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ABSTRACT

Fluxbau Architects

by

Michael S. Sweebe

In a society where events and situations have become fast moving,
temporary, and continually changing, whose various institutions have be-
come de-centralized and fragmented, whose people have become indepen-
dent, yet vastly interconnected, there has resulted an alternative method for
architects to design buildings. As a way for architects and architecture to
respond to, if not emulate, today’s life pattemns, all the thousands of pre-
fabricated building parts are arranged together in often non-traditional con-
figurations and with “inappropriate” connotations, to form moments at which
events take place. Regarded as novelties, these cataloged found objects
are tactically deployed through society, linked to events, and coagulate at
moments where needed. The duration of these moments is determined by

the event. As events move on, so does the architecture.
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The story of the REMOTE CONTROL

A Lifestyle Toward a Change

There is a situation that is arising in the United

States that suggests a change in the design.

promotion, acquisition, delivery, and occupa-

tion of architecture in the future.




Tymealy, markelers seqment sociely

into groups of people based on
various characteristics and in-
terests. which enables market-
ing efforts to be more directed
and effective. This canbe done
by looking at different locations.
incomes. races, religions. etc. of
members in society. For ex-
ample. market segmentation
may outline characterists and
interests that strongly suggest
that a manufacturer of refrigera-
tors should not spend serious
amounts of effort advertising
products to Eskimos. Yes, there
may be an Eskimo somewhere
who really wants a Maytag®. but
for more effective sales. market
segmentation provides better

insight to whom a company is

better off targeting.




The main market segment Richie encourages marketers to engage is the age segment. or segmen-

tation by generation. People born between 1943 and 1961. marketwise labeled “Baby Boomers.”

demonstrate distinctly different interests and have had distinctly different life experiences than

people born between
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1861 and 1981. marketwise labeled “Generation X.”

Ritchie suggests that Generation X has been overlooked by the
existing drive of marketing. which has traditionally favored Baby
Boomers. "My experience told me that people who were unac-
knowledged by advertisers and by the media did not somehow
have the same advantages. the same visibility in our capitalist
society...Generation X stayed quiet. | kept waiting for somebody
else to give me a clue. But nobody seemed very concerned about
the younger generation. We called them ‘Baby Busters.” We as-
sumed they had no money. Everything stayed the same.' Most
articles written about Xers stressed their limited prospects. Not
only were Xers believed to be fewer in numbers but it was also
predicted that they would be less affluent and. therefore. less de-

sirable to advertisers of all stripes. This fashionable belief had

little basis in fact...™




 THEATER SEATING
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The Pro-Boomer marketing and advertising force may begin to change because of the newly found
fact that there are now more people alive in the United States who were born between 1961 and
1981 than those born between 1943 and 1960. “The number of Boomers alive in 19395 [was]
approximately 69.5 million — a huge number. but...Generation X accounted. in 1995, for 79.4
million people. Thatis correct — there are more Xers than Boomers. and there have been since
about 1980.” Factually speaking. “they buy more CD’s. drink more cola. consume more fast food.
and smoke more cigarettes than Boomers do.¢ They drink more beer and wine coolers, and they
are the volume consumers of rum. tequila. and vodka. They use more toothpaste, chew more gum,
wear more contact lenses more often. and play more video games. In virtually every product

category. Xers are an important part of the present-day market and are unquestionably the market

of the future.™




With this in mind. by the year
1998, all Generation Xers will
be of legal adult status and will
have buying capibilities of adults
(excluding alcohol and some
rental vehicles). Thisis anim-
portant factor toward market
segmentation. with which mar-
keters target buyers based on
interests and life styles. For ef-
fective sales. gaining knowledge
of Generation X seems to be a
make or break situation in the
light of the size of Generation
X and a waning dominance of

Boomers in the future.
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ROLLNG STAGE FLOOR

