to enhance the market value of places as
profit oriented commodities produced and consumed in the consumption
cycle of capitalist economy, most of the contemporary metropolitan
ervironments have become increasingly image loaffe&uch places
produced and promoted by the current marketing techniques of media system
could not be associated with the norms of the real world. Rather, they
constitute their own geography of hyperrealititigh seems more dominant
than the reality to lead and to control the trajectory of everyday life by
capturing its spaces to host social activities as the means of all sorts of

interaction.

Capturing the spaces of everyday life means capturing the palrfietu of
urban metropolitan lifeAs Andre Jansson asserts in his articleengually,
due to the increasing sovereignty of mass media over consumer society,
people are mostly encountered with the semiotic representations of the places

as both the localand the object of the consumption activity rather than the

“"Andre Jansson, fiThe Cultur al Armhagev al enc e
Culture, Grafikerna Livrena i Kungalv Press, Sweeden, 2001, p. 33.

76 Ibid., p. 31.
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material attributes of placéséln this abstracted realm of everyday life which
is mostly distorted by the mass media embellishments, media texts load the
society with ornate images of places tapose them as expressions of
lifestyle, welfare and luxury. Consequently, the urban places which used
serve for most of the everyday life social activities have become commercial

apparatuses for the presentation of mass media images and texts.

4.3. Placef Symbols and Signs for Social Status, Life Style and Identity

In the financial system of contemporary capitalism, architectural design
functions as one of the most important driving forces for the stimulation of
consumption desire. In this contexg & is mentioned throughout previous
chapter, place has an impressive power on the orientation of consumption
patterns. As being the locus of everyday life activities including almost all
kinds of shopping and consumption, place majorly determines cotisamp
patterns of the society on the basis of the parameters where to consume, when
to consume and even what to consume. However, this domination of place over
consumption patterns is not due to mere physical qualities or spatial
conventions of place. Rathehere is a system that dominates and designates
the overall image of places in the eyes of consumers, which is the system of
symbols and signs. Signs and symbols are strategic tools to shape the taste and
the perception of consumer society. Accordingh arguments of Gottdiener,

Ai n the | mmgneodemadtea matenial goods are not connected
to the demands of daily life, but to the system of symbols and signs as

indicators of social status and representational positibn other wordssign

77 pid., p. 35.

8 Gottdiener, op.cit., p. 19.
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value is what determinesthe popular taste of the consumers in the critical
decision of what is neededs Gottdiener quotes from Baudrillgrdithe
exchange of t he commodi ties i n todayos

symbol®.”®

Dominating theconditions of capital market,ighs andsymbols have a

critical role in theconsumption economgf contemporary capitalism. In this
respect, manyf the investors are shifting their focus frahe marketing of
products themselves to marketing of lifdes which is attributed to those
products by means afymbols and signs througimages andisuals. This is
because having signs of commodities is thought as the prestigious and the
exclusive means for constituting a certain lifestyle. With respect to
discuss ons of Gansummtionegaday ris,basédcppropriating signs
of the commodities for l i festyle constr
critical point in the competition world of mass marketirj In the consumer
society, appropriating signs and syrtbassociated with the brands and their
products is perceived as the prerequisites for the constitution of identity by
means of symbolic values attributed to them through ceaseles<poodof

advertisement images.

AConsumption culture work as lifestyteientations that combine
various consumer choices into a complex of daily living
Consumption practices have become the domain within which
people explore and define their own identities. The pursuit of
distinctive lifestyles through consumption reprdsesn means of
developing identity and staibi$*

9 lbid.
8 |bid.

