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Notice the boxes. Pick one. Pick any one you want. Which one would you choose? Is there a choice? No, there does not
seem to be a choice at all. Based on what you can see, it really does not matter which one you choose. So any one of them
will provide the same experience as the others. - Now take another look at the same boxes. But replace the question
marks with dollar signs. Same physical monotony with a range of a few pennies. imagine that these boxes are drug stores,
gas stations, or hamburger joints. Or any other everyday building that contributes to the mundane clutter of consumer
suburbia. Do the pennies really matter? Do you care for what sort of experience or space is provided? - After a quick
glance at the boxes, it is not a far stretch to imagine them as a doctor's office, a hair salon, a flower shop. Plan, elevation,
section...all the same. Does it matter if all of these specialized tasks take place in identical boxes with different colored
facades and parking in front? When i drive down the road, i notice the bright lights, the loud and colorful signs, and cars in
the foreground of superficial facades. Are these boxes designed? Or just assembled and placed as close together as the
building code allows? | think that people notice this. But do they care? - | believe that they do care. When i discuss my
ideas with people outside of the design profession, | get reactions of genuine concern for the spaces that they use
every day. The bank, the laundromat, the video store. Not art museums, convention centers, or corporate headquarters.
So are the people of communities being overlooked by the design profession? Or maybe the corporate chains that build
these consumer boxes know that we will buy no matter how the boxes and users relate. Something should be done.
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Peter Behrens was the first artist/architect to be included
in the industrial mass production. AEG recognized the
fact that humans respond fo products that are designed
with the human in mind. humans are not machines.
humans are individuals who have ideas, feelings,
opinions, and needs. and humans combine to form
communities, towns, and cities that respond to the earth
and the conditions in which they exist. it seems obvious
to view buildings created for humans in a similar manner.
every community provides its own individualism; whether
by location, climate, culture, or character. shouldn't the
buildings that adom the streets of a community respect
and respond to the elements that provide its identity?
Have we forgotten the ideas behind the discoveries of
AEG and Peter Behrens? such short memories.
p in mentioning Behrens, i do not intend for my thesis to
explore the possibilities for the design of mass-produced
products. a major result that these revolutionary ideas
had on the future was a justification of superficiality. and
i think that is exactly our current situation. i believe that
Behrens and AEG had good intentions that were distorted
as are many valuable ideas. their machine aesthetic is
not what i am after. instead, i want to explore the design
potential of the everyday building. just like mass-produced
objects, our buildings are being pumped out of a mold.
but the problems occur in the placement of these
buildings, their relationship to the human, and their utter
disrespect for the aesthetic environment. dollar-saving
efficiency has taken over our communities. and this
doesn't just happen in suburbia. you can drive through
a downtown, its suburb, and out to the interstate on-
ramp and find identical service stations in each region
of a community. our communities were not formed by
cookie cutters. why should our buildings be? /




According to Webster, the word mundane means ordinary or commonplace. My focus is
architecture...mundane buildings that stand in a row with a rhythmic interruption of a vast, con-
tinuous parking lot...superficial, three-dimensional billboards that have ignored their potential to
receive design attention. Mundane is what we see every day. We become used to the mundane
and even grow numb to its presence. Mundane fades into its surroundings. And these surround-
ings often contribute to the same boredom that allows the passers by to simply tune them out
with little effort. | imagine that the building with the first neon sign or window decal was quite a
spectacle. People probably noticed it because it was different, new, innovative. They might have
even decided to go and take a closer look at the new means of advertising. But the streets of
today are crowded with billboards, lighted signs, and window advertisements. So these standard
items have collectively become mundane. They are all basically similar and demand very little
individual attention. Their messages are also similar and only vary on spelling and occasionally
a few pennies. People visit mundane buildings every day. They do laundry, get haircuts, buy
groceries, and pump gas. Not all of these situations are mundane. But it is safe to say that a
majority of them are. Should businesses numb their users? Boredom surely is not the goal of the
designers. But our communities continue to spread with streets that connect shoebox after
shoebox. Mundane does not invite the user to return. But mundane does encourage the con-
sumer to feel comfortable with any box that looks and feels similar. Design is not the only
marketing device. But design is a means to a building that demands attention in the midst of the
mundane. Design creates an invitation for the return customer. Specific design
attention is part of the answer. Promotion of the mundane is part of the problem.
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“The gas statton is undoubtedly the most w:despread type of commerc:al bu:ldmg in
Amenca and yet it is also the most ignored. The history of architecture must not be confined to masterpteces .The
subject is much bigger and comprises all that man has done...to shape the environment” SAEIEE RS

: : Not only did these stations accommodate the needs of the
driver, but they also celebrated the entire process of driving. - S

- A tnp to the filling station was an event that all members of a

community valued. : ‘
' They all wanted to catch the eye of the motorist as they drove by.