If companies endeavor to find success with their products and

ARTIFCIAL GRASS « + -+

services. they will pay heed to the magnitude of this up-and-
coming Generation X market. "Marketers and advertisers and
the media...have to learn new methods to deal with changing
markets. because the facts indicate that the target market for
most goods and services today includes a large number of adult
consumers who belong to Generation X. At the same time.
most of us who currently enjoy decision-making status as
clients, agencies. or the media. belong to that legendary group
called Baby Boomers...[and] unless we accept the fact that
[Boomers] are making decisions every day about people we
may not understand — people who may not share our basic
assumptions about the world, people whose life experience has

been very different from [Boomers] —...we may risk mistakes

that can cost us dearly."™
6
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But they are Generation X — streetwise. once-burned. pragmatic. and suspicious. Our energy is
met with apparent numbing lethargy and indifference. Our conviction is matched with impregnable
skepticism. Qur charm eludes them. They don't get the jokes. they don't take us seriously, and they
don’t think this is funny. All our sure-fire strategies fail us now. They don't cut any ice with these
new audiences.” Moreover. “[They] see their own lives in sharp relief against a world overbur-
dened with phony rhetoric and needless complexity. [They] see in themselves a persona defined
more by individual deeds than by collective heroism, refined sensitivity. or crusading rhetoric. [They]
resent the hypocrisy of those just older than themselves.® Progress is personal. institutions are
enemies. markets are everything, life is decaying. and individuals are either lonety nomads or mutant
musketeers belonging to warring tribes.” As pointed out by Ritchie. a Boomer herself, there is a
discrepency between the beliefs of Boomers and those of Gerneration Xers. Either a change in
Baby Boomer marketing strategies is in order. or Generation Xers themselves, who are more
equipped with Xer knowledge. must take on the responsibility to elude the phony rhetoric and

ideals to which they have been submitted. This thesis is in favor of the latter.

8



If we take a look at the past lifestyle of Generation X. to begin
gaining knowledge of the generation. we see thatin 1980. 19 per-
cent of all children in the United States were involved with di-
varcing parents (in 1965 that figure was 7 percent, according to
U.S. Public Health Services). In 1990, we see that 60 percent of all
mothers with children under age 6 were working (in 1960 the
percentage was 20. as found by The U.S. Bureau of Labor Statis-
tics). In 1987 a U.S. Bureau of the Census survey indicated that
12 percent of elementary. 30 percent of middle school. and 38
percent of high school students were left to care for themselves
after school “almost every day”. We see that, while growing up.
“household chores in many families fell to Generation X children.
who learned at an early age to feed themselves, to navigate the
supermarket. and to operate household appliances. In retrospect.
itis easy to see the first seeds of the Generation X... personality
[through these] childhood experiences. While some Xers re-
sented the responsibility, others rose to the occassion and learned
to take pride in their own resourcefulness and independence.™®
Through these experiences, we see a characteristc that is com-
mon to many Generation Xers: that of a more independent
lifestyle. as it relates to the family unit and how it can translate to

a work ethic.
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What continues this sense of
independence is in the area of
relationships. Generation X is
clearty cautious about taking on
the responsibility of
marriage...In 1992, more than
half of adults 18-29 had never
been married while. according
to the 1991 Statistical Abstract
of the U.S.. only 27.3 percent
of adults 18-29 in 1960 had

never been married. Perhaps




Situations in the work world further rainforce the suspicious and anti-
institational mentalty inherent to many Generation Xers. As they see
it. the families. schools. and training programs thatcould have preparad
them for worthwhile careers have heen allowed to rot. but the institu-
tions that safegaurd the accupationat hivelihood of mature lovef 35-
vears-old] workers have been maintained with full vigor Trade quotas
protect decaying in dustries. Tmmigration quotas protect dinosaur unions.
Price subsidies protect inefficient farmers.. Federal labor requlations
protect cutmoded skitls  State credential laws protect overpriced pro-
fessions. Huge FICA taxes take awav ;Generation Xers | maney that
they never expectto see agamn if you re a neglected kid «vho tries lo go
one-on-one aganist an adult the law comes down on you like a ton of
* bricks.

