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In the café of the Visitors Centre, orders are accepted via iPad, just like the day before on the Wolfe
Campus of Apple. My cash then causes problems because a different checkout system is needed. The
prices for the coffee are not written down anywhere — the whole thing makes an impression between
“everything is free” and the typical café of a Museum for Contemporary Art.

From the very beginning, Apple has been characterized by a simultaneous targeted disclosure or offering
of products, which was accompanied by a strong sense of isolation and very controlled openings (Dolata 2015:
521). This ambiguity is also evident in the building and its documentary meaning. The multiple and aestheti-
cized covering that is characteristic for Apple and its very own meaning is basically given a further layer here.
While the products are promisingly veiled and presented in their packaging in the emblematic Mac stores,
Apple Park seems to function as an extension of this packaging. More clearly than before, we are dealing here
with a specific assemblage of building (Apple Park), person (Steve Jobs) and products, all of which are inter-
twined and form a sacred whole.

An explicit invitation to enter, as in the case of Google and — to a lesser extent — of Facebook, is not ex-
tended anywhere here. The building is there and yet not there. Its “techno-sacral architecture” (von Borries
2017: 213) is above all a frequently conveyed presence, as with the VR models and iPads in the Visitor Centre.
Thus, the constellation documents a specific presentation of the digital. With the inaccessibility of the space-
ship, the proverbial “placelessness” of the digital (Flecker/Schonauer 2016) comes into play. Just as one does
not know where most of the data centres are located and, hence, where one’s own data actually remains,
Apple Park only seems to represent the place where all the Apple products come from. The digital remains
obscure, it only reveals as much of itself as it wants; in the end it remains inaccessible, unapproachable and
incomprehensible.

5. CONCLUSION

The headquarters of Google, Facebook and Apple are more than functional office spaces. Nobody spends
five billion dollars or hires Frank Gehry for no reason. Both the expense and the involvement of star architects
clearly indicate that the headquarters of the largest tech-companies do not only or not even primarily serve
to accommodate employees, but are means of (self-)representation.'® Digital capitalism, supposedly fast, fluid
and elusive, apparently (still) wants and needs to be spatially fixed at a certain place and materialized in a spe-
cific architecture. Google, Facebook and Apple make a spectacular effort to construct new buildings. Evidently,
the possibility to work from everywhere has not decreased the companies’ appetites for an architecture that
represents their companies’ values to their employees and the public. While COVID-19 may further accelerate
remote work, the possibilities to work from everywhere have already existed before. In spite of this, Google,
Facebook and Apple have chosen to heavily invest in headquarters of high economic and cultural capital. Ar-
chitecture is an increasingly important element of the internal and external presentation.

Once again, architecture turns out to be an important medium of the social (Delitz 2010; Delitz 2017);
the digital age has not changed this. One of the reasons for this continued, perhaps even increased importance
of architecture may be its prominent visibility, which stands in striking contrast to the (perceived) invisibility of
digital work. It is precisely because there are so few “visible” employees (at least in the company headquarters;
if you ignore the suppliers from the Global South) that the materiality and images of this materiality become
all the more important. The three headquarters under scrutiny could thereby only be the beginning. Google

15 For an analysis of the relation between star architecture and cities see Alaily-Mattar et al. 2020.



recently announced plans to develop entire city districts.’® Here, too, it is obviously not a question of digital vs.
analogue alternatives, but of alliances and exploitation.

At the same time, and this is also a result of my research, there is not one single, coherent architectural
representation of digital work. While literature on digital capitalism has largely suggested rather uniform trends
within the digital sphere (cf. for example Dolata 2015: 507), the architectures and related modes of work vary
greatly. All three actors operate in the medium of architecture, aestheticizing their companies (see Prinz 2012)
in one way or another, but they do so in relatively different ways. Google builds accessible and permeable,
Facebook creates a built community, while Apple builds its very own world, similarly hiding and exposing it.
Considering that there is not just one conception of “the digital” that manifests itself somewhere materially
draws attention to the differences between the companies. The analysed and obviously rather heterogenic ar-
chitecture reveals different conceptions of an often monolithically described field. Silicon Valley alone is not a
uniform place, but is full of differentiations. And if the digital does not take on a unified form here, then where?

16 Google’s company “Sidewalk Labs” is responsible for the latest “Quayside Project”, which was to be implemented in Toronto and
foresaw the remodeling of an entire district. It was to be redesigned and provided with a digital infrastructure; the Smart City
in its purest form, including the use of an enormous amounts of data of its inhabitants. While the project has been put to halt
at the moment of the completion of this text as a result of major protests, the next project of built digitality will surely come
(https://medium.com/sidewalk-talk/why-were-no-longer-pursuing-the-quayside-project-and-what-s-next-for-sidewalk-labs-
9a6l1de3feela)
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