B T e » . . - A sort of ongoing expressive compe-
tition had begun, and the drivers loved the attention they were receiving. ' B SR
: DAy - : : . Service stations sefved as three-
dimensional billboards in order to catch the driver’s eye from any direction ) - |
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Self-service was a lingering

=

rumor
a competitive machine that focused on serving not only

gasoline, but also more importantly, convenience

“The.'r mission: Seek out any d:rt and grime
that might threaten to sully the newly upgraded .'mage of the company’s ceramic-tiled water closets so enthusias-
tically applauded by the pubhc e S : g

“Gas-A Tenas e

~ promoting the new self-service as a quicker means of getting on and off the road, the station
\_ owners fed the ever-present hunger for extra time. j




/ \ Exxon Station, Venturi Scott Brown - Orlando

“ttis with good reason that Venturi and Scott Brown

- call this gas station a prototype. Itcan be seen as

the gas station to end all gas stations. A perfect

! and virtuoso game with all the elements that de-
j 3

fine a gas station. The supersign of the petrol pump
right on the road, the iarge roof, the self-service
shop. And behind the gas station the garden, the
significant garden fence, the silnouette of the trees.
You can really see the day-to-day life of the gas
station. The fast, hectic bustle and beoredome of
the waiting times. The anonymity of the customer
and the individuality of the attendant. Actually the
architectural messages of this prototype...could be
used to tell the cultural history of a mobile society.”

--Domus, November 1995

Chelsea Carwash, Cybul & Cybul Architects
and Christopher K. Grabe - New York City
“The program is straightforward, and no different
from it's anonymous highway brethren: Thereis a
mini-mart, lube station, car wash, and several gas
pumps. But unlike them, the Chelsea Carwash
manages to transform a mundane lube job or fill-
up into an aesthetic experience. Its services are
tucked under the shelter of the viaduct, which es-
sentially was left open to the street. The steel-and-
glass armature becomes more of a transparent bill-
board than a wall, and its architect Christopher
Grabe collaborated with graphic designers to de-
velop signage that will eventually cover the
scaffolding's upper level.

--Architecture, p. 90, October 2000
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Auto Bistro Prototype, BOORA Architects
‘BOORA decided to overturn the conventional fast-
food delivery process. The team opted for a drive-
thru, not an eat-in restaurant, emphasizing a
healthy menu and streamlined, personalized ser-
vice: A “motor d” hands menus out to cars as they
pull into the drive-thru entrance. Rather than talk
to a squawking box, customers give orders to wait-
ers stationed under a plasticized fabric canopy that
is supported by a freestanding steel frame. To
speed up delivery time, food can be served to sev-
eral cars at once, from three perforated, stainiess
steel-clad “vittleveyor® chutes that hang beneath
and elevated food preparation area.”

--Architecture, p. 65 May 1998

BP Connect Station - Indianapolis, IN

Although it is still among the collection of typical
gas stations in this world, the new design for the
BP Connect stations has risen to the top. BP has
made a conscious effort to provide a new image to
a building type that is typically ignored or looked
down upon. The new curved canopy, the rede-
signed pumps, and the smarter facade are defi-
nitely steps in the right direction. But these new
stations are just opening the doors to the realiza-
tion of the design opportunities presented by the
service station. Most of the improvements seem
to remain superficial. Even the internet mapping
stations just poke at the possibilities of "connect-
ing” its customers. Nonetheless, BP must be ap-
plauded for their notable efforts with innovation.
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The drawing to the rightis the plan
of the newest development in gas
stations to hit the Midwest.
Sounds exciting, right? Well, there
isn't much excitement in what |
see. | spent a summer as an ar-
chitectural intern at a firm that is
responsible for the design of a rec-
ognizable chain of gas stations.
And from what | experienced, this
plan does not look any different
than the buildings that | worked on.
In fact, this is basically the same
organization as most of the sta-
tions that | helped to draft. The
name of the gas station repre-
sented by this drawing is BP Con-
nect. Their commercials introduce
their new buildings as being anew
experience and as more user
friendly. Those are great ideas,
but their methods of producing the
tangible forms of these concepts
are simply superficial. Atthe new
BP stations, a customer can or-
der a sandwich from the pump and
have it brought outto the car. The
building aesthetic is crisp and
clean as it displays a new corpo-
rate logo. And the pumps have
new curvilinear casings and are
protected by a canopy shaped by
a convex bow truss. |s this all it
takes to create a new experience?
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[convenience store]