“All around them [Generation Xers! see how the workplace
‘'system’ 1s rigged againstthem — and how the bias against youth 1s 50
blatant that no one bothers mentioning it All they can do 1s walch as
the safety net for aging retirees gets new reinforcements while therr
own safety net gets ripped to tatters
. In the private sector the shifttoward temping. short-term
employment and service-sector jobs has teft loday s under-30 work
force without most ofthe health-and-pension cushions other living

generations took for granted at the same age In the public sector

welfare and Medicaid are getting stingier toward their age bracket

while unemployment compensation and disability coverage don't Reep

up with their fast job-shifting pace.
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For Generation Xers. who are left to work in these conditions. whose life patterns are generally outside of
The Institutions. and with whom tactical employment opportunities instead of strategic life planning is

common. there seems to be a dismal outlook for the future of the generation.

Financiatly speaking. “ever since the first [Generation Xers] reached their teens. the inflation-adjusted in-
come of allmen under age 35 has sunk like a lump of coal in Santa’'s bag — dropping by 20 percent since as
recently as 1979. Counting only full-time, year-round workers. the 1980s saw a 15 percent wage drop for all
men under age 25 and a 10 percent wage drop for non-college men in their late twenties.”® According to the
U.S. Bureau of the Census. the real median income of U.S. families. for a family head under age 30, went down
from $27.980 in 1973 to $23.600 in 1990. and according to the U.S. Bureau of Labor Statistics the median
weekly earnings of full-time working men age 16-24. as a percent of the median for all older working men.
went down from 94 percent in 1967 to 68 percentin 1990. Perhaps this is due to the fact that “[Boomers]
hold most of the top and midlevel corporate and government jobs. They earn the highest salaries. own the
most expensive houses, wear the best clothes, (and] they run the banks and the media. Boomers are rich and
powerful..”* Seemingly. because of the stronghold of older generations in institutional work places and their
contingent benefits, Generation X has fewer opportunities within the framework of the current opperating

society.

12






An Affinity to Materialism

The idea of making a living is not troubling. Generation Xers. on the whole. are extremely adamant about
being successful. dispite how life has been shaping up for them. In a survey done by the University of Michigan
over the years 1975 to 1988, there was a 16 percentincrease in agreement with the question: “Is itimportant
for you to have lots of money.” an 11 percent increase in response to “have clothes in the latest style.” a 10
percentincrease on "being able to find steady work.” a 7 percent increase on “having at least two cars.” and
a 7 percent decreaseon “finding purpose and meaning in life. ™ Also, a statistic from Forbes magazine states
that “in 1966. 37 percent of college-age students felt that chaosing a low-paying job was a mistake: by the mid
1980s. 78 percent felt that way.™'” This is to say that Generation Xers have a familiarity with money that may
reflect a genuine edge over their elders. “[A] lot of this money fixation can be attributed to this generation’s
premature affluence and its poor economic prospects down the road. Anyone who can't obtain at age 30 the
same amenities he enjoyed at age 15 has plenty of reason to obsess over dollars and cents. [Generation
Xers] trust [money] because their earliest life experiences thaught them that you can’t trust anything else.
Having grown up in a childhood world that stressed private rights and liberties. they leamed that families may
leave you. neighbors may rob you. government may cheat you — but money is always faithful...Money isn't
everything — but for a generation uninvited to most other avenues of social approval. it's the best thing
within reach.”® Generation X is ready for the money. How they will obtain it. on the other hand. will take
some ingenuity in the context of today’s society that seems to be shutting the doors at every turn. Itis not
the paint of this thesis to suggest what work Generation Xers should make for themselves, rather. it is to
point out that due to the living conditions of the generation. the thought that new living/occupational pat-