8 1bid., pp. 2222.
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In case of identity and lifestyle constitution, mass media images doubly
operate in terms of penetrating the perceptions of consumer society to desire.
The first is mainly due to the mere sign value obgol as the symbol of a
brand including its brand value as the face of a commodity in the competitive
market. The latter is produced through exclusive frames of everyday life in
which everyday life is rendered through exaggerated images indicating the
traces of wealth and luxury in a fancy manner. In this respect, architecture
constitutes a fertile and productive plateau for the production and
legitimization of above mentioned images. This is because any slice of life
mentioned in the advertisement imagenipressive and influential as much

as it refers to the territory of everyday life in terms both its physical qualities
as its locus and its social patterns as its culture. In this context, while
producing marketing images, advertisement refers to venudasilgflife as

the essential matter of architecture. Whenever a commodity is advertised
through an image, it is definitely depicted within@stentatiougnvironment

as its location.

fiMass advertising fuels the spending activities of society through
production of desire.The key economic relation of consumer
society is the link between promotion of desire in the mass media
and advertising and the comroe venues where goods and
services can be purchasg?f.

In this respect, the physical environment of advertisement object is decorated
by the collage of different products and symbols to define an aura for the
object in question. In other words, the commodity is introduced and

advertised to society in a speatlr manner constituting a totalitarian

collage giving way to the creation of lifestyles. The advertisement issue also

82 pid., p. 281.
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functions similarly for the promotion of architectural environments. In this
case, architecture does not constitute the physical envmnrof the
commodity advertised in the image but it is the commodity itself which is
promoted through the image. For the promotion of architectural projects, the
desire is induced through the integration of symbols and signs into them. This
is because inhe consumption culture of capitalism, signs and symbols

functions as the expressionsiadéntity and social status.

filn the cities of 21th century, spatial meaning is produced by
thematic architectural projects most of which are predominated
by symbolsand texts of functional communicanh techniques of
adverti®sement. o

Covering the argument of Castells on the issue, the meaning is determined
by the realm of symbols and signs for the spaces of capital rather than the
physical qualities or architecturah&racteristics. This is what makes the
spaces of capital as intangible entities deterritorialized from the conventions
of architecture as the constituents of its context. Once those spaces are
deterritorialized, they function as eviscerated locations whkosé&ent and
essence is dominated by the invasion of signs and symbols.

Eventually, the system of signs and symbols occupies places of
contemporary capitalism by replacing their spatial conventions with the play
of images. In the age of contemporary taEm, places are repository of

symbols and signs dominating the culture of mass communication and
social interaction through the distortion of spatial meaning. In this context, it
could be asserted that place is the locus of symbolic communicationtihroug
which the codes of consumption are imposed by means of signs for the

promotion of desire and manipulation of taste.

8 Castellsop.cit., p 581.
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CHAPTER 5

PSEUDO PLACE

5.1 Themes and Simulation§ Architecture of Spectacles

Duringthelast decadethere has been a significant increase in the number of
projects destined to high income groups as significant tools of the current
mode ofspatialproduction.There is the perpetually increasing competition
among them due toapital concerng the market of overproductioin this
respect, the competitiyeressure dominatewost of the current architectural

production througlprofit minded strategies.

AThe i mage buil ding of community

powerful processes of inter urbaompetition. Concern for both

real and fictional qualities of place increases in a phase of

capitalist development in which the power to command space,

particularly with respect to financial and money flows, has

become more markéd than ever before.
In this case, it comes up the obligatiorddferentiatingarchitectural projects
from one anothebased on the production of distinctiotas captivate more
capital. Within this scope, many of the current projects are referred to certain
themes forthe prodution of distinctions. That is to say, lrough the

competition process, themed environmentspagéerred for the production of

84 Harvey, Justice Nature and The Geography of Difference, op.cit., p. 247
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di f f e r i#fenence is prédiced not through products but contrasts in the
themed environment aloa&® Production of distinctions is prerequisite for
almostall kinds ofarchitectural projects designed in the urban context since
the cities of contemporary capitalism have been shapedrding to capital
accumulation processen the cities of capitalisngven for housing projects
which are supposed to sertlee basic needf shelter, there the exchange

valueprevails comparetheto use valué®

Projects which are designed with the concern of charging an exchange value
mostly becomes prominent by their gtitative conventions such as the
magnitude and the development of the investnférkhis situation also
brings about the manipulation of place conventions in the cities of
contemporary capitalism. This manipulation involves substitution of spatial
conventions such that reality replaced by simulation, experience and memory
replaced by text, context replaced by kma and quality replaced by
quantity. In this respect, most of the current spatial organizatwas
materializedthrough the concern of achieving those new parameters as the
determinant qualities for places of capital. Such pladgsh are deprived of

the essential architectural conventions in their cortemtd be mentioned as

the outputs of deterritorializationn other words, those places are the

simulations deterritorialized from the realities of the world.