For a gas station, this is about as typical as you can find. it
functions relatively well, and most people probably never
complain about this particular station...or most others for
that matter. The fact remains that we need it. The automo-
bile has woven its way into our lives to the point that we refy
on its services. Therefore, we also rely on the services of
these gas stations. This particular station happens to be a
Meijer station along 332 in Muncie, Indiana. But nothing
about it tells you anything about it's location, except maybe
that it is likely alongside a major road. It serves gas. Does
it really matter that it's in Muncie, in Indiana, in the United
States? No. All that matters is that it serves gas. Aesthet-
ics are not the issue. The user isn't even the main concem.
This image is primarily the result of budgets that ignore
environments. People use this building more than once

\_every week. Designers should be aware of the everyday.

\
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This is another everyday image. It is actually just a few
miles down the street from the previous example. The logo
on this particular station bears the familiar Amoco label.
But just below that label, this example can boast of a vast
expanse of concrete that allows the driver to drive through,
back up, turn around, or basically do whatever the car will
allow. Most stations adhere to this suburban mentality that
open space is an American right to anyone that can afford
it. We spread out, consume land, and wonder why we have
chaotic suburban arteries littered with huge signs, bright
lights, and no place to walk. The oil companies have paired
down their buildings to efficient, little boxes that sit back off
of the street to allow the car to rule not only the streets, but
also their fueling sites. Gas stations have evolved from
family destinations to necessary community blights. Letus
hope that these blights may continue to evolve.

D |
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The gas station is typically asub-

urban building type. Their basic
designs force them to occupy a
larger site than is usually available
in an urban setting. And even when
gas stations are found in more
dense areas, they are typically
identical to the stations found in
suburbia and near the interstate.
So one of the reasons for choos-
ing this site in downtown indianapo-
lis is to challenge the preconcep-
tions of where a service station
should be located. Peopie drive
downtown. So it is logical to as-
sume that a service station would
be just as appropriate as a parking
garage. Another logical assump-
tion would be that it would receive
business...by default. There are no
convenient service stations in the
central part of downtown Indy.

- Urban centers ’éré"ﬁéc‘és"ihhﬂt

service stations should be seek-
ing out. In a successful downtown,
such as Indianapolis, there is a con-
centration of the best and the
brightest. Downtown is a desti-
nation that features the finest din-
ing, the best shopping, exciting
sporting events, and some of the
richest cultural experiences to be
found in a city. And there are usu-
ally very few, if any services that
respond to the driver. Thousands
of people come to work everyday
in the downtown area. Gas stations
continuously boast of convenience,
but they ignore the opportunity to
serve a large portion of the popu-
lation. A successful urban center
would heighten the image of a oil
company. Andisn'timage the most
valuable of all marketing tools?

Uiban aréas are one of the Tew <~

places left in our cities that people
feel comfortabie in their cars as
well as on foot. And until the en-
tire world decides to exclusivety use
credit cards, the service station will
continue to be a place of auto and
pedestrian. But a service station
is not typically a pedestrian’s
destination. The convenient store
prices are high, and the typical junk
food does not usually fall within the
diet of a person out for excercise.
So an urban site would provide a
perfect opportunity to appeal to
the driver and the pedestrian. A
lunch spot for workers on break, a
place to drop your car for a tune-
up, and a place to interact with the
world via the internet. A mesh of
the auto and the pedestrian would
serve downtown Indy well.

