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PREFACE

PREFACE

This report will provide a background relative to the use of complex and quality 

space in Shopping Malls. Today, malls are not only used for merchandising but also 

for leisure activities and, due to consumer demand, lifestyle merchandising methods 

have become the main design concept of the spaces.

In the Mall there are two obvious goals for commercial effects: one is to attract 

people from the urban system to the retail space; the other is to arouse their con

sumptive interest and keep the shoppers within the mall. A  main design idea in

cludes using “objective visual angles” to make the visual images more dynamic, 

dramatic and appealing.

In this report, I also intend to present advanced general factors of “novel” and 

effective designs, and describe the interchange of influences between shopping malls 

and their surrounding urban environments.





INTRODUCTION

Fig. a: Via del Clubbonarl In Rome. It has existed since 
ancient times. Earlier, the street was known as a center for 
making and selling vests and doublets. Today, most of the stores 
sell all clothing, and there are other things to buy as well. (Allan B. 
Jacobs, Great Streets, 1993: 25)

IN TRO DUC TIO N

The Shopping Mall concept is an 

important part of the urban spatial 

system; it connects commercial and 

leisure activities in an artificial envi

ronment, whether it is an enclosed 

mall or an outdoor mall. The combi

nation of effective spatial, commer

cial and leisure factors not only 

satisifies the shoppers' and visitors' 

need for visual stimulation, but also 

satisfies their leisure requirements by 

the availability of various relaxing 

activities.

This 'marketplace' gradually 

evolved from traditional fairs (Fig. a),
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which expressed person-to-person 

trade and contact, to the modern 

spatial concept, which expresses the 

relationships between space and 

people by commercial and leisure 

considerations. (Fig. b)

In consideration of the develop

ment of the host city, the shopping

Fig. b: The Town Square in Basildon. All People gather 
here, not just visitors. The places are the settings for continuous 
formal and informal entertainments. Each is different from the 
next, and there are always restaurants or coffee shops, as well 
as food stalls and other attractions. (Garden Michell, Design in 
the High Street, 1986: 114)

mall itself usually changes the envi

ronment and is designed to avoid 

interfering with traffic, while creating

reasonable and attractive spatial

arrangements.

This Report will initially give a 

basic understanding of the structure 

and concept of shopping malls: the
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activities of a shopping mall result 

from the strolling behavior of pedes

trian traffic. People enter from urban 

traffic systems into the shopping 

space; it is a respite from the imag

eries of chaotic urban spaces. One 

usually passes through an attractive
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entry, sometimes preceded by a 

foliated area which can reduce per

sonal pressure, and transit to an area 

which is visually and physically satis

fying and stimulating. (Fig. c)
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Fig. c: A section of Champs Elysees, Paris 1980s and ///us- 
tration of structure. The relation of the urban traffic system to 
the shopping space and spatial formation. (Illustration by Author)
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I. DEVELOPMENT OF THE MALL'S CONTEXT

I. DEVELOPM ENT OF THE  

MALL'S CONTEXT

There are many ways to discuss 

the development of a shopping mall's 

context. I will emphasize the stages 

of basic 'form-types’ to correspond 

the relationship between spatial 

forming and the shopping culture, 

then address the development of 

shopping malls as a transformation of 

public space into concentrated areas 

which relate to their original environ

ment.

Thus, let us examine how a shop

ping mall develops from an embryo to 

the type of pedestrian mall that we 

are nowfamiliar with.
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1. Initial Development

Fig. 1-1-1: Passage du 
G rand Cerf, Paris, 
1825-. An interesting 
development of the ar
cade building type, since 
it exemplifies a new sys
tem of access and the 
arcade space is the 
height of a normal urban 
building. Colorful shop 
signs hanging at differ
ent heights offer varying 
perspectives. (Johann 
Friedrich Geist, Ar
cades, 1985: 488)

1900's~ 1950's

While the mall as we know it 

developed during the early years of 

the twentieth century, the basis of the 

shopping mall concept existed previ

ously: it was a development of the 

earlier "glazed shopping arcade.' (Fig. 

M-1)

Responding to necessary major

Fig. 1-1-2: Saint-Die, 
France, 1945.
Le Cobusier's plan for 
the reconstruction of the 
center of the city. Using 
the plan, Le Cobusier 
communicated the new 
ideas that reorganized 
the fragm entary com 
mercial behaviors to the 
cooperative style for 
complete merchandising 
in the city. (W. Boesiger, 
Le Corbusier Oeuvre 
Complete 1938-1946, 
1961: 45)

city redevelopments in the 1940s,

urban projects like the plan for the 

central area of Saint-Die (Fig. 1-1-2)

exemplifies a new attitude. 1 The new 

development occupied green-field 

sites, and considered the constraints 

of adjoining uses, plot form, urban

1 Le Corbusier’s 1945 plan for the 
reconstruction o f the central area 
of Saint-Die exemplifies an attitude 
of futurism  —  culture, adm inistra
tion, sport and other —  in an exten
sive open pedestrian  podium . (Le 
Corbusier Oeuvre Complete, 1938- 
1946, W. Boesiger, 1961: 45)
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Fig. 1-1-3: Early Plan of Toledo, Ohio, 1950, for an out-of 
town commercial center. The plan grouped the buildings 
around an open triangular court, and arranged the pavilions be
tween a loose network of pedestrian spaces, described for the 
first time in such schemes as 'malls’. (John J. Fruin, Pedestrian 
Planning and Design, 1977: 08)

density and circulation patterns. 

However, the existing constraints 

were partially secondary to commer

cial purposes, and resulted in a 

considerable 'looseness' in the 

relationship of individual pavilion 

buildings to each other and to their 

pedestrian spaces.

In the 1950s, improved but less 

than ideal designs of the centralized 

concept were established in the 

United States. In the overall Toledo, 

Ohio, Plan (Fig. M-3), open spaces 

existed between irregularly designed 

pavilions. Another example of this

Fig. 1-1-4: Northland Center Plan, Detro it In Northland, 
which Victor Gruen Associates designed for Detroit, Michigan, 
the character of the center as a campus of rectangular pavilions 
is clear. (John J. Fruiu, Pedestrian Planning and Design, 1977: 
09)

open-area, irregular design pattern is 

the Northland Center Plan for Detroit, 

Michigan. (Fig. 1-1-4)
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Fig. 1-2-1: Don Mills Center, Toronto, 1960: view o f down 
refurbished mall (above) and square formed at mall Junc
tion. A development was successfully refurbished and its mall 
character brought up to date in 1978 by roofing and repairing the 
mall, and planting a row of trees in its center. (Barry Maitland, 
Shopping Malls: Planning and Design, 1985: 35)

2. "Center of Space" Concept

1960s~

During the 1960s, because of 

developing modernism and rational

ism in architecture, the form-type of 

mall was still a ‘parallel-side* design 

for buildings, plus arcade corridor 

connections. At the same time, the 

concept of ‘center of space* was 

included in the mail's design. Addi

tionally, although the doors might be 

removed from shop-fronts and floor 

furnishings displayed externally, the 

line of demarcation between public 

domain and private display re

mained. (Fig. 1-2-1)



I - 2 "CESTER OF SPACE" CO X C E ir 10

Malls may be either enclosed with 

a covering, or unenclosed. The

structure of the "centralized" mall

%
RETAIL
ifAce

jC m /i
*TAcE

provided a carefully modulated se

quence of conditions, and stressed 

the centering of spaces from short 

entrances of sidemalls or open 

spaces to a strongly articulated 

central place. A  spatial sequence 

provided easy and unrestricted

Fig. 1-2-2: The basic structure of the m ain spatial center access tO all functions Of the mall. (Fig. 
In a shopping m all. (Illustration by Author)

1-2-2)

The functional uses of the spatial 

center are determined by the variety 

of goods and services offered by the 

mall, and also its attractiveness and 

easy accessibility. For the majority of
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F ig . 1-2-3: Santa
Monica Place, Los 
Angeles. The view 
of free-standing deco
rations in the indoor 
square. In the interior 
design, the huge eu
calyptus forms the  
center of the mall, and 
other characteristics 
create the motif of a 
tropical island.'
(Photo by Author)

the large centers, a two-level mall 

arrangement achieves these objec

tives and does not require unconven

tional plan designs. However, the 

principles of compression and elabo

ration may be applied to achieve 

more dramatic and intensified ver

sions of familiarity. (Fig. 1-2-3)
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3. Revival of the Arcade Principle

Fig. 1-3-1: Tucson Mall, 
Tucson, Arizona.
One of the basic goals of 
a shopping mall is to de
velop a festive environ
ment to attract people. In 
the Tucson Mall, besides 
the blue-tiled fountains  
and plants everywhere, 
there are also "sunroofs” 
showing the blue sky in 
Tucson. (Photo by Author)

1970s~

In addition to the functional effects 

of a traditional arcade, the usage of 

natural daylight is another important 

consideration in the shopping mall. It 

improves the environmental quality in 

an enclosed area. 1

In the enclosed malls of the 1970s, 

there was a distinct evolvement and 

improvement due to the utilization of 

glazed roofing. (Fig. l-3-i)

Due to boredom from the "usual" 

commercial malls, special climate, 

and preferences for specific types of

1 Using arcade space offers a con- 
venlent and high quality space for 
shoppers, and Improves the manage
ment of space. (Illustration by Author)
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R g. 1-3-2: Stanford Malt, 
Palo Alto, California. 
Entrance to the covered 
square from open mall 
(above), and view of opened 
arcade corridor Qeft). The 
climate allows the arcade 
to take an open form. There 
are a series of linked open 
and roofed spaces. (Photo 
by Author)

merchandise or services, the design 

of certain malls m aybe quite distinc

tive. An example of a special type of 

mall, with partial arcade applications, 

is the Stanford Mall in Palo Alto, 

California. (Fig. 1-3-2)
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4. Visual Shopping

In adopting the tactic of Visual

merchandising' \  the character of the 

setting is considered to be equally or 

more important than, for example, the 

price-competitiveness of the product. 

Certain shopping mall stores followed

1 " fla f/rer it was f/je  ability of the 
device to act as a focus for what was 
termed ‘visual m erchandising1, 
which was, according to the New 
York Times, instrumental in 'trans
form ing the stodgy, fam ily-orien
tated department store into a virtual
amusement p a rk ......part store, part
theater, part center fo r continuing 
education." (J. Kornbluth, The depart 
ment store as theater, 1979: 30, 32)

a route that had already been pio

Fig. M -1 :  Horton
Plaza, San Diego, CA. 
View of part of the main 
space and pedestrian 
passage. Consumers 
feel a sense of space 
from levels and the spa
tial Images, (Photo by 
Author)

neered in a number of other shopping 

places.

The development and subsequent 

success of many specialty malls in 

the United States is based on Visual 

merchandising’ and is illustrative of 

the importance of the mall, or public 

space, in terms of its psychological
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attraction rather than its technical 

performance. (Fig. 1-4-1)

Therefore, the mall is a ‘magnet,’ 

which draws shoppers to itself 

through sheer force of character; its 

arrangement of space and a focal 

point for consumers provides a 

marginal attraction. And the essence 

of this magnetism is the notion that 

shopping can be a pleasurable, 

social experience. It is an important 

factor, and has become a wide

Fig. 1-4-2: Ghlrardelll Square, San Francisco. A visitor's 
guide to a half-hour walking tour & view of central space.
The central courtyard was excavated to form an underground 
multistory car park, topped by pavilions, canopies and open ter
races which linked the old buildings surrounding them. Following 
the guide, visitors can get any place and enjoy the whole mall. 
Live performances by musicians and artists are also regularly 
scheduled. (Photo by Author)

spread objective of pedestrian 

projects. (Fig. 1-4-2)



I - 5 FUTURES OF A PEDESTRIAN MALL 16

■“n t 3  Urban Vehicular Traffic 
Pedestrian Traffic

connecting the various 
segm ents of an urban 
system. (Illustration by 
Author)

5. Features of a Pedestrian Mall

As used today, "shopping mall" 

denotes a new kind of street or plaza 

in central city business areas which is 

oriented toward pedestrians and 

served by public transit. (Fig. 1-5-1)

Because malls attract large num

bers of people in a city, there are two 

features of pedestrian malls which

can blend the urban and shopping 

spaces well, and also highlight the 

fascination with the city.

