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Abstract       Landscape designs are often approached as artistic manifestos 
– with disproportionately emphasized cultural show-off load, sometimes in 
disregard with the sustainability issue. This paper introduces a reactionary 
design method, aimed at raising landscape professionals’ and customers’ 
awareness on the phenomenon of unsubstantiated landscape design. The 
general concept of the study is bridging the low landscape culture and the 
high culture of sustainable landscaping via a cultural mediator. In the studied 
case the Jonathan Demme movie, “The Silence of The Lambs”, offered an 
unexpected and original bridge for the landscape concept design of a student 
campus in Bucharest. The paper concludes that punk attitude can enrich 
landscape aesthetics with humor, emphasizing the need for elaborate and 
responsible concepts in landscape designs.   

Key words 
 
cultural referencing of 
landscapes, landscape 
concept, humor, punk 
landscaping 
 

 
Landscape is an essential part of culture, being 

involved in social identity, communication, heritage 

valuation/preservation and – more acutely these days – 

in cultural environmental issues.  

Environmental culture is a key issue of sustainability 

policies [1, 10]. Its association with landscape culture 

is technically essential and consequently recognized in 

the official state and regional policies (as in the case of 

the Seventh Framework Programme of the European 

Community for research, technological development 

and demonstration activities and Technological 

Development). 

The most valuable environmental support lesson that 

landscape culture spreads among people is about the 

systemic organization of the world [7] – the 

interconnectivity of the perceivable landscape elements 

and the existence of undisclosed valuable (and useful) 

landscape diversity.  

Raising conscience on this issue is stimulating 

responsibility and, if the teaching targets either 

accumulative evidence, critical mass or subtyping the 

generic sectorial misconcepts [5], social behavior 

would eventually change for the better. 

Yet, the concepts residing in environmental culture are 

not disseminated in a coherent manner – there is no 

unity in approach, no marketing mix strategy is used to 

canalize the efforts of the national and trans-national 

cultural management to sustainability. Therefore, it is 

easy to understand the inefficiency of the marketing 

campaigns carried in the desperate attempt to turn the 

odds of climate change (climate change is beyond 

control, considering the results of the last UN 

conference, in Doha, 2012).  

Since official policies are overwhelmed by the task of 

inducing – soon enough – sustainable cultural changes 

in their grounding socio-economic systems, it becomes 

the elite’s duty to react, even against the inertia 

contaminated official policies. 

There are two major aspects involved in the reactionary 

environmental culture: 

- Social elite is not a structured cohesive system 

that could create through concerted actions a 

significant cultural impact. Unfortunately, considering 

the systemic awareness message carried in landscape 

culture, the lack of solidarity of the elite is an 

inconsistent, disruptive message. 

- The state systems’ inertia derives from the 

political connections between the (miseducated) people 

and the administration, while the cultural elite’s 

(professional cores included) exposure to democratic 

censorship is more subtle, since there are longer 

message paths involved; this points at the great 

potential power of the cultural actors – deriving from 

their unique freedom. All cultural productions have a 

true reaction potential – thus acting like manifestos.  

Considering the environmental mission of landscaping 

and the centralized abandonment of environmental 

policies – under social, political or economic pressures 

– it is obvious that landscaping should rely as little as 

possible on policy, taking upon itself the sustainability 

mission. To fulfill the task the adequate tool should be 

professional ethics.  

A reactionary culture, especially in the context of the 

various failures of the states, would basically reanimate 

punk [11]. In this context landscape, as message 

carrier, would face the challenge of deconstructing 

present state authority – since state power pushes 
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towards the commodification of everyday life (ibid.) – 

in support for a new, more sustainable system. The 

craft specific approach of the crisis era could be as well 

called punk landscaping. 

At the same time, the non-formal, playful attitude of 

concept design – reflected as humor – is supposed to 

make a provocative base for the landscape design’s 

further development. 

 

Materials and Methods 
 

According to Almo Farina, at territorial scale there can 

be identified eco-semiotic models of landscape 

representation [4]. Their interpretation relies on 

cognitive templates (ibid.) – which in the case of 

human society are subject to landscape culture. The 

semiotic models of landscape representation can also 

be found at urban and garden scale, but the spatial 

features that work in the case of the ecological 

landscapes are replaced with cultural patterns. 

Heterogeneity, diversity, contagion and fragmentation 

(ibid.) create patterns that are difficult to observe and 

interpret as landscape compositions’ specific language.  

Between the large and the small levels of landscape 

aggregation, culture transforms patterns – perhaps 

through memetic resonance [9]. Geographic landscape 

supports this idea – according to Cosgrove, landscape 

is the artistic or literary response to the visible scene 

[2].  

In the case of marketing on landscape support, visual 

arts and literature are only providing a part of the 

message. The marketing mix efficiency relies on the 

use of complementary and redundant communication 

channels. 