Simulationsas theincreasingcharacteristicof places inthe contemporary

world lead to disappearance of the realitiRather,simulations present a

8 Gottdiener, op.cit., p. 273.
®kenge¢l pSop.cit .,

87 Ibid., pp. 5859.
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fictitious realityin their own terrain which is more dominantththe reality

to replace itDuring this process, simulations are desid and created by use

of the nedia toolsfor the communicationbetween the place which is
simulated and the user whoegpected to be captivated by I this case,

one of the tasks of the architect becomes designing the simuldhdegd,

once a place is simulated through invasion of manipulated media instruments,
it becomes an abstract commercial verfugthermore, the media tools used
for simulation of spatial environments work as extensions of capitalist
assemblages to increaseeir profitability in the market of competition.
fConsequently, it no longer exists any media in the original sense of the
word, but merely commercial apparatuses producing simulacra for an
imaginary mass audien@®® In other words, the media has becoaprofit
oriented apparatus of marketinip such simulated and abstracted places,
users are not interested spatial qualities since the simulations made by

manipulative representations of media tools se®mh more ostentatious.

The creation of thenseas integrated with ehitectural projects intends to

produce center of attractions for teemulation and orientation dhe desire

for consumption depending on an impressiorcafisumer taste As Harvey

s t a tinkedplace ftompetition is not simplgbout attracting production but

also about attracting consumers through the creation of amenities such as a

cul tur al center, a pleasing ®¥intisn or reg
context, the production of such themes involve all the processes of
advertisement and marketing as the means for communication such as images,

texts, symbols and signs as they were covered throughout previous chapters.

8 Jansson, op.cit., p. 44.

89 Harvey,Justice, Nature and The Geography of Differerme, cit, p.298.
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AAs a vain yet al so effective trace,
destruction because it has the power lodteactioni and thus

al so the power to construct a new wo
initial one. Herein lies the secret of Logos as foundation of all

power and &Il authorityo.

As it 1 s ment i on ardumentsgres play critical roleenf e bvr e 6 s
the construction of themes due to their intrinsic power of abstraction. Since

the system of signs operatésrough intangible codes of communication by

means of symbols, texts and imageshais the certain potential for the

legitimization of themed environmentdn the social processes of place

construction, signs take a critical role fdominatingother projects as the

competitive environmenténdeed, most of these projects are introduced with

a certain motto to render timeas exclusive investments by use of meelidst

and symbolic images.

AThemed environments wor k not only
connected to the universe of commodities and are spaces of
consumption but also they offer consumers a spatial experience
that is anattraction by itself to promote the consumption of
spaéleo.
For the spaces of capitahemes cooperateith the system of signs and
symbols for the creation of amenitiemn a spectacular mannerin this
manner, place is experienced as a spectelotse language is determined by
the signs of contemporary capitalisBpectacle consists of signs and images

as its language for the perceptiorptdce through conventions of spectacle.

fiUnderstood in its totality, the spectacle is both the resulthend t
goal of the dominant mode of production. It is not a mere

90| efebvre,opcit., p.135.

%1 Gottdiener, op.cit., p. 284.
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decoration added to the real world. It is the very heart of this real
societybdbs unreality. | ® naws| its par
propaganda, advertising, entertainmet the spectacle
represents the dominant model of lifét is the omnipresent
affirmation of the choices that have already been made in the
sphere of production and in the consumption implied by that
production. In both form and content the spectacle serves as a
total justification of the conditions and goals of the existing
system
In this context, spectacle generates its own communicationticatieperates
at the level of symbols, signs and imageSpectacle serves for
implementation of profit oriented intentionaposedoy capital accumulation
processeshrough creation ointangiblevenuesdominated bythe system of
signs. Oncea placebecoms an unreal venue through creation of spectacle
the organizationof place depends on tlitemands of capitalist assemblages
by means of signs and images as the language of speéiidwelanguage of
the spectacle consists of signs of the dominant system of prodéctggns
which are at the same time the ultimate -pnoducts of that systentd
Eventually, in the context of ootemporary capitalism, hemes and
simulations operate through the system of signs and synfbolghe

abstraction of placawrough creation of spectacle.
5.2 ThemedEnvironmentsi Placelessness, NeRlace
Throughout this study, both the competitioetween places of capital and its

impacts on the current design and production processes of spatial
organizationsare discussedt has also been referred to quickly increasing