Festival Marketplaces 

Festival Marketplaces attract a

Fig. I-5-2: Street Artists at the Castown Pedestrian Mali, 
Canada. An humanistic and cultural shopping style Is the main 
theme of entertainment in this festival mall. (Photo by Author)

free-spending crowd, but high sales 

figures can result more from the
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volume of customers than from the 

prices of the merchandise. Festival 

Marketplaces in the United States 

began in the early 1960s with 

Ghirardelli Square in San Francisco, 

CA. (Previous Fig. I-4-2), and are retail

Fig. I-5-3: Faneuil Hall Marketplace, Boston, Mass.. View 
of outdoor eating areas, located behind historic Faneuil Hall 
near the Boston waterfront The renovated buildings were com
pleted between 1976 and 1978, and outdoor plazas with ameni
ties and an ambience related to the historic character of the exist
ing buildings and street furnishings. This concentration of the 
postwar generation at the market gives some support to the gen
eral impression that it is a haven for young urban professionals. 
(Harvey M. Rubenstein, Pedestrian Mall, Streetscapes and Ur
ban Space, 1992: 235)

areas anchored by food and enter

tainment facilities oriented toward 

tourists and the evening and week

end entertainment-seekers. (Fig. 1-5-2)

^'^Z/swkf'X  
•-°FFee v  J

— XT

1 Illustration of Shopping mall for 
Festival marketplace Projects. 
(Illustration by Author)

With the development of these 

festive marketplaces, added purpose 

was given to urban spaces so people 

could also dine and shop. 1 Some 

examples are Faneuil Hall Market-
Fig. 1-5-4: Harborplace and the Inner Harbor, Baltimore, 
Maryland. View of amphitheater area. Harborplace is 
comprised of a group of restaurants and cafes, market shops, 
small eating places, specialty shops, pushcarts, and kiosks 
totaling 140 tenants. The buildings echo wharf buildings that 
were formerly on the site. (Harvey M. Rubenstein, Pedestrian 
Mall. Streetscapes and Urban Space, 1992: 238)

place in Boston, Massachusetts (Fig. 

1-5-3), and Harborplace in Baltimore, 

Maryland. (Fig. 1-5-4)
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Mixed-use Projects

Mixed-use projects combine retail 

uses with other facilities such as 

office, hotel, residential and/or con

vention facilities. Mixed-use projects

Fig. 1-5-5: Harbour Island, Tampa, Florida. View of festival 
market building and plaza adjacent to Tampa Bay. The overall 
mixed-use development will eventually have office space, spe
cialty retail, restaurants, hotel and conference rooms, and resi
dential condominiums with covered parking. The mixed -use de
velopment has the concept of an Old World festive market. (Harvey 
M. Rubenstein, Pedestrian Mail, Streetscapes and Urban Space, 
1992: 261)

Fig. 1-5-6: W orld Financial Center Plaza, Battery Park, 
New York City. View across marina area toward the Center 
Winter Garden. The plaza was a collaborative effort of the 
building architect, landscape architect, and two artists. It has 
several specialized areas. Outdoor cafe dining areas are close 
to the office buildings, and are buffered from major pedestrian 
circulation by rows of trees and a linear fountain with a water 
fall. Stepped terrace areas lead to the main plaza area where 
granite benches in seating areas look out to views of the marina 
and Hudson River. (Harvey M. Rubenstein, Pedestrian Mall, 
Streetscapes and Urban Space. 1992: 248)

often have major pedestrian-only 

spaces. Their intent is to bring to

gether activities that are mutually 

reinforcing, such as stores that ap

peal to hotel guests or business 

visitors, and that, in turn, help attract 

people to the hotels and offices.2 

Two examples of these malls are 

Harbour Island in Tampa, Florida (Fig. 

1-5-5), and the World Financial Center 

Plaza in New York City. (Fig. 1-5-6).

2  Illustration o f Shopping mall for 
M ixed-use Project. (Illustration by 
Author)

Another special new project hav

ing many pedestrian-oriented spaces
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is Horton Plaza in downtown San 

Diego, California (Fig. 1-5-7). It is a 

combined downtown shopping center 

and mixed-use facility, with outdoor 

pedestrian-only areas.

Fig. 1-5-7: Horton Plaza, San Diego, California. View of 
building facades at entrances. This mixed-use downtown mail 
sprawls across an 11.5-acre site that covers nearly seven square 
blocks. It combines elements of both a pedestrian mall and a 
conventional shopping center. The development also includes 
restaurants, fast food, gourmet market, specialty shops, pack
aged food, and movie theaters. (Photo by Author)
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II. CHARACTERISTICS OF A 

MALL

In the light of the previous discus

sions of form-type, the basic intents 

of a shopping mall in an urban space 

may be to:

a. Form a district of shopping 

areas in an urban space;

b. Build a strong articulated center, 

which attracts people to enter the 

place;

c. Employ the idea of an ‘arcade* 

to define shopping activities;

d. Improve the quality of visual 

shopping; and

e. Offer varied-use space and/or 

form a pedestrian-oriented environ

ment.

20
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Additionally, an ideal shopping 

mall will be extensively defined in this 

section. The mall should be a center 

which sparkles with natural light, 

foliage, fountains, and an otherwise 

high-quality environment to stimulate 

advertising and people’s activities. It 

should also reflect interest and lack of 

standardization in construction, with 

unbroken views. Above all, people 

should receive the impression that 

the mall is a place in which visiting 

and shopping is really a pleasurable 

experience.
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1. Basic Concept

The commercial goal of shopping 

malls is to create an environment to 

which people will be attracted, and in 

which they will shop in comfort and 

pleasure. The main reasons for 

‘defining’ the mall, whether the design 

is an enclosed or open-space type, is 

to control the environment outside the 

urban traffic system, thereby influenc

ing the response of shoppers.

Despite these objectives, relatively 

little research has been conducted 

into the personal factors attracting 

shoppers to ‘abounding’ centers. 

However, major known principles are 

worth noting:
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Fig. 11-1-1: Citadel Mall, 
Los Angeles, California. 
View of the entrance 
(above), and the corhdor 
(left) The entrance to the 
Citadel Mall combines the 
splendid styles of an an
cient imperial palace, and 
the expressed perspective 
aisle forms prominent and 
inviting attitudes. (Photo by 
Author)

Fig. 11-1-2: Santa Monica Place, Los Angeles, California. 
View of the atrium landscape. Because of the focal point and 
layout of the plan, the center attracts most shoppers. (Photo by 
author)

A. There should be a noticeable 

visual difference between the exterior 

and interior.

B. Entrances to malls should be 

prominent and inviting from the out

side, but less conspicuous from 

within the mall itself. (Fig. 11-1-1)

C. Layouts should be simple, with 

a focal point providing a center for 

shoppers’ attention. (Fig. H-1-2)

Shopping becomes a feature of 

‘intimate’ daily life; thus, shopping for 

daily necessities, potentially a chore, 

may be elevated to a social pleasure 

or even a pseudo-theatrical event.
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Fig. 11-1-3: Triangle Town Square, Los Angeles, California. 
View of the main gate. People sit at the front entrance of Triangle 
Town Square to chat and enjoy the sunshine with friends. The 
imageries of leisure attract the people from outside; it also is an 
arrangement of people by incidental visibility. (Photo by Author)

Fig. 11-1-4: Tucson Mall,
Tucson, Arizona. The cor
ner at a hair salon. It uses 
extensive glass to exhibit the 
activities of services for men's 
or women's daily require
ments, and draws the rela
tionship closer between the 
shopper and retailer. (Photo 
by Author)

There are some inherent qualities, 

cited by Thompson, J. McC (1979) 

which may generate a mall's attrac

tion:

A. People and Activity are inher

ent: initial animation attracts outside 

people, who attract more people, 

which allows the conditions of social 

interaction that are basically satisfy

ing. The arrangement of people for 

visibility by other people is very 

important. (Fig. 11-1-3)

B. Real Utility: the marketplace 

offers goods and services which 

substantially relate to daily need. (Fig. 

11-1-4)
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Fig. 11-1-5: Looney Tunes U.S.A., Arlington, Texas. View of 
Gift Shop and an example of pseudo-period commercial design. 
All kinds of fantasy have prevalently been employed in the spatial 
designs. (Grant Camden Kirkpatrick, Shops & Boutiques, 1994)

Fig. li-1-6: Horton Plaza, 
San Diego, California. 
Nightlife and soft light. 
Nightlife exhibitions with 
soft or classical music 
stimulate romantic emo
tions in Horton Plaza.......
(Photo by Author)

C. A  Decorative Environment: 

pretense and fakery are prevalent in 

American commercial designs. They 

are used in most of the retail spaces 

in the mall. (Fig. im -5)

D. Inherent Novelty and Change: 

street theater and seasonal displays 

and promotions add to a changing 

texture of visual shopping. (Fig. 11-1-6)

E. Inherent Esthetic Pleasure and 

Sense of Quality: there is an impact 

on all the senses from the stimuli of 

goods and people. There is also 

pleasure to be derived from con

structed elements, both old and new. 

rhythmic facades, design of streets,
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Fig. 11-1-7: Castown Old Street Mall, Vancouver, Canada. 
A glimpse of the street. Outdoor eating areas and coffee shops 
along the street. People enjoy the intimate and free feelings of the 
city. (Photo by Author)

Fig. 11-1-8: 3rd Street Promenade, Santa Monica, Los An
geles, California. View of the texture and facades. It is an 
exhibited vitality that the district is communicating to young men. 
(Photo by Author)

sparkling lights, feathery trees, soft 

planting, colors against the grey 

granite and red brick. In a world of the 

shoddy, people respond to quality 

because it expresses the investment 

of time, money and attention; it tells 

them that someone cares. (Fig. 11-1-7)

F. Genuine Meaning in an Urban 

Context: despite its private owner

ship, the mall is not a private enclave; 

it has been designed to reinforce the 

vitality of the city’s downtown area by 

giving it a needed focal point and 

answering its many needs on an 

intimate and personal scale. (Fig. 11-1- 

8)
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2. Basic Design Types

There are two main basic types of 

shopping malls: one is an enclosed 

mall, which accomodates customer 

and vehicular traffic in an enclosed 

space, and constructs its own context 

of space with complex layouts or 

various facades for commercial 

decoration; the other is an outdoor 

mall, which has no provisions for 

vehicular parking, exemplifies the 

traditional outdoor marketplace, and 

is more intimate with the city.

Types o f Enclosed Malls

In order to address some basic 

characteristics o f‘enclosed’ malls
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Fig. 11-2-1: Basic facilities and characteristics o f most
malls are Illustrated above. (Illustration by Auther)
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Fig. 11-2-2: /  —  shaped Mall. Anchor tenant is the main retailer, 
such as a department store. Alternate anchor tenant: the other 
main stores in the mall. Satellite spaces include convenient retails 
or mobile retails, pivots of movement and indoor landscape. (Clive 
Dartow, Enclosed Shopping Centers, 1972)
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(Fig. 11-2-1), it is also necessary to 

examine the general variations in 

designs. 1

1 Clive Darlow also published In
formation relating to the enclosed 
mall concept. (ARICS ed.. Enclosed 
Shopping Centers, 1972)

111 —  Shaped

A linear group of stores, which 

may or may not have an anchor 

tenant. (Fig. n-2-2) Most of them are 

located along major thoroughfares, 

and many such centers (shopping 

malls) have a canopy that extends 

over the pedestrian walkway.2 The 

parking area typically lies between 

the public street and the stores.

Pedestrian Flow, with or without 
entry into stores.

