PART 1

Nowadays, children know more corporate logo's and brands than bird or
tree species. The average Western person seems to worry more about the
instability of financial markets and mortgage interest deductions than
about hurricanes or floods.

We seem to be living in a time in which the ‘made’ and the ‘born’ are
fusing. The hypoallergenic cats are already on the market. Plants are
used as sensors, information displays and chemical factories. Animals
are being augmented and branded. Plastic surgeons sculpt flesh to
match retouched photographs in glossy magazines. In response to donor
organ shortage, researchers are working on a 3D organ printer.

Real nature is not green. It is out of control. Our technological

world has become so intricate and uncontrollable that it has become a
nature of its own. Games have become jobs. Second life is not
sustainable. Digital world metaphors are boomeranged into our physical
environment. Wine making has become an information science. Everyday
robots give massages and take care of the children. RFID chips open
doors, they might be infected, but nonetheless are edible.

How should we relate to these developments? How will we design? How

will we build? How do we relate to our environment? How can we create
humane technology? We call upon these questions to develop the future
of communication.

PART 2

Contemporary culture-makers spy on the world through the window of the
computer. By blogging, Googling and gaming they map new spaces, with
an important role for the anarchy of images and text placed on

YouTube, MySpace, Second Life and other communities and platforms for
expression. Meanwhile, new forms of creativity are proliferating like
wildfire. The Crossover has justified its existence!

Culture is searching for its bearings in an unknown territory. The new
media aren’t new anymore, and the boundaries between artistic
disciplines have effectively disappeared. Reality and virtuality are

on equal footing; the public arena is limitless. What we’re currently
seeing is that the traditional platforms are changing places. Museums,
public television networks, newspapers, magazines and even familiar
Internet sites are losing status, while other, more temporary means of
creative expression get all the attention and acclaim.

What does this mean for art- and culture-makers/producers?

PART 3

Welcome to the mobile world of quotes, essays, statistics and
factoids, all reflecting the very young state of the art in wireless
thinking. This publication asks what it means to become cellular,
think wearable and live mobile. Liberated from cables and heavy
objects, the new human condition of always being available is a
remarkably light and unreflected one. Mobile phones seem to fit in
almost unconsciously our busy everyday lives.

Involvement of artists and designers in the development of both mobile
interfaces and content is still in an early stage. The main reason for
this could be the proprietary nature of the devices and their

software. It is yet uncertain what visual culture the mobile
environment will bring. How colorful will the mobile world be? Is it
appropriate to make a comparison with the Internet? Usage of mobile
phones may exceed that of the Net, but are users and producers of
content in control to the same extent?

Will visual culture disappear in the future and will we instead, for
instance, use our ears to experience beauty and excitement? Now that
globalization has brought us worldwide visual inflation, we are

closing our eyes and opening up other senses and exploring new parts
of the body. The question than becomes: will we get a similar imagery
delivered on our mobile devices, this time embedded in our bodies?
Does it really make sense to repeat the telephone, radio and
television culture of the twentieth century, this time delivered in

a matchbox?

The current situation concerning wireless technologies seems to be
ambivalent. Whereas the use of mobile phones worldwide seems
unstoppable and continues to grow in an unprecedented pace, the
involvement of artists seems to grow roother more slowly. It seems
hard to go beyond the level of the ordinary consumer.

However, over the past few years we have seen a gradual rise in arts
project which use ‘cellspace’ as their communication environment. Who
else are promoting mobile phone projects in order to shape a rich and
diverse public space within this highly commercial, and controlled
virtual environment? The so far problematic relationship between the
more or less free Internet environment and the highly edited
information streams accessible via mobile devices is certainly a
controversial topic which is not going to be resolved overnight.

Mobile technology has liberated objects from their serfdom. Objects
are no longer bound to a determined locality. Instead of staying

behind when we go on the move, the techno objects are accompanying
us

in an almost unconscious manner. Mobile phones express an ambivalent
relationship towards locality. While mostly used nearby home and the
workplace, cellphones are also part of global information systems.

We carry PDAs and mobile phones of our choice close to our body as if
they were our most intimate friends. I've seen this even in my own
classrooms! Often, people don’t even get that close, compared to the
invasiveness of ‘wearable’ technologies. They are truly becoming
‘extensions of man’, as Marshall McLuhan once described media. As
cyborgian fetishes for the masses, the tiny electronics navigate us
through our busy everyday lives. They assist us in finding the right
information ecology (whose call to answer, who to block, which SMS to
answer). They help us to beat boredom. Handy phones and portable web
browsers reflect the global condition of electronic herds of hyper
individual subjects as ‘projects’ (Vilem Flusser). Always on the move,
always accessible, 24/7, on every possible spot you can imagine.