terns of young adults in the future may have architectural significance.
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alava lamp. a flowered pillow. a Pacer ad. a Flinstones Toothbrush.
or an Incredible Hulk lunch pail.” There may be 1970’s movie post-
ers, bootleg tapes of alternative bands. bottles and coasters of
beer brands from around the world. We see yo-yo's, old action
figures and toys from movies or TV shows that are considered
collectors items, and may serve as currency when times may really
get tough. We see videos of all movie genres from today and
yesterday. comic books. vintage clothing. army boots. We see hair
dying goods. insence, and second-hand televisions. We see ve-
hicles that might be El Caminos. VW Vans and Bugs. or Buick
Skylarks. "While older generations link their ‘70s-era memories
to the vast causes. great events. and theme-setting books of that
decade. [Generation Xers] remain bonded to the detrius. to the
throwaway tokens left over from a decade of throwaway chil-
dren.”® Part of the association with these items may be due to
economic situations. rendering the objects as default fodder. or
maybe because of a kind of humorous cynicism Generation X
finds in the banality of some of the objects. Perhaps the relation-
ship is emblematic of Generation Xers' pack rat nature gained by
a euphoric/paranoic grabbing-on-to of fragments from popular
culture, as a means of security/identity. Which ever the case.

Generation X likes its stuff.

OREFAB  TICKET BOOTH
PLASTIC  STRIP- DOORS
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Perhaps. a type of schizophrenic interest seems to drive many younger people today. where a
tremendous plurality of information bombarts them and suades any sense of a solid identity from
congealing into a defined form for more than a year. a half year. or even a few months. Living in
today's society. Generation X must deal with what America has handed down to them: “a push
away from institutional cohesion toward the kind of atomization and fragmentation in which all the
pieces keep getting smaller. going faster. losing direction. A society in which everybody is liberated
from everything but interlinked with everywhere. in touch with everyone. updated everyday. [It's]
a society of broken barriers in which behavior has to get ever more extreme to have any shock
value. [It's] a society of instant reply and relitigation in which nothing is final. [and] negotiations
repeat every second.”® s this to say that Generation X is a quiet network of individuals that
subscribes to nothing. but relates to everything? Is the constant change of thousands of objects.
images and messages with which Generation X deals on a daily basis seen as a taken for granted

milieu from which the identity and events of youth are conceived? Does Generation X have controt

over all of this?

TRANSIT ~ SHELTER

ACCORDION' DOORS
B




The metaphor of the TV remote control is  inci ElTAGELTER

mentality with generation Xers, who “...were anfhiRUEXIEIR ()
realize the true value of the remote control. ‘Co gl{gsIEER{ AV
word. Far from being passive viewers of televisigal Xers::v ac-
tive channel surfers, who view with remote control JJ];Elal0 ééa‘rch—
ing among hundreds of options for whatever suit J4l3 impul;e of
the moment.”? A stand-backish skepticism — FgZalo-3=slalige]
position — within life doesn’timply a generationJEEiNAc =8
an objective view of things resulting from a wari BRI Elle LS
down morals and ideals. coupled with tactical d =ty mk/mg
rather than strategic morality pushing. The rerX«slig:} i§é
metaphor for a way of existence. With the finger » will poiéed on
the button of change. the younger generation hag ‘the freedom of
gathering information. of trying on new hats, quest{Jailils] new éitu;
ations that conflict with those of ten minutes a s{sRs[EelV=1gleTs

other situations that change the discomfort TURGICTRUEL

changed the beliefs of the earlier ones. and so or§
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ARCHITECTURE
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A market knowledge of Genera-
tion X is not solely limited to the
vitality of consumer goods. The
traditional nature of architecture
and architects, which has be heavily
tied to ideals and morals from day
one. can change to adapt to the liv~
ing patterns of Generation X. the
largest group of people that will
soon be rendering the services of
architects.

Seeing how median income has
lowered overthe years. it's no sur-
prise that traditionalhome owner-
ship has waned as well. According
to the Joint Center for Housing
Studies of Harvard University and
the U.S. Department of Com-
merce,. the home ownership rate
by age of household head under
the age of 25 went down from 23
percent in 1973 to 15 percent in
1990. and from 1981 to 1989,
among Americans age 25 to 29,
the number of homeowners de-
clined by 11 percent — while the
number of renters rose by 16 per-

cent.



With this rising percentage of renters becoming more common and the
fact that the average building occupation time frame is three years or
less. buying a new building that is architecturally magnificant and is bloated

with traditional aesthetics and ideals does not seem to make sense.