The mall should be no longer than Pedestrian Access to retail
entrances.

a convenient walking distance, and of 

a compatible design with other neigh-

2 Shoppers1 movement and access
in an 11 '-shaped enclosed mall. (Il
lustration by Author)
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borhood centers. A grocery or de

partment store, which assumes the 

anchor role in many of these centers, 

lies either in the middle of th e ' I ' or at 

one end.

' L * —  Shaped

The most typical layout for a shop

ping mall. (Figure H-2-3) Ideally, it is

Fig. 11-2-3: L —  shaped Malt. Anchor tenant is the main 
retailer, such as a department store in the mall. Alternate anchor 
tenant is the other main retailers. Satellite spaces include smaller 
stores, convenient retails or mobile retails, pivots of movement 
and landscape. (Clive Darlow, Enclosed Shopping Centers, 1972)

located at the intersection of two 

major thoroughfares, and the shops in 

the ‘U will face toward the street. 

Easy-access parking is located 

between the stores and streets.3 

Generally, service and deliveries are 

at the rear of the stores, where there 

may also be parking for tenants.

< 3 f£D  General Pedestrian Flow

^ —  Access to Retail Entrances

3 Shoppers* movement and access
in the * U-shaped enclosed mall,
(illustration by Author)
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Fig. 11-2-4: Central Anchor- shaped Mall. Anchor tenant is 
the main store in the space. Satellite spaces include the smaller 
stores, convenient retails or mobile retails, pivots of movement 
and landscape. (Clive Darlow, Enclosed Shopping Centers, 1972)

30

Many developers have tried to 

deviate from this basic design, but 

changed their plans when the visibility 

or access to stores in the center was 

reduced. Some of these centers 

have two main anchors, often one at 

each end of th e 'L '.

Central Anchor—Shaped

Many older regional shopping 

centers are not totally enclosed malls. 

(Fig. U-2-4) Rather, the major tenants 

are scattered within an area sur

rounded by support stores. 4 In most 

of these centers, parking is available 

near each major tenant. Recently, 

some of them have been converted to 

enclosed malls.

i —

^ ^ 3  General Pedestrian Flow

^ —  Access to Retail Entrances

4 Shoppers1 movement and access
In a "Central Archor- Shapped Mall,
(illustration by Author)
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Fig. 11-2-5: T  —  shaped Mall. Anchor tenants are three main 
stores. Satellite spaces include smaller stores, convenient re
tails or mobile retails, pivots of movement and Individual retailer 
landscaping. (Clive Dariow, Enclosed Shopping Centers, 1972)
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1T 1 —  Shaped

This mall design places tenants in the 

shape of a ' T ' ,  with three anchor 

tenants located at each end of th e ' T .  

(Fig. 11-2-5) A  problem with this layout 

is that one anchor tenant is not visible 

from the front entrances of the other 

two anchors, which may be an advan

tage for the smaller tenants: consum

ers may be encouraged to shop at 

the smaller stores rather than go 

directly to the larger anchor retailers.5

< ^ —1 General Pedestrian Flow

^ —  Access to Petal Entrances

5 Shoppers' movement and access 
In a ' T-shaped enclosed mall, 
(illustration by Author)

Outside Anchor—Shaped 

Two anchor tenants are placed on 

either end of a rectangular-shaped 

center, with the smaller tenants be

tween them (Fig. 11-2-6), thus encourag

ing shoppers to notice the smaller
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Fig. 11-2-6: Outside Anchor* shaped Mall. Anchor tenants 
are two main department stores in the space. Satellite spaces 
include smaller stores, convenient retails or mobile retails, pivots 
of movement and pedestrian mall. (Clive Dartow, Enclosed Shop- 
png Centers, 1972)
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stores on their route between the 

larger anchors.6

There are also variations to this 

design, according to varying require

ments of the mall.

' U 1 —  Shaped and Others 

Triangles,' U 1 —  Shaped (Fig. 11-2- 

7), and Pentagons are other shapes 

that have become common for re

gional and super-regional center 

designs. The advantages of these 

patterns lie in the location of the 

anchors and secondary anchors, 

which are always at extreme points in 

the overall design. Notice this basic 

advantage in the layout of a ' U '

General Pedestrian Row.

^ —  Access to Ratal Entrances

6 Shoppers1 movement and access 
In an MOutslde A nchor"* shapped  
Mall, (illustration by Author)
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Fig. 11-2-7: U  —  shaped M ali Main anchor tenant is the main 
department store in the space. Secondary anchor tenants are 
the other stores in the space. Satellite spaces include convenient 
retails or mobile retails, pivots of movement and landscape. (Clive 
Dariow, Enclosed Shopping Centers, 1972)
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center: consumers walking between 

the anchors become prospective 

shoppers for the satellite merchants.7

Specialty centers are also being 

built in a variety of shapes and de

signs: an old movie theater, a reno

vated warehouse, a mixed-use/high- 

rise condominium building, and small 

and lovely shopping places are only a 

few examples of the many variations 

in shopping malls which have been 

tried in recent years.

^ =[ J  General Pedestrian Flow.

—  Access to Retail Entrances

7 Shoppers9 movement and access 
In an 9 U '-shaped enclosed mall, 
(illustration by Author)

Types of Outdoor Malls 

Outdoor malls are usually closer to 

the city, have no specially designated 

form and are of three major types:8

8 Referring to  R ubensteln 's  c lass i
fication of Pedestrian Mall: "The three 
major types of malls are the full mall, 
the transit mall, and the sem i mall. 
These malls offer a wide variety of 
designs. (Harvey M. Rubenstein, Pe
destrian Malls, Streetscapes, and Urban 
Spaces, 1992: 21)
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Full Mall

F ig . 11-2-8: Typical Plan  
(left) and Section (top) of 
Full Mall The relationship 
between stores and pedes
trian areas. (Allan B. Jacobs, 
Great Streets, 1993: 78)

A  full mail is obtained by closing a 

street formerly used for vehicular 

traffic, and then improving the pedes

trian area or linear plaza with new 

paving, trees, furnishings, and foun

tains. The full mall should provide 

visual continuity, a special character, 

a suitable image and the sense of a 

special place within the host city. 9 

(Fig. II-2-8)

4 a a - Pedestrian movement 
£ —  Window Shopping movement

9 Shoppers' movement and access 
In a Full Mall. (Illustration by Author)

Transit Mall

A  transit mall, or transitway, is 

developed by removing vehicular 

traffic on an existing principal retail 

street, and allowing only public transit 

(such as buses and taxis or light rail)
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B

Fig. 11-2-9: Plan flen) and 
Section (top) o f Transit 
Mall The relation among the 
urban traffic system, stores, 
and pedestrian areas. (Allan 
S. Jacobs, Great Streets, 
1993: 90)

in the area. 10 The transitway acts as 

a retail spine or corridor through a 

downtown area. On-site parking is 

prohibited, walks are widened, and 

specially designed streetscape is 

provided to create a unique image for 

the central city area. The transit mall 

usually links major activities such as 

retailers, offices, hotels, entertain

ment, and housing along its route.

(Fig. 11-2-9)

Traffic movement 
Pedestrian movement 

4 —  Window Shopping movement 
i— f Bus or Light Raft station

10 Traffic and Pedestrian M ove
ment In a Transit Mall (IBustration by 
Author)

Semimall

In the semimall, the amount of 

traffic and parking is also reduced. 11 

The resulting expanded pedestrian 

streetscape areas are enhanced with 

new paving, landscape, street furnish-
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F ig . 11-2-10: Plan (left) and  
Sections (top) o f a Semlmall 
The relation between automobile 
traffic, parking places, stores, 
and pedestrian areas. (Castro 
Street, Mountain View, CA., Allan 
B. Jacobs, Great Streets, 1993: 
169)
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ings such as benches, lighting, and 

signs, and other amenities to provide 

visual continuity, strengthen the linear 

character of the street, and create a 

new image for the downtown area. 

Semimalls are normally located on 

primary streets which pass through 

major retail areas in central city

^ 3  Traffic movement 
4 —  Pedestrian movement
r = 3  Parking place

locations. (Fig. 11-2-10) 11 Traffic and Pedestrian 
Movement In the Semlmall 
(Illustration by Author)
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3. Form Characters

Certain characteristics can and 

should improve the spatial design 

quality and the visual experience in 

shopping malls. In addition to special 

and/or intensive advertising and 

optimal mall design, the following 

considerations may also be devel

oped to improve the spatial quality 

and attractiveness of the malls.

Figure-Ground Factor

The Figure-Ground factor is the 

contrast of an object to the ground or 

its background. An element appears 

as a figure if it stands out against 

undisturbed surroundings. For ex

ample, trees are figures that stand
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Fig. 11-3-1: Pasadena City Hall & Garfield Rd. Axis, Pasa
dena, California. View of the Axis. Plaza Pasadena is located 
on the end of the axis. The City Hall is a landmark in the district for 
the Figure-Ground contrast on the left side of the axis, with the 
sky as the background. (Photo by Author)

out against the sky acting as a back

ground. Other vertical elements in a 

mall or plaza, such as lights, can 

stand out as figures in contrast to 

buildings. Contrast gives an object 

clarity and identity. (Fig. n-3-1)

Texture and Pattern Factors

When one cannot determine the 

size and shape of individual parts 

forming a continuous surface, there is 

texture. When one can differentiate 

the parts forming a whole, there is a 

pattern.

Texture can be provided by the 

type of materials used or by surface 

treatment of elements, such as walks 

made of aggregate concrete or
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Fig. 11-3-2: Horton Plaza, San Diego, California. The cor
ner o f one of the main facades in the mall. Multiple level, colorful 
facade, open air, and urban mall are the main tenure and pattern

Fig. 11-3-3: Horton  
Plaza, San Diego, 
California. Another 
corner view. Trans
parency can occur in 
patterns, and can also 
occur in the space be
tween facades of 
structures. In the  
Horton Plaza, complex 
spatial imageries, plus 
the high-rise building 
in the background, 
dem onstrate the  
Transparency factor. 
(Photo by Author)

of the space. (Photo by Author)

3 9 ^

windows encased in special materials.

Pattern is important in walk 

designs for adding color, contrast, and 

interest. (Fig. H-3-2)

Transparency Factor 

Transparency gives depth by 

overlaps or penetration of vision. 

Transparency can occur in patterns 

where elements overlap with a gap, 

and changes in color can also make 

a pattern more interesting. (Fig. 11-3-3) 

Additionally, appropriate use of clear 

glass and spacing between struc

tures can enhance the Transparency 

Factor.
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CARFULDAXIS

Fig. 11-3-4: Garfield Rd. Axis, Pasadena, California. A strong 
axis gives the area direction. There is a strong orientation to 
Plaza Pasadena on the city axis. (Bernard J. Frieden, How America 
Rebuids Cities, 1989: 86)

F ig . II-3 -5 : Citadel Mall, 
Los Angeles, Californ ia . 
View of one comer. Light steel 
structures, colorful paintings, 
simple shapes, sm all-size  
shops, and modern sculpture 
fabricate the similarity char
acteristic of the mall. (Photo 
by Author)

Direction Factor

Direction is a line along which 

things lie, or a reference toward a

point or area that gives order to 

elements. For example, compass 

direction is often used to orient the 

system of a north-south/ east-west 

street layout (Fig. II-3-4)

Similarity Factor 

Similarity occurs when like ele

ments form groups. Repetition, color, 

shape, size, and texture contribute to 

this characteristic. (Fig. u-3-5)

Motion Factor

Motion is a process of moving or 

changing time or position. It rein-
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Fig. 11-3-6: St. Louis 
Union Station, St. 
Louis, M issouri. 
View of main lobby. 
The mail is a special 
retail, hotel, and enter
tainment complex. It is 
a "city within a city" 
that presented its de
signers with major 
challenges on a vast 
scale. The motions in 
the mall also reflect 
the 'city's' life in the 
entire space. (Harvey 
M. Rubenstein, Pe
destrian Malls, 
Streetscates, and Ur
ban Spaces, 1992: 
67)

Fig. 11-3-7: Castcwn 
O ld S treet M all, 
Vancouver, Canada. 
The old stream clock 
has been here since 
1889, and still works. 
Within the city, it not 
only tells the time, but 
also recalls to past 
memories of the city. 
(Photo by Author)
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forces direction or distance and can 

give a sense of form in motion. As 

observers walk along a mall or 

streetscape, their point of reference 

and angle of vision of objects 

changes. (Fig. 11-3-6) A  variety of 

views, sunlight and shadow patterns 

may also occur, depending on the 

time of day and season of the year.

