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PREFACE| 5=

Conditions at the workplace have changed in many ways
over recent years. This applies to areas where manual labour
mostly prevails as well as areas where office work is mainly
performed. It is beyond dispute that nowadays a smaller
workforce achieves a higher output more efficiently than ten
years ago.

At the same time, companies are positioning themselves among
global competition. This type of positioning also involves the
so-called "emotional values". Self-proclaimed and practiced
ideals are methods to address and commit customers, although
they can also serve as a model to organize and perform
work. Thus, the inner values also are especially important to
personnel development. They represent the indistinguishable
characteristics of a corporation, and enable emotional bonding
with the company.

When architects are asked to design a building for a
corporation, they have to accommodate the knowledge of
values of a company into their design while also accounting for
its urban, functional and constructional context. Architecture,
in addition to creating a functional identity, can also convey a
message and reflect the values of a company. This requires the
planner to propose company-specific designs that must not be
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CORPORATE ARCHITECTURE

sAnlSL Jirgen Steffens, JSWD Architekten, Cologne

dogmatic whereas the debate about the project-specific goals
and visions of the principal should prevail.

Terms like communication, exchange of knowledge, openness
and transparency are very important for designing the direct
work environment. The routes the employees take every day
must be regarded as an opportunity to promote an informal
exchange of ideas. Rooms that invite people to indulge
themselves in a planned or spontaneous discussion should be
developed along such routes.

Many companies are committed to sustainable activity and
have thus expressed to act responsibly when dealing with
other people and the environment. This attitude also must be
transferred to the buildings a company occupies. Here, the
planning team also is responsible for providing a solution
that will cater for the sustainable goals of a company. At best,
intelligent architecture may be developed that expresses the
desire and power of a company to strive for progress and
innovation.

The book "HEADQUARTERS BASE" shows some selected
projects where specific thinking about architecture and the
modern working worlds has yielded new approaches in
Corporate Architecture.
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PREFACE |l -

Today’s world sees a marked renaissance in the representation
and importance of architecture for commercial enterprise.
From the years before the outbreak of WWII, right up until
the 1990s, there was a period of relative reluctance to
underpin commerce with architecture, dominated by a generic
speculative development. Today, however, while development
continues to be dictated by economic trends, there has
been a paradigm shift. The worlds of culture and global
production have rediscovered the importance of representing
their own excellence. This shift is not simply a speculative
economic reaction or insightful branding, but represents a new
awareness of young talents seeking to create a tangible form,
in recognition of and highlighting, the huge investments being
made in scientific and industrial research. It represents the
pride of a generation, committed to the quest for the highest
quality.

The historical importance of the current challenge lies in
creating images that represent the values of a society founded
on the principles of modern democracy. Compared with the
past, however, the variables related to the construction process
are numerous and complex. The great ability to synthesize
in our work lies in the capacity to find the balance between
ambition, research and economics.

Just as children grow and learn, to discern and evaluate the
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multitude of information they receive, our society must make a
considerable effort to plan strategically for the future. In recent
years, a new awareness and a sense of responsibility towards
energy savings and our environment have emerged, leading
us increasingly towards a harmonisation between ethics and
aesthetics. Sustainability is achievable.

Ethics and aesthetics are values associated with the "genius
loci". The ability of the architects to read and, through the
project, interpret the natural and cultural context of a place, is
part of their responsibility to be part of the healthy evolution
of our society. By delving into the roots of the place and
investigating its future needs, both known and unknown,
architecture acts as the bridge between the DNA of a place
and its future.

The construction of a new headquarters represents an
opportunity to create a place that will have a positive and
productive influence and stimulate the creativity of a company's
executives and researchers. They in particular are called upon
to respond to new challenges in transforming society, finding
new relationships between ethics and aesthetics. Openness,
intimacy, democracy and hierarchy can all be read from
architecture. As companies and their technologies develop, as
do their buildings. Architecture acts not only as the face of the
company but also represents its values.