92 Guy Debord,The Society of The Spectacdew York, Zone Bookstranshted by
Donald Nicholson Smith1 994 first published in Frenchl 967, p. 6.

% bid., p. 7.
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quantityof themed projectas the competitive tools of the capital market.

this regard, it is going to banalyzed howand by which meanthemed

projects are composedrurthermore, itwill be focusedon how themed

projectsdistort the intrinsic onventplaced sa®ft lie citenstituents
essence with reference giiscourseof Aldo Rossi, Edward Relph and Mark

Augé Through the production of themedvironmentsthemes are created in

a spectacular manner with reference to signs and imagesn this process,

themes arselected to referertaincharacteristicef the existing or historical

places asanother means for the competitiom this context, apid

proliferation ofthemedprojects most of which are based on imitative replicas

or/and historical references brings abouteav typeof placethat | will call

pseudoplace Sticking the characters of an existiptace directly on a new

one could not provide us its atmosphere since it lacks space and time

experiences. As Alddrossi statesiithe place in itself is a repository of

history determined by its space and tifmg jts topographical dimensions and

its form, by its ancient and recent events and by its meni6Actually, the

proposal of Aldo Rossi emphasizes that construction of places is exactly

based on a cumulative formation, such that place emerges over time as the

accumulation of its diverse constitueritkowever, as opposed to notions of
Rossi,thewaytamly 6 s architecture designs and prod
significance of placebds spirit which is st
of the lived worldeading totheloss ofgenius loci

Such way of producing placbased on abstract themesnfrontswith the
nature of t ltself. AseEdward Rglph atatefigdaces are not
abstractions or concepts but are directly experienced phenomena of the lived

“ Al do Rossi, i The éArchitectureu sf 0The i Gity,Cambridge,
Massachusett3he MIT Press, 1984, p. 107.

48



world and hence are full with meanings, with real objects and with ongoing
activities.*® Howeve, the places of contemporary capitalism are mostly
designed and constructed through themes and simulations by the domination
of signs and images rendering them as spectacles alienated from experienced
phenomena of the lived world. In this case, the spdistinctionswhich

arise from the variety of meanings, experiences auticcultural roots as

the cumulative constituents tiie contextface the risk to disappearOnce

spatial distictions disappear due tthe lack of context, there is the
sovereignty of uniformity that brings abotite production of monotonous

environments.

This situation | eads to fAplacel essnesso
significant places based on the extinction of spatial distinctions:ough

contemporary environmentsl o mi nat ed by i pel existe | essness
neither spatial diversitynor experientl order rather there exists spatial

uniformity and theconceptual ordei The over al | result is t
of the place for both indiduals and cultures, and the casual replacement of

the diverse and significant places of the world with anonymous spaces and
exchangeabl e °ghe lack roftneamegnahdse&perience as the

time deepened social phenomena of the lived world ledti® emergencef

finon-place.

filf a place can be defined as relational, historical and concerned
with identity, then a space which caot be defined aelational,
or historical, orconcerned with identity will be a ngulace. The

SEdward Relp, fiProspects for |l BcaetesEaBisaem Phace
Design ReaderLondon and New YorkRoutledge, edited bichael Larice and
Elizabeth MacDoald, 2003, p 120.