Time Factor

Continuity over a period of time, or 

the sequential relationship that any 

event has to any other event, is im

portant. For example, as new build

ings are added to an urban area, they 

can be related to older structures by 

the use of materials, proportion of 

architectural elements, texture, and
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color. Preserving old structures in a 

city, and adding or infilling with new 

structures can provide continuity with 

our past heritage. (Fig. H3-7)

Sensory Quality Factor

The sense of a place —  its visual 

impression and its appeal to one’s 

senses of hearing, smell, and touch 

— adds a further dimension to the 

design of urban spaces. Do people 

relate to or feel at ease in a particular 

place? Features that please the 

senses can give a mall or plaza an 

atmosphere that attracts people. 

Fountains, sculpture, shaded sitting

Fig. 11-3-8: The Esplanade, Palm Beach, Florida. View of the 
center fountain. The mall is "shopping at its best" in an attractive 
and exhilarating environment. It also features an European-style 
bistro and gourmet restaurant, quiet vias with tropical plantings, 
and fountains. (Photo by Author)

and viewing areas, and a variety of 

appealing activities all help to create 

an enhanced environment. (Fig. 11-3-8)
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IN TER IO R  LA Y O l'T  
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III. THE IMAGERY OF  

RETAIL SPACE

As already stated, the two princi

pal components of the complex mall 

space are Retail space (commercial 

goals) and Pedestrian space (leisure 

goals) .1 Insufficient investigation of 

imageries in Retail space has been 

carried out on the factors of advertis

ing, and even on the architectual 

designs that influence the space and 

shoppers.

1 The attraction of the retail space 
to the pedestrian and traffic spaces. 
The Retail spaces* ADs have commu
nication effects w hich attract cus
tomers from the urban system Into  
the mall. (Illustration by Author)

For example, it should be ascer

tained whether the mall, in relation to 

the shops and shopfronts, should be 

exciting and eye-catching, or re

strained and subservient; whether it
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should be luxurious or simple in taste; 

spacious or intimate; brighter sub

dued; colorful or neutral.

Today’s accelerating pace of 

change poses a special challenge to 

the store designer (image-maker). 

Successful retail environments have 

created their own merchandising 

characteristics to respond to the 

marketplace and, especially in the 

shopping mall, have gathered differ

ent ideas together and drawn shop

pers from everywhere.

In this Part III, I intend to separate 

the Retail space from the shopping 

mall to discuss spatial commercial
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arrangem ent and tactics. Initially, 

w e m ust rem em ber that Retail (com 

m ercial) space can be used as an ad 

vertising tactic; in post-modernism ar

chitecture, ornam ental com plete d e 

sign has becom e the principal factor 

to consider.
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1. Advertising and Space

T h e  advertiser em ploys the power 

of place to suggest an appropriate  

m ode of consumption. Th e  consum er 

then im aginatively employs the com

modity to locate him /herself in this 

place, and to w eave  the appropriate  

context.’ Each advertisem ent trans

mits its own context by the process of 

'w indowshopping', with the experi

ence of ‘visual pleasures’ that are  

imminent within contem porary and

Fig. 111-1-1: Advertising Expression of 'CKone'. The commer
cial for ‘CKone* stresses the individual and rebellious psychology 
which was formed in the "hippie" age of the 60s and 70s, at the 
beginning of post-modern society. Recently, it has been revived 
and again became the fad among teenagers. (Photo from the GQ 
Magazine, May, 1995)

fashionable ideas of consumption.

(Fig. 111-1-1)

f  Advertising Is ‘a highly organized 
and professional system o f magical 
Inducements and satisfactions, tunc* 
tlonally very similar to magical sys
tem s In simpler societies, but rather 
strangely  coexistent w ith  a h ighly  
developed sc ien tific  te c h n o lo g y / 
(R. Williams, Problems in Materialism 
and Culture, 1980:185)

People accept each context that 

spaces effectively com m unicate with  

them; they even desire them selves to
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be a part of the "scene". T h e  tropical 

beach, for exam ple, sym bolizes a  

relaxed and sensual luxury, and the 

consum er tries to experience this 

through the consumption of particular 

clothes, cigarettes or alcohol, for 

exam ple, while lounging at home.

A. A Straight Store Front B. A Corner Store Front

C. An Angled Store Front D. An Arcaded Store Front

Fig. 111-1-2: In consideration o f pedestrian circulation,
various retail arrangements and customer attractions. 
(Illustration by Author)

Window Shopping in the Space 

People's im ageries occur during  

the process of w indow  shopping  

within the pedestrian circulation 

space. (Fig. m-1-2) Repeatedly, the 

modern shop must offer the cus

tomer a cheerful atm osphere that will 

induce relaxation and a positive 

feeling of well-being, and enable the 

shopkeeper to present his m erchan

dise in the most favorable conditions
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Fig. IH-1-3: Schullln Jewellery Shop, Vienna, Austria, Hans 
Holieln, 1975. View of the front door and intenor design. Hollein 
uses voluptuous shiny marble to set off the polished mechanical 
equipment. The contrast of circle and fissure, of skin-like marble 
and the glistening fold lips folding over each other is explicitly 
ironic and sexual. (Karl and Eva Mang, New Shops, 1982: 75)

possible. Decor, m aterials, a rrange

m ent and lighting are  of prime impor

tance in selecting furnishings, a  layout 

appropriate to the particular trade in 

question, and a logical pattern of 

circulation for customers.

Th e  purchasing public likes variety  

and is usually attracted by everything 

new. Th e  traditional street shopping 

centers are differently conceived, and  

present a  dismal, unattractive pros

pect if all the shops look similar. So, 

a new  overall structure and layout, 

plus a different use of colors and  

m aterials, will have a real im pact on 

the public by whetting its curiosity.

(Fig. 111-1-3)
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A . Fluorescent lighting 
fixtures

B. Incandescent lugh 
hats in tlie ceiling

C . Track lighting with spotlights 
for highlighting

D . Ambient or task lighting 
K. Task lighting inside the cases
F. Structural column
G . Selling and tUsplay counter 
I I .  Udgc 
L Museum case 
J . Case display

Fig. 111-1-4: A composite drawing showing some o f the
architectural, lighting, and flxturlng details that m ight 
be found In a real operation. (Martin M. Pegler, Visual Mer
chandising and Display, 1991: 35)

K . Platform 
I -  Shadow box
M . Fascia
N . T -w a ll
O . Draper
I*. Rope displaycr
Q . Security case
R . Shell form
S. T-stand
T . M irror
If .  Risers or buildups 
V . Trunk foma

T h e  shop’s 'face' will gain by 

being designed within the sam e  

contexts used to determ ine the  

choice of components in the interior. 

(Fig. l l l-M ) Th e  transition from street 

to shop must be smooth; w hen a 

customer pushes the door he wants  

to find the kind of am biance and  

aesthetic climate that the shop front 

has led him to expect.

Space as Advertising

Som etim es, com m ercial space  

also can be parts of the im agery for 

advertising. Post-m odern architec

ture employs pastiche and freely  

mixes metaphors, playfully combining 

paradoxical elem ents —  old and new,
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Fig. IIM -5 : Austrian Travel Agency, Vienna, Austria, Hans 
HoIIeln, 7976-8. View of the indoor design. Different ceiling 
heights, and various signs of foreign travel: a bronze Lutyens 
dome for India, palm trees for exotic places, a ruined column for 
Greece and Italy, a truncated pyramid for Egypt. (Photo from 
Charles A. Jencks, The Language of Post-modern Architecture, 
1981)

so

local and global, high culture and  

vernacular. It is sensitive to its sur

roundings, and em braces the history 

and diversity of the com m ercial and  

vernacular environment. (Fig. IH-1-5)3

However, architecture also com m u

nicates with the public, employing  

specific elem ents that allow  "those in 

the know" pleasure in the exercise of 

their cultural capital. And post-mod

ern architecture bows condescend

ingly to popular culture, but winks 

knowingly at the cultural elites. An  

exam ple is Looney Tunes U .S.A . Gift 

Shops, Arlington, Texas. (Fig. IH-1-6) 

Th e newly developed retail spaces  

are hermetically sealed fantasy

3 While modernism repressed the 
free expression o f symbolic capital 
in the built environment (D. Harvey, 
T h e  C o n d itio n  o f P o s tm o d e rn ity , 
1989), post-m odernism  celebrates  
play, combining, as the city  does, 
baroque, classic rococo, art deco, 
high modern, com m ercial and fo lk  
architecture. It appeals to popular 
tastes w ith  landm arks o f allusion  
and sentiment, consciously cultivat
ing a ‘sense of place'. (D. Ley, Style of 
the Times, 1987)
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worlds. Their scale and complexity

are spatial metaphors for the cultural 

experience of global capitalism. 4 

Moving through this space, a constant 

barrage of sight and sound bom

bards the user, allowing a glim pse of 

a world in which signifiers refer only 

to each other, or "a ‘hyper-reality’ in

4 "Transparent surfaces invite us 
into brigh tly  lit  w orlds o f motion, 
spectacle and theatre where the in
dividual is said to experience a hal
luc inatory exhilaration, an excite
ment and terror felt at the instant of 
total alienation from historical and 
spatial reality." (F. Jameson, Post
modernism, or the cultural logic o f late 
capitalism, 1984: 52)

Fig. MM-6: Looney Tunes 
U.S.A., Gift Shop, Arling
ton, Texas. Shopping be
comes a form of entertain
ment as the store design and 
merchandise evoke a flood 
of memories of favorite 
Looney Tunes cartoons. It 
is a typical sample of the im
ageries that the store offers 
(Grant Camden Kirkpatrick, 
Shops & Boutiques, 1994: 
54)

which there is no distinction between 

the real and imaginary.1' 5 5 J. Baudrillard , Sim ulations, 
Semiotext 1983: 67.
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2. Interior Layout

T h e  total design and layout of the 

interior must conspire to attract 

consumers to the m erchandise, allow  

them  to exam ine it, d raw  them  to buy 

it and, finally, create personal p lea

sure in order to bring them  back  

again.

D espite the absolute nature of this 

basic concept, there is, however, a  

considerable diversity in layout 

among the various types of shops:

Smaller Shop Layout 

An open front is a com m on d e 

sign, disclosing the whole interior to
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Fig. lil-2-1: Northwest Plaza, S t  Ann, Missouri. View of a 
shop front Whether it is the decorative style of the front-door or 
the advertising attraction, visual experiences excite the shop
pers. (Photo by Author) »
§91 B
Fig. lil-2-2: Plymouth Shop, Garden State Plaza, New Jer
sey. A good lighting plan often combines many different light 
sources effectively. Recessed spots along the perimeter wall 
highlight the wall-hung merchandise, while track lights on the 
ceiling are used to focus accent lights onto the displays and 
merchandise on the floor. (Martin M. Pegler, Visual Merchandis
ing and Display, 1991: 49)

the passers-by. Inevitably, therefore, 

it falls into a w ell-defined pattern of 

perim eter counters, wall fittings and  

lighting. T h e  central area  is normally 

kept clear and used for display; at the 

most, it has lowfittings which do not 

obscure the view.

For w indow-shoppers, the en 

trances are em phasized (Fig. lil-2-1 ), 

but internally, the controlled exits are  

also very important, Perim eter wall 

fittings and counters are  usual, with 

island display shelving in central 

areas. As the gondolas are usually  

head height, care has to be taken in 

their placem ent to allow  a v iew  of the 

rear of the floor, w here special light

ing is often used to help to draw  the
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shopper in as fa r as possible. (Fig. Ill- 

2-2) Variation is usually confined to 

small display items.