This study tests the hypothesis that landscape 

architecture can be integrated in the marketing mix in 

support of the far-sighted, long lasting advertising. 

First of all, from sustainability reasons, the messages 

that landscape can refer to must target time spans 

corresponding to the expected usage (as readability) of 

the landscape composition. For “traditional” parks and 

gardens, where landform and trees are usually the 

longest lasting landscape features, medium to long 

periods should be targeted. In this case there will be 

approached the subject of a student campus, where 

manifesto landscape design would approach 

sustainability issues – namely those of punk 

landscaping interest. 

Secondly, the method used to assign meanings to the 

new landscape should rely on marketing concepts: 

- The marketing mix [6] – in the studied case it 

refers to the promoted concept (the new punk), the 

place is urban context – namely a central student 

campus (Regie in Bucharest) – promotion is meant to 

be supported by diverse means (scene, social, paper 

and e-media etc) while price strategy is not an issue 

since the product requires indiscriminate 

dissemination.  

- Branding – landscape is usually a non-

personal form of communication but its target is social; 

therefore branding landscape is necessary to support 

manifestos. The process takes place in two stages: 

research and orientation followed by the brand design 

development [12]. Various cultural domains work 

together to interpret the basic language of the nature’s 

models – genius loci writ large – thus creating 

references for the small landscape semiotics.  

In small landscaping, there would be several tools 

available for the representation and communication of 

concepts:  

- Concept design; 

- Association between landscape and other 

(meaningful) cultural productions – as in the Ian 

Hamilton Finlay’s Little Sparta or in Disney’s theme 

parks, where explicit visual and literary references are 

used, or hermetic and subliminal suggestions use as in 

the case of the Japanese gardens or in that of 

Versailles; 

- Various local meanings of landscape’s 

features – mostly based on good preservation of local 

folklore and its efficient integration in classic and 

urban culture;  

- Functional constraints involved by landscape 

use – that could indirectly target cognition. 

In the studied case, concept design would rely on 

external cultural references in order to achieve a 

landscape structure that would subliminally induce 

awareness regarding public interest issues. 

The first stage of the process would be branding:  

- Following on-site observations the following 

conclusion emerged: student campus set upon former 

industrial site, with conflicting active reminders in 

campus vicinity; student’s hostels developed on former 

wetlands – inside a river’s floodplain; development site 

lies between two major urban roads – pedestrian traffic 

is fractured, unlike the car meant routes; dysfunctional 

student and visitor public space; high crime rate – 

notably on the campus’ alleys; meaningless landscape 

– no reference connects the campus  or the related 

public spaces to the site’s history, or its importance for 

the urban identity; the heritage site is completely 

isolated from its most available public; no national 

references are found within the landscape of a national-

grade university. 

- The cultural reference was picked on the 

following basis: 

o A world grade, troubling cultural reference, 

o Subject actuality, 

o The general brand value of the cultural 

production, 

o The impact on the social target of the 

landscape project. 

The concept design method used words as construction 

tools. Seven key-word sets are identified within the 

development of the concept by a seven-color code. It 

marks the transformation of the keywords on 

successive stages of generality – from the abstract start 
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irony up to the material features meant for the 

composition. 

The following punk landscape concept emerged: 

- The Da Bread Code –  social valuation of 

industrial heritage elements: industrial site 

reconversion and landscape integration within 

contemporary urban tissue (ironic reference to Dan 

Brown’s novel in 2003 -  The Da Vinci Code) 

- Key-word – semantic (re)conversion 

- Themes: 

o Industry (red),  social responsibility / honor 

(blue), tradition (brown), efficiency (green), 

connectivity (cyan), security (violet), food (yellow) 

 Yellow: I wish we could chat longer but... I’m 

having an old friend for dinner (Hanibal Lecter quote – 

The Silcence of the Lambs) 

 Violet: Belive me, you don’t wanna have the 

‘Lecter’ inside your head (FBI officer – The Silence of 

the Lambs) 

- Concept: 

o Hyerachy (red), identity (blue), rage breath 

(brown), natural selection (green), gearing (cyan), 

assurance (violet), sublimation (yellow) 

 Red: I do wish we could chat longer but... I’m 

having an old friend for dinner (Hanibal Lecter quote – 

ibid.) 

 Blue: Belive me, you don’t wanna have the 

‘Lecter’ inside your head (FBI officer – ibid.) 

- Strategy: 

o Organisation (red), militancy/aggregation (blue), 

underground/intimacy (brown), eco-versatility 

/hardiness (green), landscape (cyan), apropriation 

(violet), symbolism (yellow) 

 Violet: I do wish we could chat longer but... I’m 

having an old friend for dinner (Hanibal Lecter quote – 

ibid.) 