% bid., p. 121.
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hypothesis advanced here is that somelernity produces nen
placesmeaning spaces which are not themselwisrapological
places and which,unlike Baudelairean modernity, do not
integrate the earlier places: instead these are listed, classified,
promotel to the status of 'places of memory', and assigned to a
circumscribed and specific positiof’
In the realm of notplaces, there exists neither spatial distinctidesnedby
certain characteristoof place nor time deepened memories and expesence
ascumulative constituents dfie context. In this context, nofplaceseems as
quitetheopposite of the er m A pl ac e 0 dplgceschavé meithert i o n . Non
authentic characteristics as thalrstinctive identity nor traces oflocal
references and memosgyising from their specific context. In other words,
the environment of noplace constitutes neither singular identity nor
relations, rather it brings about mere solitude and similitti¥alls does not
carry the qualities of an authentic place such asadteristics of locality,
traces of context or meaningful roots of collective membrycase of such
environments, there is no spatial experience for the users as it exists for an
authentic place,atherthey serve userhe experienceof a spectacléhrough

domination ofimages, signs and texts.

fAnthropological placeis formed by individual identities,
through complicities of langage, local references, the
unformulated rules of living knovihow; nonplace creates the
shared identity of passengersjstomers or Sunday drivé\
person entering to neplace is relieved of his usual
determinants. He becomes no more than what he does or
experiences in the role of passenger, customer or dffve.

97 Augé, op.cit., pp. 778.
% bid., p. 103.

% Ibid., pp. 101103.
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In the uniformly designed environments of Aaace, whichare deprived of
the authenticspatial distinctionsuserscould experience the environment of
nonplace passively througbxtrinsic perception of the spectacla. other
words, snce nonplaces aredesignedto be passed throughlisers of such
environmentshaveno more than th@assive position of apectator in the

realm d the spectacle just tepectatet.

Eventually, in the system of contemporary capitalisnthere exists the

dominancy of spatial production of spectacles based orpribduction of

nonplaces ande nvi r onment s o Thoséplatea bawd leens ne s s 0 .
introduced to consumers asnuesof luxury by means of referringinreal

images and conceptsf spectacle In this case, the system of signs and

images replaces the real conventionplate by reducing it into a matter of

intangible commodity. As Debord stated,fiwhen the real world is

transformed into mere images, mere images become real béfgs

According to his argument, the spectacle penetrates almost all parts of

everyday lifeincluding spatial environments as its locus.

AWhen i mages become more i mportant
the copy foregoes the original, the simulacrum rules the world

The society of the spectacle is thus a society in which people get
alienated from thir own existence, as well as from reality

it s®If .0

In this manner, spectacle generates its own reality based on hyperréality.

Debord Stated, fa tatleetionsop ienagesa ratheg, it BS n o't

100 bebord,op.cit.,p. 8.

101 Jansson, op.cit., pp. 43.

51



social relation between people that is mediatedy i m*&@?Fhe places
produced through creation of spectacle could be ident#gedisconnected
from the realities of world, rather they constitute thawn autonomous

reality within theabstract and detached realm of the spectacle.

5.3 Viaport Venezia- Pseudo Place

Viaport Venezia | ocated in Gazi osnesanhemekla di stri ct
environmentimitating to the context of Venice with reference to both its

architectural qualitieand itscity image.It legitimizes its own existence by

means of referring the components of Venice city imégeugh excessive

production ofvisualsand texts for promotion, yet there is neither such an

environment physicallyhe context like Venice.

Fig. 5.1 Viaport Venezig 2013

102 pebord,op.cit.,p. 6.
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In this context,Viaport Venezia as a themed environment is based on the
production of images and text®o associate the project with the
characteristics of the existing place Veniggaport Venezia is rendered as

the spectacléhrough the fictitious system of images daxits.

AViaport Ve n-wozléesato dffar shannvenice. For
instance Venice has gondolas and canals. So does our Venice.
You no longer have to Travel to Venice to experience the
Venice. The delight of Venice with historical texture, peerless
wate canals and architectural aesthetic is now in the European
side of ™ stanbul 0.