Note: T h e  shop that sells a service  

is usually restricted in its planning and  

[ i ^ l  design by the requirem ents of its 

~~~ business. Impulse is normally con-

fined to its entrance or waiting area,

B

A. View onto one of the narrow sides of the shops, jand into the 
open covered walkway between the sidewalk and shop.

B. View from the cosmetics area into the changing area.
C. The lightly recessed entrance area.
D. Plan and Sections. Key.1. jewelry, 2. bags, 3. cash desk and 

wrapping counter, 4. shoes, 5. stockings, 6. gifts, 7. cosmet
ics, 8. changing cubicles, 9. bridge.

Th e closed front, on the other 

hand, is full of diversity. Layout is less 

static than in the previous types, and  

becom es steadily m ore flexible as  

size increases. (Fig. III-2-3)
Fig. III-2-3: Very Very Terry Jerry Fashion Shop, San Fran
cisco, California. Design and Plan. Located in the Cannery, a 
well-known shopping and amusement center near Fisherman's 
W harf, it came into being in 1968 from the reconstruction of a 
brick building, and offers a wide range of merchandise catering 
mainly to young people. (Karl and Eva Mang, New Shops, 1982: 
41)
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A. While the majority of activewear is displayed for self-service 
in the aisle, the walls help merchandise styles and accesso
ries.

B. Featured merchandise is highlighted by presentation of fix
tures that blend with the floor color.

C. The Men's department is characterixed by a masculine setting 
of wood and library-style lights; clothing is merchandised on 
the wall space.

Fig. 111-2-4: J. C. Penney, Northbrook Court, Northbrook, 
Illinois. Design Images. Economy of scale in the quantity of 
finished materials, fixtures and design elements was a major 
store design consideration, given the scope of J.C. Penney's 
building program and budget. This consistent combination of de
sign decisions —  and business decisions —  has been cost- 
effective without comprising the com pan/s Interior design direc
tion. (Photo by PBC International ed., Great Retail, 1989: 74)

Larger Store Layout 

The departm ental store, w hether a  

multiple-speciality shop or enlarged  

variety store, is very much more 

flexible in its layout than the smaller 

shops. It is restricted only by the  

placem ent of entrances, elevators, 

escalators and staircases, which can  

create m ain lines of traffic running 

straight from  point to point if uninter

rupted. It is therefore essential, if all 

selling space is to be utilized, to 

divert the pedestrian circulation in 

such a w ay that, while main lines 

remain relatively direct, customers 

are tem pted into by-ways and corners  

which might otherwise be unproduc

tive.



m -2  INTERIOR LAYOUT 56

A  resultant m odern idea is the  

free-form layout which, although 

mainly uses normal counters, forms 

m any various shapes. It can be  

efficient, com patible with most circu

lation requirem ents, avoid the regi

m entation of the grid-iron arrange

ment, constantly present counter 

displays in lines of motion, and pro

vide character and variety. (Fig. m-2-4)

W ith  a full free-form  layout, it is 

alm ost impossible to avoid using 

som e special counter and island  

units, but this expense can often be

A. The sweeping curves and dramatic angles of the ceiling cove 
emphasize the unique layout of the department.

B. The Plan.

Fig. 111-2-5: Bloomlngdale's Table Top, New Tork, NY.. Im
ages and Plan An excellent example of the imaginative use of 
radiative "island" to present a strong design statement with full of 
charm and interest. (PBC International ed., Great Retail, 1989: 
148)

m inim ized by using a com bination of 

diagonal, grid-iron and free-form  

planning, which will largely give the
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advantages of the latter but retain the  

econom ic advantages of the former. 

(Fig. 111-2-5)
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3. Design imagery

Today’s lifestyles and social values  

are represented in an alm ost super- 

realistic w ay in m any new  retail 

stores, and merchants have quickly 

realized that their im age can be  

critical to the custom er’s total shop

ping experience. T h e  success of a  

new  product relies in the creation of a  

com plete im age for the m erchandise  

in order to arouse interest in a  com 

petitive m arketplace.

Therefore , som e stores have  

created im agery that is synthesized  

from current needs and lifestyles, in 

addition to considering budgetary, 

spatial and other factors.
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Fig. 111-3-1: Urban Outfitters Stores, Santa Monica, Call*
fornia. The store creates imagery by "fusing urban energy with 
youthful sensibility.' To create the store’s signature loft look, 
layers of dropped ceilings were removed to reveal the original 
wood trusses, steel beams and masonry. (Photo by Author)

For the effective em ploym ent of 

space, it is necessary to utilize d e 

signs which will give the space and  

m erchandise a variety of attraction 

factors.

Specialty Design

M an y  retailers create  an im age  

that becom es a tradem ark for prod

ucts and nam es of products. T h ese  

stores often seek a high-end design  

context for the sale of their m erchan

dise, and create an environm ent that 

reinforces the worth of their product. 

(Fig. 111-3-1)

W ith  the increasing popularity of 

entertainm ent m erchandising, m any  

designers have also created store
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Fig. 111-3-2: St. Mark's Bookshop, New York, NY. The shop 
was challenged by a limited budget, an awkward space, and 
very little time to satisfy an alternative clientele and differentiate 
the image of the store from that of the established chain stores 
throughout the city. The radiating disposition of the central book
shelf units helps to reinforce this concept, in addition to allowing 
visual surveillance of the sales area from the control desk. Air 
conditioning ducts undulate like a giant "slinky* across an open 
ceiling. (Grant Camden Kirkpatrick, Shops & Boutiques, 1994: 
89)

im agery that directly em ulates the  

product.

Economic Design

R etailers or entrepreneur develop

ers who are  beginning to test their 

product often seek to commission  

talented designers who understand a  

budget as a  design challenge, as 

opposed to a handicap. Often, the  

designer is also challenged to pro

duce an environm ent that is prototypi

cal for future expansion of the product 

in other areas. (Fig. III-3-2)

M an y retailers w ant the perception  

of a ‘rich’ space within a limited  

budget. Th is challenge has provided
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designers with the opportunity to 

effectively utilize inexpensive materi

als and procedures (such as sophisti

cated painting techniques) to suggest 

elaborate surfaces, and inexpensive 

woods (such as m aple) stained to

Fig. IH-3-3: A/X Armani 
Exchange, Apparel, 
New York, NY. The de
signers' use of "poor" or 
basic materials in refined 
conditions were inspired 
by the work of Parisian 
designer Pierre Chareau, 
whom Mr. Armani has long 
admired. From the angled, 
girded tables to the shelv
ing and fixtures, every
thing was designed for 
quick access and self- 
service. (Grant Camden 
Kirkpatrick, Shops & 
Boutiques, 1994: 89)

resemble mahogany. (Fig. m-3-3)

Unconventional Venues 

As specific retail m arkets expand  

or contract and competition becom es  

more intense, m any retailers look for 

unconventional ways to attract poten

tial customers and also retain the

loyalty of existing customers. M any  

stores have integrated a special 

feature  or procedure within the 

space: som e have com bined retail
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Fig. ill-3-4: Emporlo Armani Apparel, San Francisco, Cali
fornia. The mezzanine level, which was increased more than 
two-fold, projects into the main space and houses the dining area 
for the new restaurant. An additional sales area, service func
tions, and the kitchen are located in the basement. Upper levels 
are used exclusively for storage. (Camden Kirkpatrick, Shops & 
Boutiques, 1994: 132)

sales and showroom uses, and others 

have been  specially  designed to pro

mote newly developed products.

Retail history reveals the more 

time a custom er spends in a store, 

the m ore likely he or she is to m ake a 

purchase. Following this logic, m any  

new  stores and boutiques have  

integrated restaurants, bars, and  

coffee/ tea  rooms within their retail 

establishments. (Fig. ni-3-4)
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IV. THE IDEA OF PEDES

TRIAN SPACE

W h eth er pertaining to enclosed  

malls or outdoor malls, the design  

ideas o f pedestrian space in the  

United S tates can be drawn from

European piazzas. T h e  piazzas have  

a variety of uses including m arket 

areas, civic areas, com m erce, and  

religious facilities, and provide space  

for special events such as festivals  

and horse races. In the sam e w ay  as  

the p iazzas, the pedestrian space
URB4A/ TZAfiplC SYSTEM.

should be  inviting.1 T h e  G reek  A gora  

also encourages people to enter the  

courtyard, w here a fountain and  

outdoor cafes create  a p lace for 

people to gather, relax, and eat.

1. Central Square (for images).
2. Pedestrian Corridor (for window 

shopping).
3. Pedestrian Space (for leisure).

1 illustration o f a effective relation 
for pedestrian spaces and corridors 
in a central square. The space en
courages people to enter, gather and 
shop. (Illustration by Author)
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Contem porary malls also strive to 

im prove outdoor spaces with shops, 

cafes, comfortable and convenient 

sitting areas, quality paving m aterials  

with color and texture, works of art 

such as sculpture and fountains, and  

street trees for continuity, shade, and  

seasonal interest. All these environ

m ental attractions can also be simi

larly em ployed in the enclosed mall.

Providing quality leisure spaces, 

including p lazas and pedestrian  

areas, encourages use of the city's 

other facilities and stim ulates a  

relaxed atm osphere for casual stroll

ing, w indow  shopping, browsing and  

purchasing.



IV - 1 DEI ELOlWtEKTS SINCE THE A GOtbi

Fig. IV-1-1: Ghlrardolll Square, San Francisco, CA, View of 
the main square. The square uses many Internal malls to offer 
the space for visitors to gather. People enjoy the place with its 
sunshine, fountain, planting, and terrace, and chat with each 
other anywhere. (Photo by Author)
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1. Developments since the 
Agora

R ecent shopping malls provide the 

flavor of som e European squares, 

offering the user the opportunity to 

fulfill a  specific purpose such as  

strolling, shopping or buying lunch; 

they also provide the am enities of 

sculpture, fountains, and w ell-de

signed street furnishings. (Fig. lv-1-i) 

Various types of pedestrian walkw ays  

or streetscapes often link m ixed-use  

areas, creating an 'urban' system of 

their own.

T h e  developm ent of urban spaces  

began with the G reek M arketp lace, 

called the agora or p iazza . T h e  open
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Fig. IV-1-2: Piazza San Marco and Church, Venice, Italy. 
A view from the Fabrica Nuova toward the Church The church Is 
the primary focus of the piazza created by a strong axis, but it 
does not dominate the space. In the Piazza, there are tables and 
chairs for outdoor dining. The space has influenced American 
design because of its sense of place, focal points, scaling ele
ments such as columns, paving materials, and works of art. This 
piazza provides a relief from city traffic and accesibility to the 
openness of the Grand Canal. (Harvey M. Rubenstein, Pedes- 
trian Mails, Streetscapes, and Urban Spaces, 1992: 06)

space of the agora w as w idely used; 

it w as a busy place, with a variety of 

activities and functions, w here people  

met, talked, and conducted business  

and civic activities. S tatues and  

other sculpture w ere often placed in 

the m ajor open space as a  focal 

element.

P iazza  San M arco. Venice. Italy. 

for exam ple, developed over several 

hundred years; it is one of the fam ous  

outdoor spaces in the world. (Fig. iv-1- 

2) Overall, the square provides an  

important urban space that serves as  

a transition betw een the dense m atrix  

of the city and the openness of the  

Grand Canal.
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Fig. IV-1-3: Piazza Navona, Rome, Italy. A view of Fontana 
d®/ Moro by Bernini with his Four Rivers Fountain Beyond and 
with St. Agnes in the Background. The fountain is a synthesis 
of natural and cultural elements such as water and rocks, 
combined with figurative sculpture and religious symbols. The 