FTHAR 2 ok Y 5E SR AREE M M B R ROk IRk, PREMMRAFIRIRAMNIEREL L
P, ERIERESGET REEMELNMIE. THELRET ML,

WEMEFRES YRR BEESHNNER. BRMBRL—NIE X%, &8
X E AT E RN, ROMNTXMSORRERMBRNREN—5.
BILRAMRIZBEXAREFAEHARERNTE, TRECHNERZRMD, BN
BART — MR B L ERMRRNER

WRAMNRETRE —RYIBMEIR, ERE-ERR. BARENPNE, FEMK
NEEEMTARARGYE S, ERBEMSAHIFHORE S, LHBREID
LEFHEBMESZ FAOFLXR, . FH. REMRREHEMIY ROATREARN
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HEADQUARTERS: BUILDING VALUES

AT BN A

Davide Macullo Architects
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THYSSENKRUPP

QUARTER

3 7% vt B3 {H S\ BB

B Architect: JSWD Architekten, Cologne and Chaix
& Morel et Associés, Paris
Client: ThyssenKrupp AG
Overall Planning and Project Management: ECE
Projektimanagement G.m.b.H

The ThyssenKrupp Quarter consists of a cluster of individual buildings
embedded in a green, tree-studded carpet. Linked by short paths and small
squares, the buildings line a central ordering axis comprising a large water
basin and the "Avenue of the Worlds". The aim was to create a quarter with a
compact and homogeneous architectural appearance conveying a strong sense
of unity. The campus is dominated by intricate facade structures of metal and
glass. The floor-to-ceiling glazing reinforces the impression of openness and
fransparency.

The overriding design motif applied to all the new buildings on the campus is
the "shell — core" principle. All buildings in the quarter are composed of L-shape
elements enclosing a shared central space. This gives a clear alignment
not only to the headquarters Q1 but also the forum building Q2 and the
neighboring office buildings Q5 and Q7. There are two types of facade: one
faces the central space, the other faces the exterior and is therefore responsible

B Floors:13 (Building Q1), 3 (Building Q2), 7 (Buildings Q5 and Q7)
Location: Essen, Germany
Area: 170,000 m?
Photographer: Christian Richters, Karl Huber, Michael Wolff, Gunter Wett

for the impact the buildings create in the surrounding area.

The building Q1 in the context of the ensemble, is the heart of the new
ThyssenKrupp Quarter. More than 500 people will work in the cube-shaped
building.

The building Q2 is the place for meetings, exchanges and project work.
International project teams work in the Q2 forum, and this is also where the
Group receives its guests. The main conference and events hall can seat up to
1,000 people. The building also houses the staff canteen and guest restaurant.
And last but not least, the Q2 forum is the underground logistics hub for the
entire ThyssenKrupp Quarter.

The sculpting of the building form is also a central design element in buildings
Q5 and Q7. The two L-shape elements together forming one building are
given spatial definition by recesses in the ground floor.







nmmwm L0

l&l " b Lk I\mn . ke llll"!lll SRR
mw m i

g

: 1 |
e
AR

VI
1t |

=

_,...,..-.aumuhl}l| il mll‘ll‘t;l obed Dl bt e

TSN
-qunmr*ﬁwﬁ,‘mwu

— e —— g

e AR BT 005 i

my
e
R w1

\

iR Wil |

i T

mehApAAA)

i ;T i Gl Lol

I . ’ | . ; e - ’{ EN . Lt A el | ENTE ! p— v_m‘.mlw,m‘

r o

et 2 i 3 ;,. : ' rprin-a " A‘Z'ﬂ;’?mm' y "

]
i Pidigets oo
— I L S S e o7 f&s,.r_
TR m— 1 Em— - s o Leidet— -~} e e d
m JirR e 1 * Y- ~EE | s .
|

'L"L"J' PP YRETE .Maun LT .Mgﬂdnmm FETEF T iaﬂ.hﬂ i i
«,\' ,v"q f 77\ , v W’\:o é‘: gﬁ""““! !t«% ‘“;, D A \ t“l ‘\ k‘f é& !k b ] ) Kﬁ‘b i‘ié‘
7 RN N /ﬂwh\%i\'ﬁ L @wmwﬁ -
", ‘ , . 7
ok 8 NG m'a\ LAY i AUARS. . A O

e e 7

»‘vnzw‘l [ A S A~

i B i E IR
’\V’H\"lg*

5 e .%, l‘k\-» ‘
e

'4

headquarters base 010 / 011