15
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Does this suggestion sound
gt renalignt niece of arohitectire of the like a logical solution?
' ’ Whether we have figured it out

or not, the automobile is go-

von thousand voars There are far more of them than are ing to be around for awhile.
And the proposttion of “exclud-
ing entirely from most streets
and highways" the very build-
ing that enables us to fuel our
vehicles is at best naive and
addicted to unrealistic. On the other hand,
many gas stations are “filthy”

and "repeliant.” But one of the

“"\z:\r-iafi tlocialhy 4

S A P N A |

Thay are unconin

eal wrnos of tagged litle flags Prot henT & AG Onnnous  aspects of the architectural
o profession that has motivated

me thus far is the opportunity

soaimon of soail businessmern and large. The 2labons & tosolveproblems. Architects,

in many ways are problem
solvers. So the optimistic ap-
selyded antively from most streets and hiohways YWhere aliowed proachthat | have mentioned
’ : ' seems obvious in a case such

as this. We have a collection

sod hera ehould be of filthy, repellant, mundane
buildings. That s the problem.

And instead of excluding an

Liep vecuiremaents as o architestyre and general American icon, maybe design-
‘ h ers should recognize the op-

portunities that the typical gas

we on this fand simiar roadside station presents. Should we
just eliminate the things in so-

ciety that don't appeal to us?

CnThniihal we arg senaus, SO | believe that being “serious”

means dealing with a problem.
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Anather force that has influenced this site is the obvious gre.. th

the automobile. movement onto and off of the site is typically an
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The lilinois St. facade is found in a
unique situation. The approach from
south to north is not important due to
the Arts Garden that hangs over the in-
tersection. There really are no views
from the car, and very few from the side-
walk, until one passes under the Arts
Garden. Therefore, more obvious col-
ors are applied to this stretched billboard
facade along lllinois. The scale of the
service station is influenced by the Arts
Garden, the parking garage, and the
storefronts that face it on both sides. The
new service station should respond the
scales of the human and the auto.
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The llincis St. section displays the true
scale of the building. The building’s outer
shells act as a step down from the taller
office buildings. And with the integra-
tion of the three blue components, the
scale is brought even closer to the pe-
destrian and automobile. Above the
ground (auto) level, the two main levels
allow the path of the Arts Garden to con-
tinue all the through the Emmis Building
and eventually into Monument Circle.
The three tangential components display
their functions along this walk and pro-
vide choices for the customer to enter
the functional portions of the building.

L.
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The Washington Street facade is the ini-
tial reception of the major forces that act
on the site. It features three pedestrian
entrances, and the only entrances for the
automobiles and the refueling frucks.
Many of the determining dimensions
were determined by the Arts Garden'’s
floor level and the height regulations for
vehicles in the state of Indiana. The re-
fueling truck entrance is only used on
occasion, so a large billboard panel acts
as facade as well as a garage door that
is lifted only when the trucks arrive , s0
as not to cause confusion for the auto
driver. A facade that moves to serve.




The north section viewed from Washing-
ton shows the relationship of the new
structure to the existing building to the
east. The taller building was originally
designed with two other buildings of simi-
lar scale to its west. So the west facade
has been unintentionally exposed due
to the demolition of those other build-
ings. Being a facade that receives a
great amount of sunlight, it begged to
appropriately respond to that light, in-
stead of just being satisfied with it's cur-
rent situation. The three blue compo-
nents penetrate the building creating an
opportunity to open the rest to the sun.
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My decision to confront the design
issues that concern the everyday
building type have not come on a whim.
| have spent some time working with a
firm that is responsible for the design of
gas stations for a major oil distributor.
During that experience, | participated in
the process known as “‘cookie cutter”
design. | saw the realities of a
portion of the business of design.
money is typically the determining
factor in situations such as this. So i
realize that my ideas cannot be
instituted as the norm. And my soiution
for this service station may or may not
be accepted as a financial possibility to
companies that are solely interested in
saving a buck. But | have viewed this process
as an optimistic approach that obviously has
far more issues than | can touch on within my
time at Ball State. And | think that optimistic
design is the only way to open some of the doors
that have been closed by jaded communities
throughout America. | hope that some of
my exposure to this field of design has
allowed me to make informed decisions
throughout the design process. | learned a
great deat from the people | worked with,
and | value the time spent. So | hope
that this project provides an inspiration
for the everyday  possibilities.
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