sense of the space lets the visitors feel reluctant to leave it. 
(Harvey M. Rubenstein, Pedestrian Malls, Streetscapes, and 
Urban Spaces, 1992: 12)
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P iazza  N avona. Rom e. Italy, w as  

built during the Baroque period, when  

Rom e w as evolving into a  shining 

capital for Christianity. (Fig.iv-1-3)

Plaza Configurations 

T h e  p laza  is an open square or 

m arket p lace having one or more 

levels, approached in various ways  

by avenues, streets, inclines or stairs, 

singly or in com bination. T h ere  are  

m any possible configurations, but 

som e basic types include: (Fig. IV-1-4)

1. A  sym m etrical p laza  betw een  

lateral approaches.

2. A sym m etrica l p laza  with axial 

approaches.
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3. A  circular p laza  with radial ap 

proaches of varying size or impor

tance.

4 . A  dissym metrical p laza  with 

corner approaches.

5. A sym m etrica l p laza  with a p 

proaches at the corners.

6. An oblong p laza  with parallel 

lateral approaches and an end axial 

approach.

7. An unbalanced schem e, but with a 

feature  or attraction giving a sense of 

balance.
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8. A sym m etrica l p laza  with balanced  

diagonal approaches at the ends.

9 . Intersecting approaches forming a 

small plaza.

9 10

Fig. IV-1-4: Examples o f Traditional Plazas. The functions 
and experiences of Plazas are accepted and employed in modern 
spaces, such as the centers of shopping mails. (Illustration by 
Author)

10. A  balanced schem e with end  

diagonal approaches, and end lateral 

approaches.

T h e  goal of the shopping mall 

plaza  is to attract people from the  

urban system, and entice them  to 

becom e consum ers. W h e th er it is an  

enclosed arcade mall or an outdoor 

mall, people enjoy the experience of 

the space offered to them .
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Fig. 1V-1-5: Spatial 
Types o f Arcades. 
The diagram of spatial 
types dem onstrates  
variations in arcade  
spaces, as they Inter
sect the building block. 
(Johann Friedrich 
Gelst, Arcades, 1985: 
92)
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Arcade Configurations

M ost types of enclosed m alls are  

form ed from the A rcade or G alleria  

concept. (Fig. IV-1-5) In architectural 

history, the arcade is prim arily a 

pedestrian thoroughfare: a  space  

with a beginning and an end. But this 

space is bordered or covered by a 

building which serves its own func

tion. Therefore, the function of the  

arcade itself varies.

G alleria  Vittorio Em anuele  II in 

M ilan. Italy, w as the center of Milan's 

public society w hen this galleria  

opened in 1867. (Fig. IV-1-6) It w as  

simply the connection of two major 

generators of pedestrian traffic. T h e  

vertical proportion of the Galleria's
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Fig . IV -1 -6 : G alleria  
V ittorio  Em anuele II, 
M ilan, Ita ly . Image 
and Section. The galle
ria, or arcade, was a 
commercial use of the 
street which lent itself 
for use as a major urban 
center, It also evolved 
in some urban areas be
cause streets were un
pleasant places with  
narrow or nonexistent 
sidewalks. The concept 
of the shopping street, 
with separation of pe
destrian and vehicular 
traffic , made It more 
com fortable and safe, 
anticipating our present 
enclosed and outdoor 
malls. (Harvey M. 
Rubensteln, Pedestrian 
Mails, Streetscapes, and 
Urban Spaces, 1992: 15)

space appears to intensify activity 

w hile providing a sense of place. It is 

not only a place for people to walk, 

but also a place to shop and re lax in 

any of the cafes.

A  general definition of an arcade  

could be a glass-covered passage

w ay which connects two busy streets, 

and is lined on both sides with shops. 

If it is multi-storied, stores, offices, 

workshops, and dwellings m ay be  

located in the upper levels.

A n arcade not only im proves  

consum er circulation, but is also a 

short cut, protection from the weather, 

and an area  accessible only to p e 

destrians. Its prosperity depends to a
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Fig. IV-1-7: Building 
Types. The diagram 
of building types de
picts the relationship 
between the arcade  
as a building and the 
surrounding building 
block, the part of the 
block it occupies and 
its position within the 
larger unit. The arcade 
building Is shaded In 
the diagram; the block 
itself Is Indicated by the 
square frame. (Johann 
Friedrich Gelst, Ar
cades, 1985: 92)

considerable extent on the urban  

context in which it is located. T h e  

illusory elem ent of the arcade is the  

space within its confines: an intended  

exterior is m ade interior, and the  

facad e  of exterior architecture is 

drawn into the enclosed space. T h e  

space of the arcade differs from the  

street only in its glass roof, symmetri

cal facad es  in traditional spaces, and  

exclusively pedestrian walkway. 

Although the G alleria served as a 

m odel for later arcades (Fig. IV-1-7), in 

post-m odern society, it is only em 

ployed as a  novel architectural d e 

vice, especially in the design of 

com m ercial buildings.
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T h e  overall sense of place, variety  

of uses of the buildings forming the  

piazza  or arcade, fountains, sculpture 

and artw orks, and its architecture are  

reasons w hy people like to visit and  

gain insight on h o w to  design other 

specific spaces. In today's worldwide  

shopping malls, som e ideas utilized 

by the ancient agora are used to 

im prove com m ercial and leisure  

activities.
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Fig. IV -2 -1 : Horton  
Plaza, San O /ego ,
CA. One of the pas
sageways In the Mall 
The slant passage
ways or bridges In 
Horton Plaza are used 
for connecting various 
levels. It is not neces
sary to use the stairs 
or elevators Thus, the 
spatial experiences  
become lively, fantasy 
and com fortable to 
viators while they stroll 
In the levels to w in
dow-shop. (Photo by 
Author)

2. Pedestrian Circulation

From Part O ne, w e know the  

arrangem ent of pedestrian m ovem ent 

is a very important consideration. Th e  

prim ary objectives of improved 

pedestrian circulation are safety, 

security, convenience, continuity, 

coherence, comfort, and aesthetics  

for retailing and window-shopping  

(Fig. IV-2-1), w hatever the M all type.

W ith in  the shopping mall, pedes

trian circulation is limited by the types 

of layout. (Part II) T h e  main functional 

purposes of approaches are to 

create links between the anchor 

spaces, from  store to store, and to
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allow  views of outdoor areas  or open  

pedestrian p lazas w here  m any lei

sure or other activities m ay be avail

able. ’ Its not necessary for the  

designers to consider the problem s  

of vehicular traffic.

In the outdoor (pedestrian) p laza, 

spatial separation is ach ieved by  

closing spaces or streets to vehicles. 

(Fig. IV-2-2) T h e  full mall or enclosed  

mall acts as a pedestrian p laza, and  

people m ay w alk  free ly  betw een  

pedestrian p lazas during the linear

Pedestrian Spaces Include:

1. Center Square
2. Pedestrian Plaza
3. Pedestrian Corridor
4. Bridge (Overpass)
5. Vertical Movement:

Stairs & glass elevator.

Fig. IV-2-2: The Rambles, Barcelona, Spain. A view of the 
outdoor Mall and the Plan. In a city with perhaps the best streets 
in the world, the mall stands out. Its grand scale In relation to its 
narrow, winding surroundings, the people-welcoming nature of 
its design, and the quality of the buildings that line its edges make 
it a street for everyone to come to and know. It also responds and 
caters to a centuries-old strolling tradition. (Allan B. Jacobs, 
Great Streets, 1993: 97)

activities of w indow  shopping. Space  

separation can also be achieved by 

the use of underpasses or over

passes (Fig. IV-2-3), but if they are not

1 Pedestrian Connection In a mall. 
(Illustration by Author)
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Fig. IV-2-3: Valtingby City, Sweden. A view of an underpass. 
Space separation Is achieved by the use of an underpass, bridge 
or other kind of passageway. In the shopping mails, the design
ers used many ways to make the space lively and give reason
able pedestrian circulation. (Photo by Harvey M. Rubenstein, 
Pedestrian Mails, Streetscapes, and Urban Spaces, 1992: 35)

within the direct line of pedestrian  

traffic, they m ay not be fully used  

because of the inconvenience of 

walking a longer distance.
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3. Main Spatial Elements

Fig. IV-3-1: UUaca Commons, Ithaca, New York. This ex
ample of a full mall shows all the street •furniture't such as the 
paving, raised walls, seating areas, fountain and plants. (Photo 
by Harvey M. Rubensteln, Pedestrian Malls, Streetscapes, and 
Urban Spaces, 1992: 146)

T h e  design of a  pedestrian space  

should consider m any elem ents such 

as paving, graphic design, sculpture, 

fountains, seating and planting. (Fig. 

IV-3-1) T h e  design, detailing, and  

choice of m aterials for the furnishings 

are important not only for design  

continuity, but also for durability and  

ease  of m aintenance. Key elem ents  

include:

Paving

Scale, pattern, color, and texture  

are form  characteristics related to the  

paving concept for a  mall. Th e  pav

ing pattern gives order to the overall
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Fig. IV-3-2: Central Arcade, Newcastle, England. The pav
ing designs In the arcade and mall Improve the spatial texture. 
(Photo by Gordon Michel Design In the High Street, 1986: 102)

design of a mall, and also provides a 

sense of scale by the use of m aterials  

such as brick, concrete, and stone. 

(Fig. IV-3-2)

Graphic Design

In general, signs should be easily  

recognizable in the mail's context. 

T h ey  must also relate to the varying  

m odes of circulation. D ifferent sys

tem s are  needed  for pedestrians. 

T h ere  are  three basic and necessary  

functions of signs: to provide mall 

identity, to identify com m ercial facili

ties, and to provide the direction or 

location of activities.
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Fig. IV-3-3: Tucson Mall, 
Tucson, Arizona. A view 
of the Mall for identity. The 
space employs the factors 
of a desert scene, such as 
cactus, oasis, and the use 
of adobes and American 
Indian decorations to iden
tify the mall with Tucson. 
(Photo by Author)

Mall Identity

A  symbol, logo or style can be very  

important in giving or enhancing the 

identity of a mall. T h e  identity can  

also be useful for public relations 

purposes. (Fig. IV-3-3)

Commercial Identity

Signs to identify various shops in a

Fig. IV-3-4: Lincolnwood 
Town Center, Chicago,
lllinos. A view of one com
mercial block. This part of 
the block shows the clear, 
bright and modem images 
emphasizing the individual 
kinds of merchandise. 
(Photo by Robert Davis 
Rathbun, Shopping centers 
& Malls. 1992 112)

mall should be considered in the 

overall context of their location. Each 

sign should be appropriate in size, 

scale, color, m aterial and m essage to 

the building’s architectural character, 

and should be placed conveniently for 

pedestrian viewing. (Fig. iv-3-4)
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Fig. 1V-3-5: Ford City, 
Chicago, Illinois.
The Pedestrian Direc
tory design in the Mali. 
Sometimes, the designs 
of a Pedestrian Directory 
follow the Mali’s identity 
to form the spacial image 
of the mall. (Photo by 
Robert Davis Rathbun 
ed.t Shopping centers & 
Malls, 1992: 117)

Fig . lV -3 -6 : M enlo
Park M all, Edison, 
New Jersey. One view 
of the sculpture in the 
Mall. The effect of mod
ern sculpture improves 
the quality of the space 
and becomes the focus 
in the center square. 
(Photo by Robert Davis 
Rathbun ed., Shopping 
Centers and Malls, 
1992: 46)

Informational Signs 

Informational signs include directo

ries, m aps, and special signs such as 

those indicating the location of park

ing areas, retail locations, and the 

visitor's im m ediate location. T h ey  

give directions to pedestrians and  

help them  locate a  particular struc

ture, such as a restaurant or depart

m ent store, or to visualize the entire  

mall. (Fig.lV-3-5) '

Sculpture

Sculpture and other works of art, such 

as fountains and wall reliefs, are  

important elem ents in improving a  

pleasant public environment. These  

elem ents enhance the sensory quality
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Fig. IV -3-7: Michigan Mall, Battle Creek, Michigan.
The fountain and its sculpture creates an intimate relationship 
with people. It is an important idea in any design of a pedestrian 
area, because people like staying longer with pleasing surround