As it has been mentioned throughout this study, the major cause of theme
based environments is to create hegemony in the market of competition.
Since there is the increasirgpmpetitive market of built environments in
Kstanbul , t hemes become wi lthéis paseg ad
Viaport Veneziais one of thebiggest capital investments based on the
production of a themed environment throughaintangible systenof images

and texts Dominated by the fictitioudanguageof media implements,
Viaport Venezia is constituted as a total simulatibnroughassemblagef
visuals and texts, Viaport Venezia is introduced and adverttsstape the
taste and the perceptia@i consumer societyn this context, it is referred to

use of media implements to imitate thetaer characteristics of Venice.

103Viaport Venezia. (n.d.). Retrieved August 27, 2014.
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Fig. 5.2 Viaport Venezia, 2013

AViaport Venezia brings the highest
world together. The latest @ions, trends followed by the

world. Everythingcan be foundat Viaport Venezia as Venice

can now be fo¥nd in Kstanbul .o

Viaport Venezia is not related with the the experienced phenomena of the

lived world. Rather irepresentstself throughthe intangible assemblage of

visuals, signs and symbols as the spectacle. Viaport Venezia is detached from

the context of K's t aacorstituteits ownahyperesal | it pref

geographydominated by conventions of the spectacle.

194 1bid.
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Fig. 5.3Viaport Venezia, 2013

Viaport Venezia iscompletely designed, equipped and produced as a
consumption milieu including all matteof consumptionconsumption of
commodity goods, consumption of signs and symbols, consumption of
images and textgonsumption of place and even consumption of culture and
context. Since its existence and lifetime based on thechievementof
consumption, theme ithe most vital constituent for the case of Viaport
Venezia.fiThemed places which are designed princypétir consumption
epitomize pleasure zone architectut€In this context, he case of Viaport
Venezia epitomize the use of architectural characteristics and city iofiage
the existing place Venice to stimulate the desire of consumptiiim
reference tantentions of capital mechams.

fiThemed consumer environments attract people to their location
in competition with other locations by providing a certain

105 Gottdienerpop.cit.,p. 278.
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experience that derives from imadeven popular culture. The
environment oSuch placess extension of mass advertising and
mass media that seeks to capture an urban ambience as their
milieuo. 1°°

Fig. 5.4Viaport Venezia, 2013

With reference to arguments of Castells, for themed places detached from the
context of their environment like Viapt Venezia, the meaning is determined

by the assemblage of symbols and signs rather than experigmeeomena

of the lived world1%” Viaport Venezia does not have a real sense of place
sinceit lackscumulativespace and time experiencas the constituent®r

the spirit of placetatherit produces a neutranvironmenby the dominancy

of abstract media implements to serve for the profit oriented intentions of
capitalism in the pursuit of more profitable accumulation of capithe

more the placeis detached from its physical and social environment, its

108 |pid., p. 283.

107 castellspp.cit.,p. 581.
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context, the mordertile it becomes for the mechanisms of capital this
case, placeonventions and qualities arising from its contavd replaced by

the intangiblesystem of imagegexts and signs accordingdapital market.

Fig. 5.5Viaport Venezia, 2013

For pseudo places like Viaport Venezia there is neither significance of spatial
distinctiors nor traces of local characteristic Pseudo places can be
constructed and reconstructed at any tiome anywhere.This is why the
system of capital can easily materialize its spairghanization by means of
pseudo placeshrough boundless geographies without any obstructs of
contex or locaton. For instance, by the dominancy of capitalist mechanisms
a simulation of Venice could be constructed again and again at different
locationswith reference to abstract system of images and i already

has been ircase of Viaport VenezidHowever, as a pseudo place Viaport
Venezia neither haspatial andcontextualdistinctions arising from its unique

environment nosocial meaning due time deepenedxperiencesnemory
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Fig. 5.6Viaport Venezia, 2013

Eventually, such production of space based amitation, cannot provide a
meaning sense of place since it lack all itifeerentconstituentsof the term
fiplaced , rather it constitutes mere pseudo place which is invaded by the
language ofrmages and texts as a simulatibnthis respecttidoes not seem
possible to decompose any place intadsstituentsn order to take some of
themfor the design and production of a new plagetually, fia place is a
qualitative total phenomenon, which we could not reduce to anysof it

properties without losing its concrete nature of sigfit

108 NorbergSchulz,op.cit., p. 8.
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