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Abstract

Consumption describes not only the usage of goods and services but
also the whole complex of the consumption as an act of needs, desires,
presentation, selection and choice, purchase, usage, transmission and
finally disposal of products. All these parts of consumption are imbed-
ded in social, technical, corporate and individual factors of life of con-
sumers.

The so called “world of goods” is an expression of this interdisci-
plinary context and has influence on it and finally influence on con-
sumption itself. This work tries to show these different shades of con-
sumption and its built expressions. It shows how the locations of con-
sumption, the architecture of consumption have been grown in the
history up to now and how they are developed in context of social and
technical development. Furthermore there will be a focus on the im-
portance of goods itself and which role does the possession of goods
play in our social system. And further, how architecture can support
this role and became a part of this role on its own. The question is dis-
cussed, how architecture and experience have influence of consumers
and consumption, how do they stamp locations of consumption, how
are they built, which role plays atmosphere and sales psychology. How
do architecture, distribution and trade as main parts of consumption
have influence on city development and how can they be “founder” of
new urbanity.

Consumption is not only a local or national phenomenon – it has a
global dimension and global dependences. To show how theses depen-
dences have influence on the future role of consumption is one further
part of this work. Which factors do have influence on future con-
sumers, future consumption roles and future consumption architec-
ture? Furthermore this work will give an introducetion about the crit-
ics of consumption and will talk about sustainability.

IXhttps://doi.org/10.5771/9783828869783-I
Generiert durch IP '18.117.7.241', am 06.05.2024, 07:01:17.

Das Erstellen und Weitergeben von Kopien dieses PDFs ist nicht zulässig.

https://doi.org/10.5771/9783828869783-I


All these questions and approaches will be discussed in this inter-
disciplinary work, which wants to be a contribution of a general dis-
course about the role and future of consumption and “Warenwelten”.

Abstract
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