ings. (Photo from Harvey M. Rubensteln, Pedestrian Malls, 
Streetscapes, and Urban Spaces, 1992: 118)

o f a  p la c e  an d  h e lp  c re a te  an  a tm o 

s p h e re  w h e re  p e o p le  w ish  to be. (Fig. 

IV-3-6)

Fountains

Fountains and pools are  often the  

focal elem ents of a  mall or p laza. 

W ater, a natural element, has m any  

unique qualities w hen used in foun

tains. T h e  sound of water, its cooling  

effect, and its reflective qualities  

provide the designer with a w ide  

range of creative possibilities. Foun

tains often have sculptural elem ents  

as part of their design. (Fig. iv-3-7)

Seating

T h e  type and the placem ent o f 

sitting areas are  important to a mall.



IV -3  M AIN  SPATIAL ELEMENTS

Fig . IV -3-8: Main Street Mall, Charlottesville, Virginia. 
View of a granite fountain and sitting area. The sitting area 
offers a private corner in the public space, and encourages people 
to stay in the mall. (Photo from Harvey M. Rubenstein, Pedes
trian Mails, Streetscapes, and Urban Spaces, 1992: 124)

Fig. IV-3-9: Tucson Mall, Tucson, Arizona. View of a sitting 
area with foliage in the enclosed mall. The sitting area also 
offers the place for observers who enjoy watching crowd activi
ties or chatting with family or friends. (Photo by Author)

Generally, sitting areas are set back  

from the major circulation lanes in a  

mall. In the outdoor mall, sitting areas  

should also have protection from the  

sun, as m any people prefer to sit in 

shaded areas  during warm  w eather. 

(Fig. IV-3-8)

Seating areas  are places peop le  

rest and socialize with each other. 

T h ey  are also the places which sepa

rate people from the shopping  

crowds, and allow  them  to observe  

and enjoy the surrounding people and  

activities. (Fig. IV-3-9)

Foliage

M an y  types of plants are availab le  

for trees and flowers. Pots for trees
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Fig. IV-3'10: Main Strm t 
M all, C harlo ttesville , 
Virginia. Some kinds of 
plants will change color and 
shape, and also change the 
views of the mall during the 
year. (Photo from Harvey 
M. Rubenstein, Pedestrian 
Malls, Sfreefscapes, and 
Urban Spaces, 1992: 126)

must have as least a 3-foot depth, be  

w ell-drained, and can be designed in 

a variety of m aterials such as wood, 

concrete and stone. F low er pots can  

be p laced in a variety of locations to 

add interest and color to mall areas . 

T h ey  are also versatile, and m ay be  

m oved and rearranged for special or 

seasonal displays. (Fig. IV-3-10)

In using trees and shrubbery for 

architectural and aesthetic effects, 

the following factors must be consid

ered:

Space Definition

Plants can be used as walling  

elem ents, as canopies, or as part of



I V - 3 AfAINSPATIAL ELEMENTS

Fig. IV-3-11: Illustration o f Planting for Space Definition. 
The Planting area seperates the pedestrian area in a Pedestrian 
Plaza (where the people can relate and socialize with each other) 
from the Pedestrian Corridor (where the consumers walk to win
dow shop and purchase). (Illustration by Author)

weewewi******"

the base plane. As wall elem ents, 

plants can create  the im ages of 

outdoor spaces. Bosques o f trees  

m ay form  a large canopy of shade  

under which social areas m ay be  

located. (Fig. IV-3-11)

Screening

Trees, shrubs, and even potted  

flowers can screen out objectionable  

or detractive views. Evergreen plants  

are usually most effective for this 

purpose.

Continuity

Trees  and flow ers can provide a 

sense of continuity by an appropriate  

design. T rees m ay be used to line
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Fig . IV -3 -12: 3rd Street Promenade, Santa Monica, C 4 . 
Plants can be of many shapes, according to spatial requirments. 
(Photo by Author)

Fig. IV-3-13: Sparks Street Mall, Ottawa, Ontario, Canada. 
Sitting area with wood benches on iron frames and raised tree 
planters form a bosque. The Mall is less than half a block from the 
National Arts Center, which has three theaters, a dining lounge, 
an Indoor-outdoor cafe, and a bookstore. Between the spaces, 
there are plants and sitting areas to connect them. People enjoy 
the unique emotion the space communicates with them. (Photo 
by Harvey M. Rubenstein. Pedestrian Malls, Streetscapes, and 
Urban Spaces, 1992:163)

malls and provide canopies of 

shaded areas  under which pedestri

ans can w alk  and sit.

Sculpture

Trees  can act as sculptural e le 

m ents form ing the focal points of a  

space. T h e y  can also be interesting  

by theirform , branch structure, tex

ture, and color. (Fig. IV-3-12)

Mood

Plants can affect peop le ’s moods, 

providing privacy and a sense of 

springtime as new  leaves unfold and  

flowers bloom. (Fig. IV-3-13)
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V. CASE STUDIES

I selected three cases to demon

strate three different styles of shop

ping malls.

Plaza Pasadena: a typical en

closed mall: it has a simple design for 

pedestrians and a strong direction in 

the space. However, most residents 

like its environmental outdoor sur

roundings the most, think it has 

“ruined” the original City Axis 

(Garfield Ave.), and are not strongly 

attracted in large numbers.

Horton Plaza: its post-modern 

designs offer fantasy, unusual and
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contemporary areas for visitors, and 

many people solely enjoy Its open 

space and leisure atmosphere. This 

Plaza also attracts a large number of 

tourists.

Ghirardelli Square: a mall which is 

very intimate with the historical envi

ronment. It reused old buildings for 

its main design concept, supplied 

post-modern designs and materials 

to represent an image of new-old 

environment, and has Fisherman’s 

Wharf and the beach background as 

an accent.

Different cities or environments 

engender many varying styles of
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shopping malls, and the indicator of 

their success is the number of people 

they attract. These three cases are 

just examples of many shopping 

malls in America that perform impor

tant and characteristic roles in their 

cities.
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Fig. V -1-1: Tim Location of Plaza Pasadena. Downtown 
map with landmarks, facilities, and transportation routes illus
trated. (American Automobile Association, Pasadena, CA, 1995)

1. Plaza Pasadena, Pasadena,

California

Plaza Pasadena is a typical 

example of an enclosed mall and 

important marketplace in the district's 

axial development. It was a market 

that fit Ernest Hahn's (developer) 

description of a suitable downtown 

opportunity: a place with enough 

purchasing power to support a re

gional mall, and an ideal demo

graphic location. (Fig. v-1-1)

Per capita income is higher in 

Pasadena than in most other cities in 

Los Angeles County. The downtown 

area has a very popular department



store, and more exclusive shopping 

just beyond Colorado Boulevard 

attracts visitors as well as residents. 

Several industrial firms located in 

Pasadena to be near the California 

Institute of Technology and its associ

ated Jet Propulsion Laboratory. A  

few companies established their 

headquarters downtown, and there is 

a newfreeway to Los Angeles.

W hen city officials approached 

Hahn in 1971, company executives 

realized that downtown Pasadena 

could attract a typical suburban 

market. With this goal in mind, they 

decided to build a standard architec

tural design: an enclosed, two-story,
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UPPER L E V E L

LO W E R  L E V E L

air-conditioned mall, anchored at 

each end by a well-known department 

store. (Fig. V-1-2) The developers 

believed Pasadena had a community 

feeling more like that of New England 

and the Midwest, rather than that of 

suburban Los Angeles, and the local 

and surrounding area's residents 

would want to shop there. No novel 

environment was necessary (except 

the small area fountain and the art

work on the wall), so they planned 

and developed a mall acceptable to 

department stores, financial interests, 

and the general public.

Fig. V-1-2: Design o f Plaza Pasadena, Los Angeles, CA. 
The Plans (above) and the view of a Front door. The strong 
Garfield Axis guiles the vistors to the mall from the urban open 
space. Its typical enclosed mall design allows shoppers to move 
in the space simply by utilizing spatial direction. (Photo and Ulus- 
tration by Author)

In its two-level design, customer 

conveniences and comforts were
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A The solution; a glass-enclosed archway through the retail mall.

B Vertical movements connect the underground parking lot and 
main pedestrian space.

C. Enclosed bridges connect two sides of second-floor pedes
trian corrlors

D The main space and the enclosed landscape with fountain.

F ig . V -1 -3 : Interior V/ews o f Plaza Pasadena, Including  
Comfort and Convenience factors. (Photos by Author)
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incorporated, in addition to mer

chants of goods and services. (Fig. v- 

1-3)

As an additional advantage to j 

shoppers and visitors, several civic \

functions are ideally accessible and ?
f

adjacent to the mall area (such as the • 

library and city governmental offices). ! 

(Fig.V-1-4)

However, many residents recently : 

believe Plaza Pasadena has inter

rupted the downtown civic activity. 1

1 “The problem In Pasadena: Plaza 
Pasadena threatened to cut o ff the 
civic aud ito rium  from  the res t o f 
downtown.” C ity o f Pasadena Com 
m u n ity  D eve lo p m en t C o m m is s io n . 
(Bernard J. Frieden, Downtown, Inc. How 
America Rebuilds Cities, 1989: 92)
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A. Civic Library.

B Garfield Ave (Main Axis) & City Hall (Ground Feature).

C. Plaza Las Puentes (High quality open space).

D. Civic Auditorium.

Fig. V-1-4: Accessible Civic Functions Surrounding 
Plaza Pasadena. (Photos by Author)

94
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A. Accessible and attractive location. (American Automobile 
Association map, 1995)

B. Overall outside illustration of the novel architectural design. 
(Directory of Horton Plaza, 1994)

Fig. V-2-1: Horton Plaza, Illustrated.

2. Horton Plaza, San Diego,

California

Horton Plaza is a new blend of 

regional shopping mall, festival 

marketplace, and mixed-use devel

opment. One way to make it com

petitive was to have a novel design 

(Fig. v-2-1); another was to put to

gether an unusual combination of 

stores. Developer Hahn decided to 

omit an enclosure and air-condition

ing in order to allow the plaza to look 

like a part of the city. 1

Hahn also pressed his mall ten

ants to be innovative. He made new 

use of the developer’s control over

1 It tied In with the strategy of mak* 
ing Horton Plaza different because 
Jerde (developer) w ou ld  have  
greater design freedom in an open- 
a ir  setting. Hahn recalled  waking  
up at two in the morning and think
ing, “We’re going to take the damn 
roof off o f this thing, and w e ’re go
ing to make it look like part o f the 
city, and w e ’re going to make it ex
citing, .......and it ’s got to have busi
nesses that are different from those 
we find  in the suburban a rea .” 
(Donald Canty, Architecture 74, Nov. 
1985: 16)
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Fig. V-2-2: Imageries and Activities in Horton Plaza.
(Photos by Author)

Entrances:

A. Resembling the Italian valley adobes, the stairway entrance 
welcomes people into the Plaza. This unique hidden stairway is 
a breakthrough of the common, exterior design of the entrance

B. The entrances to the parking lot are located on the edge of the 
sidewalks near the theater; it is a convenient design for the con
sumers.

C. The eastern entrance (or exit), resembling the Spanish Steps 
(Piazza di Spagna), are a beautiful ending for the 'Broadway 
stage".

D. Cafe tables around the entrance smoothly form a space with 
the 'city image. Vistors can also stroll into the space easily.
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Imageries: (Photos by Author)

E. Borrowing Images: touches of Siena and Venice, mixed with 
contemporary architecture, is the main scene of the "stage"

F. The old-fashioned clock is another spatial mark on the stage, 
and reminds vistors of the ancient train station.

G. The front sign of the theater allows consumers a visual expe
rience of a stone stela.

H The pennies people throw in the ‘wish pond' reflect their imagi
nation and emotion, borrowing from the idea of Italian fountains.

H
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Features: (Photos by Author)

I. One of the most talked about, written about, and anticipated 
shopping centers of all time is the Plaza: a muiti-use, multiple 
level, open air, urban mall development.