 Brown: Belive me, you don’t wanna have the 

‘Lecter’ inside your head (FBI officer – ibid.) 

- General Proposal: 

o Rye field (red), spaces of expression (blue), 

retreats/cells (brown), mechanics (cyan), usefulness 

(violet), biodiversity/trophic pyramid (green), culture 

(yellow) 

 Green: I do wish we could chat longer but... I’m 

having an old friend for dinner (Hanibal Lecter quote – 

ibid.) 

 Yellow: Belive me, you don’t wanna have the 

‘Lecter’ inside your head (FBI officer – ibid.) 

- Details (symbols): 

o Rythmed plantations/gunracks (red), mobile 

platforms betwen the industrial site and the student 

campus/ bread truck (blue), trenches (brown), 

environmental restoration (green), self-service machine 

equipped terraces (cyan), sport-leisure (violet), 

alleys/furnaces-fire-steam (yellow) 

 Cyan: I do wish we could chat longer but... I’m 

having an old friend for dinner (Hanibal Lecter quote – 

ibid.) 

 Red: Belive me, you don’t wanna have the 

‘Lecter’ inside your head (FBI officer – ibid.) 

The two innuendo quotes were selected to be 

representative for the movie. 

On every stage of the scheme, the same two text 

(cultural) references are used in such a way that from 

the first stage up to the last, the two lines are assigned 

all the colors of the code. This is relevant for the 

subliminal design of the park through the stage 

references as following:  

- I wish we could chat longer but... I’m having 

an old friend for dinner (Hanibal Lecter quote – The 

Silence of the Lambs): food (theme); hierarchy 

(concept); appropriation (strategy); biodiversity/trophic 

pyramid (general proposal); ), self-service machine 

equipped terraces (details – symbols) 

- Belive me, you don’t wanna have the ‘Lecter’ 

inside your head (FBI officer – The Silence of the 

Lambs): security (themes); identity (concept); 

underground/intimacy (strategy); culture (general 

proposal); rythmed plantations/gunracks (details – 

symbols) 

The key-word listings associated with the movie quotes 

are meant to evoque – in the designer’s interpretation – 

the meaning of the quotes. 

 

Results and Discussions 
 

Unsubstantiated landscape design is basically the 

worse attitude in regard of the sustainable 

development. The lack of head concepts leads to 

inconsequent attitudes towards the protection, 

valuation or the enhancement of landscape’s attributes, 

determining resource waste (energy, soil, bio- and 

cultural diversity). 

The concept design method is only the beginning of the 

park design. It is essential that throughout the 

following design stages the punk attitude of the 

concept to be preserved. To support a better 

transmission of the riot and hope messages between the 

concept designer’s clipboard and the material 

landscape there would be necessary a few adjustments: 

- Concept complexity must increase, reflected 

in more quotes and more many keywords.  

- An alternative concept development would be 

tree-structured, which would provide better peripheral 

diversity. Yet, this would increase the dilution of the 

start-up message from abstraction to landscape set-up. 

- Constant assistance of the concept-responsible 

(either concept designer or landscape architect) would 

ensure a better transmission of the initial nuances 

(irony, humor, sarcasm etc) throughout the design and 

set-up stages, thus enriching the esthetics of the final 

product. 

 

Conclusions 
 

The concept designs as emerging from the presented 

method are only addressed to landscape architects, but 
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it is desirable for the concept products to reach the final 

beneficiary, the society. 

Even if punk landscaping is not by itself a panacea of 

landscape culture, the unsubstantiated landscape 

designs are actually the greatest cultural sustainability 

threats. The lack of message in a communication media 

is likely to be speculated by short-sighted policy 

makers [8] or even worse, by companies promoting 

consumerism – the thesis that consumption plays the 

central role in promoting individual happyness [3]. 

Community gardening centers could be ideal promoters 

of punk landscaping, since they are/should be 

developed as noncommercial, nongovernmental 

organizations. They would promote non- and anti-

commercial landscape creation, maintenance and 

protection through personalized, site specific 

approaches, taking into account environmental 

restrictions and opportunities, social reactivity on civic 

issues, cultural identity and economic sustainability.  

A global revival of punk would not affect only 

landscape architecture, but all culture’s fields. In this 

context, landscaping would ensure the long-term, post-

riot perspective, as well as some of the riot marketing 

tools. This new punk would therefore be well described 

as green punk: cultural reaction against the complex of 

crises in the beginning of the new millenia, expressed 

in all the domains of culture as critical–disruptive 

attitude toward the unsustainable socio-environmental 

system accompanying hope for sustainable changes. 

Even if the new wave would only share some of the 

1970’s subcultural punk features, a final conclusion 

emerges: punks not dead ! (The Exploited album, 

1981). 
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