Of course. victimization from lower wage earnings and lower home own-
ership is not necessarily part of the Generation X intention. but by
taking the real world situation at hand. there is an architectural way to

deal. in order to fuel the fire of life patterns of Generation X.
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What Generation X architecture needs to be is something that
“gets the job done.” in a way that eludes the jargon of ideals and
morals of previously conceived architecture. Generation X archi-
tecture can embody the life patterns of independence but with
interconnectivity. plurality but without heirarchy. novelty without
the burden of deep meaning. playful multi-identity through
material(istic) changes. and energy tempered by simplicity. Gen-
eration X architecture needs to respond to the changes in daily
life. as they are not too certain these days. It's not about finding
ideals and morals to use as an agenda toward building. nor is it
about signature designs that stand the tests of time. It's about
finding an architecture thatis an environment in tandem with the
various living patterns of today. in the many ways people live amidst
things and situations. It's doesn't deal with isolated things or
situations alone. but in the Generation X environmentin general.
So. for the Generation X architect to say. “I've always liked this
kind of architecture. so I'm doing this kind of project.” would seem
to be a rather hermetic endeavor. if not at least somewhat out of
touch with the various living patterns today, which are rarely in-

cluded into the isolated design realm.
21



It might be considered a wonder that most architects can operate within today's society, as they are scuffed
in offices, making phone calls while sending faxes in between sips of coffee, drawing lines on paper;, and
designing their buildings. They inscribe their ivory towers with lofty visions of proper architecture that
informs this existence, similar to what the famous architect Leon Battista Alberti posited, as sited by Rudolf
Wittkower:*‘[Beauty is] the harmony and concord of all the parts achieved in such a manner that nothing
could be added or taken away or altered except for the worse. [Ornament is] a kind of additional brightness
and improvement to Beauty. Beauty is something lovely which is proper and innate and diffued throughout
the whole, whilst Ornament is something added and fastened on, rather than proper and innate."2 Little did
Alberti foresee is that one of the most popular pieces of architecture in the 1990’s would have golden arches
and sell hamburgers through windows and over counters to millions of young aduilts flocking to its thousands

of locations on rollerblades or in Volkswagens. If architects today cannot see this life beyond their hermetic

vessels, then perhaps there is no hope for the “profession” after all.

22



However, there are examples within the art world of institution-breaking and linking to immediate life condi-
tions in order to part from the traditional world of ideals and good proper morals, while serving as champi-

Max Ernst

ons for the same endeavor in architecture.

As part of the Surrealist movement in the earlier part of the 20th Century, Max Ernst inadvertantly worked
for the disruption of the established reality traditional art had created, mandated, and perpetuated. As foreign
objects meet on a shared plane of existence, a way of working familiar with many of the Surrealists, expected
subject and object matter common to traditional art can be subverted. In other words, as Ernst describes,
“One rainy day in Cologne on the Rhine, the catalogue of a teaching aids company caught my attention. It was
illustrated with models of all kinds - mathematical, geometrical, anthropological, zoological, botanical, ana-
tomical, mineralogical, palaeontological, and so forth - elements of such a diverse nature that the absurdity of
the collection confused the eye and mind, producing hallucinations and lending the objects depicted to new
and rapidly changing meanings. | suddenly felt my ‘visionary faculties’ so intensified that | began seeing the
newly emerged objects against a new background. To capture it, a little paint or a few lines were enough,a
horizon, a sky, a wooden floor, that sort of thing, My hallucination had been fixed. Now it was a matter of
interpreting the hallucination in a few words or sentence. Such as:‘Above the clouds midnight passes’..."2
Ernst deployed a wealth of found objects not normally found in the traditional art world as a way to respond
to the novelty and ubiquity of caralog science references that were common to that day. He used these
objects as a medium for producing art that reflected the nature of everyday life, but in a fun and often bizarre
way. Furthermore,“a little paint or a few lines were enough,” to be added by Ernst, which suggests that the
artist (or architect) is able to arrange a work with minimal subjective intervention, instead, letting the pieces

from life become the art, which at times can create their own profound meaning.
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