The other side of techno-mobility is the liberating dimension of
Becoming Mobile. To operate ‘mobile minded’ gives us the possibility

to freely move around, question authority and predetermined behavior.
Freedom of movement is an essential human right and with it comes the
possibility to leave behind conservative frameworks which try to stick
us to one place and one position, one ideology, thereby preventing
people to design their own mindset.

Mobile freedom can only be reached in a ‘negative’ move in order to
defend individual liberty. Liberty means liberty from, and in this

context this means the free

dom to define ones own technology standards, beyond the phraseology of
‘consumer choice.’ Technological liberty is a negative. In the act of
warding off interference of global telco corporations and their

willing government executors, mobile-minded users are shaping their
own awareness of digital aesthetics.

RETROSPECT

The media have become our filters, through them we survey the world
around us. Media experiences are often more satisfying than real
experiences. Do we actually still have real experiences or are all our
feelings and thoughts dictated by the information society? And if
that's the case, how bad is this anyhow. A program on the synthesis
between appearance and reality.

QUOTES TO PONDER

"When | was a kid | had the feeling that the people on TV were
actually inside the tv. And | used to wonder where the went when |
turned of the TV. I still have this feeling that it hurts the TV when
it turn it off."

"Physically things are still quite clear. | have a body and where my
body is located, that is where | am. This is how it was around 10.000
years ago. But these days this notion of place has become outmoded or
at least muted. When | watch TV, an exiting film, say, I’m more or

less in the film. It’s the same when I’m on the phone, physically I’'m

in the same place but socially | move towards the other person at the
speed of light. And all fast food restaurants look the same even
though they’re in different places. The same goes for airports,
suburbs, and inner cities. And will also apply in future to nature
conservation areas. But where am | really?"

"We’re actually attempting to double reality. People have always made
representations. It began with the cave paintings, developing into
painting perspective, the printing press, photography, television into
the virtual, interactive reality machine cave. But we haven’t changed
biologically. We’re still the same stinking animals we were ten
thousand years ago. Even though we know things."

"When the lumiere brothers showed the film ‘I’arive dus train’ a
century ago, people ran out of the cinema to escape the approaching
train. Now we stay in our seats because we expect this of a medium.
We’ve updated our media schemas. Physiologically we’re still tempted
to run away but cognitively we know we don’t need to. And each time
technology comes up with something new we’re fooled again. In the
meantime there’s a growing gap between the human physicality and
cognitive knowledge. A gap between what we know is possible and what
is natural.”

"l once participated in an experiment in which | was put in an

entirely green room. In the beginning things were quite green, but

after a while, it all became green. It would not have been efficient

if | would have kept on thinking: ‘Oh it is all so green.’ That

thought wasn’t informative anymore, so | adopted. When | left the room
everything seemed red, which is the opposite of green. Something
similar developed with the media. A perceptual illusion of non-
mediation has occurred. We are in the media room now, and we have
adopted ourselves. And this is a good thing because we will not be
leaving this media room anymore."

"There are no longer media representations, just real things. You

could also say there are no real things, only media representations.
You can’t see the difference now between real and representation. You
can no longer experience something without referring to media
experiences. Media representations have become more real and
satisfying than actual things."

"Breaking up with someone happens every day in the soaps, but
hopefully not as much in real life. And if it happens to you it’s

useful if you’ve developed a vocabulary of strategies culled from the
media to use when you need them. In the past, your neighbour or
someone in the town you lived in probably told you how to sort out
difficulties or deal with things."

"When you see this from outside, you thing: “We’ve became actors,

we’re no longer authentic”, but if you think about it longer, it’s actually a
positive development because it means we all understand

each other and share a rich collective memory. Authenticity is perhaps
being forced into the background although it’s compensated perhaps by
allowing us to quickly reach a certain dept."

"A city kid who always washes her hair with pine shampoo and one day
takes a walk in the forest with her father says: “Daddy, the woods
smell of shampoo.” People who still saw that wood as simply a wood,
find this horrendous and complain of commercialisation. But how was it
before? Then, the woods only smelled of woods. What’s so interesting
about that?"

"We play lightning chess. We are developing an agile, montage-like and
concise way of thinking which enables us to comprehend complex
phenomenon. We read images with critical detachment. We don't let ‘the
facts' confuse us, for fear they are taken out of context, fragmented

or simply a lie. We read more than ever before, but mainly in a
fragmented fashion. We weigh desinformation against manipulated
imagery.”

— all Quotes requoted from the wood smell of shampoo by
Dutch Designer van Mensvoort