J. People move through the irregular, crossing sidewalks, not 
hurrying to their destination. Visual experiences become their 
major concern.

Relaxing: (Photos by Author)

K , L Rest spaces are scattered on every corner occupied by 
cafes or restaurants The planning design stresses the center 
atrium.
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Pedestrian: (Photos by Author)

M Constant playing of classical music makes the consumption 
behavior an entertainment.

N. Stores, instead of hiding behind the windows, participate in 
people’s activities in the pedestrian corridors.

Eating: (Photo by Author)

O. Imagination and appetite are both satisfied when people eat on 
the stage’.

P. The outdoor cafe entertains people with sunlight and music, as 
well as food.
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Fig. V -2-3: f / ie  Building Function & Circulation Systems 
in Horton Plaza. (Illustration by AutoCad)
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store designs by demanding individu

alism in place of usual conformity. 

After directing merchants to change 

whatever storefront they previously

used in suburban malls, the design 

guide urged them to create a “one-of- 

a-kind retail environment”by using 

displays which express the unique . 

qualities of their business.2

The resulting Plaza mall was a 

center of undeniable originality that 

wraps its merchandising function in 

layers of novely, fantasy, and visual

2 The Hahn organization's design 
crite ria  to ld  tenants exp lic itly : 
"Horton Plaza is an outdoor urban
mall w ith  a .......  design theme built
around a vision o f the m all as an 
extension o f the city street system. 
Standard store designs that have  
been developed for suburban shop
ping center locations w ill not be ap
p ro p ria te ."  (Report by San Diego 
Home/Garden Magazine, Sept, 1985)

delight. It is a monument to shopping

as recreation, and to selling by enter

tainment. (Fig. v-2-2)
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Fig. V-2-4: Horton Plaza, San Diego, CA. View of the 
Plaza's Overall Design. (Process: Architecture, Feb.,1992)

Shoppers came from throughout 

the suburbs, and most made repeat 

visits; they were a reasonable cross- 

section of income groups with a 

median above that of the area at 

large, and three of four went down

town specifically to go to Horton 

Plaza to visit, eat, and shop.

Horton Plaza is also one of the 

most serious attempts to integrate a 

new retail center with the rest of the 

city. (Fig. v-2-3) Its prominent openings 

to the street and careful attention to 

connecting details mark a new level 

of sophistication, (Fig V-2-4) especially 

in contrast to the barrier walls and 

pasted-on shop- fronts of earlier 

efforts.
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A. Geographical Location. (American Automobile Association 
Map, 1995)

B. Original Chocolate Factory occupying the present site of the 
Square. (Locuis G. Redstone, New Dimensions in Shopping 
Centers and Stores, 1973: 288)

Fig. V -3-1: Location & Historic Ghirardelli Square.
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3. Ghirardelli Square, San Fran

cisco, California

Ghirardelli Square, owned and 

developed by William M. Roth, is a 

private rehabilitation of an entire city 

block of historical brick buildings 

which formerly comprised the 

Ghirardelli Chocolate Factory. It was 

the first major project in the redevel

opment of the north waterfront area of 

San Francisco. (Fig. v-3-1)

The nineteenth-century atmo

sphere of low buildings and the site 

itself, which commands spectacular 

views of San Francisco Bay, deter

mined the design. Old buildings
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B

Raised outdoor restaurant: A view of Gold Gate Beach.
Main Square is the place which draws the crowd.
Clock Tower Restaurant is one of the main views in the 
Square.

D. The front shops' images and people window shopping.
E. Seeing through the little dome, the Old Chocolate Factory 

Building, in the west square, is the main view.
F. The old buildings, with the background beach, form images in 

the Square.
G. The entire view of Ghirardelli Square and the background 

beach.

C

Fig. V-3-2: Ghirardelli Square, San Francisco, CA. The
Imageries and Facilities. (Photos by Author)

E G
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A

A. Section of Subterranean Ghiradelli Square Parking illustration 
and Buildings.

B. The Site Plan of the complete Mall.

Fig. V-3-3: The Design of Ghiradelli Square. (Locuis G. 
Redstone, New Dimensions in Shopping Centers and Stores, 
1973: 286)

w ere retained and new  structures, in 

appropriate m aterials and forms, 

w ere blended with them  to create a  

lively com plex of specialty shops and  

quality restraurants. (Fig. v-3-2) Addi

tionally, an interesting series of ter

races in the central p laza w as cre

ated by the stepped floors of the  

subterranean garage. (Fig. v-3-3) T h e  

final design incorporated an efficient 

use of available space and created  

an attractive mall. (Fig. V-3-4)

T h e  ow ner and the architects  

agreed in the earliest conception of 

the Square thatfu ll use would be  

m ade of the century-old buildings of 

red brick, but that their restoration 

would be modern in every sense.
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B

A. The Illustration of the Square (Please refer to Fig. V-3-2) 
(Illustration by Author)

B. The Main Facade and Entrance to Ghirardelli Square. (Photo 
by Author)

Fig. V -3-4: Ghirardelli Square Images.

A  strict requirem ent w as that any  

new  building would be m ade fully 

compatible with the old ones through 

the use of sim ilar m aterials and  

forms, and not through the simple 

revival of period details.

A s a result, exposed beam s, 

columns, pipes, sprinklers, conduits, 

footings, and brick walls w ere left 

intact w henever possible, and new  

elem ents, such as glass dom es, 

clerestories, gutters and bay w in

dows, w ere  specially designed and  

crafted. (Fig. V-3-5)

T h e  ‘m ood’ of these combined  

elem ents in the square block of
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A. An old brick building is 
complimented by steel, glass and 
neon as a surrounding image. 
(The Cannery Square.)

B New Retail Space also is the 
place which attracts crowds 
from the San Francisco down
town area.

C. Public musical plays affect the 
vistors' emotion everywhere in 
the space.

D. Fisherman’s Wharf, the famous 
place for vistors, is close to 
Ghiradelli Square.

D C

Fig. V-3-5: Similarity of Structures Surrounding Ghiradelli 
Square. (Photos by Author)
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massive, time-worn structures (dat

ing back to the 1860s) is both one of 

a 'fresh-new -place’ and a 'nostalgic- 

old-p lace’: a  true Victorian San  

Francisco mood.

T h e  designers also w orked with  

shop owners on the shape, color, 

lettering and scale of the signs which  

would be erected to identify their 

operations. Each sign, w hether for 

public areas  or fo r shops, w as of a 

special, personalized design.
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VI. CONCLUSIONS

Shopping m alls have won critical 

as w ell as popular recognition. H ow 

ever, som e critics questioned the 

results of this strategy to give the 

public a carefully sheltered and  

controlled environm ent for shopping.' 

T h ey  argued that the new  retail cen

ters looked artificial, the developer/ 

m anagem ent/ tenant m ix restricted  

the types of stores to those that w ere  

most profitable, and signs and dis

plays w ere controlled for the sake of 

uniformity.

1 Suzanne Stephens, a specia list 
in u rb an  a ffa irs , w ro te  In P ro g res 
s ive  A rch itec tu re : “Both  o f  (h e  /n -  
ner-city shopping m all types —  re
cycled build ings o r new  enclosed  
skyf/f gaWedes — refbcf a strong sA 
ement o f escapism. The culture  o f  
consumption has always focused on 
thfs mofK But the tendency toward 
ersatz nostalgia on one hand, and  
contro lled , filte re d  w orlds on the 
oCbe%jpusfMeescapdamcwMMrdbe#K%ye 
In to  b an a lity .“ (Suzanne Stephens, 
Introversion and the urban context/ 
1978: 53)

However, in this Conclusion, I am  

going to focus on two points:
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1. M alls  have improved the  

quality of people's daily and shopping 

lives, and

2. M alls can influence and even  

becom e the basis for urban develop

m en t
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1. Malls Improve the Quality of

Lifestyles

From  the agora of ancient G reece  

to the super-m all of our m odem  cities, 

the new  retail center occupies a 

special part of our life; it also pours 

'new  blood’ into the territory continu

ously. A shopp ing  districtfor the  

exchange of goods lies at the heart of 

each city in every society.. Because  

of changing popular tastes and new  

fads for com m ercial occupant 

spaces, the m odern architect or 

designer em ploys pastiche and freely  

mixes metaphors, playfully combining 

paradoxical elem ents —  old and new, 

local and global, high culture and  

vernacular in the city. H e /s h e  is
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sensitive to surroundings, and em 

braces the history and diversity of the  

com m ercial goods and activities, and  

leisure e n v iro n m en t1

A n effective shopping mall is the  

perfect post-modern retail environ

m ent. A s a specialty center and often 

a  downtown 'm egastructure',2 it 

reflects the vernacular and high forms 

of post-m odernism  respectively, while  

a hybrid fo rm — the festival m arket

place — com bines elem ents of both. 

Several features originally distin

guished the urban megastructure  

from the suburban shopping mall, but 

m any urban and suburban malls have  

been recently converted to the stan

dardized post-modern style.

1 W hile modernism repressed the 
free expression o f symbolic capital
In  the b u ilt environm ent (H a rv e y , 
1989), post-m odernism  celebrates  
corm ofaffve fm agery  an d  deco ra ffv * 
play, combining, as the city does, 
baroque, classic, rococo, art deco, 
high m odem , com m ercial and  fo lk  
architecture. It appeals to popular 
tastes w ith  landm arks o f a llusion  
and  sernffm ent comacfow*/y cuM vaf- 
Ing a ‘sense c i  place.9 (D. Ley Style of 
the times, 1987: 56)

2 The downtown megastructure Is a
se lf-con ta in ed  com plex Inc lud ing  
re fad  funcdons, /»o(e/a, ofMcea, res - 
taurants, entertainment, health cen
ters and luxury apartments. These 
structures are part o f the challenge 
fo (he aeparadoma between m om ents  
o f  production , reproduction  an d  
consum ption, an d  betw een w o rk - 
p bce , WWn* pface and  /efsure space, 
on w hich  m odern ist cu lture  Is 
founded. (Key Anderson, Inventing 
Place. 1992: 172)
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Urban malls are also no longer

Fig. V I-1-1: Horton Plaza, San Diego, California. View of 
the west pedestrian plaza & Building Facade. Typical post
modern designs are combined in the Plaza: the building style of 
Siena & Venice mixed with contemporary architecture is a main 
theme. People traverse in the "stage" of stores and mobile ven
dors, and enjoy playing the roles of both actors and audiences. 
The place is designed for visual entertainment, and has achieved 
the goal of pleasure consumption. (Photo by Author)

primarily ‘machines for shopping'; 

now passage through the mall is an 

interactive and usually entertaining 

experience, an adventure in winding 

alleys with the unpredictability of ‘pop’ 

shop fronts3 and mobile vendors. A 

kaleidoscope of consumers and 

products continually fuels the devel

opment of new merchandise and the 

demand for new and innovative 

environments for the sale of these 

products. (Fig. Vl-1-1)

Today, shopping at most urban 

malls is not merely the necessary 

purchase of goods, but is also a form 

of retail tourism where the individual

3 Each shop is formulated from a 
m ultitude o f pressures: sh ifting  
lifesty le patterns, social and eco
nomic conditions, cultural trends, 
and technological advances. 
(Giorgio Armani, Foreword, Shop & Bou
tiques, 1994)
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can make his/her own itinerary. 

Walking in the contemporary shop

ping mall is an experience of circulat

ing in Disney’s ‘imagination’ (Fig. vi-1- 

2), the employment of fantasy and 

engineering technology that effec

tively enlivens (or conceals) the 

practical activity of shopping in the

Fig. V M -2 : Disneyland, Anaheim, California. Illustration of city. 
the Main Street. All fake and all stage sets, yet it represents and 
idealizes dream-memories of what make a great street. Physical 
qualities exist which represent the best streets: buildings lining 
the street, architectural details over which light constantly moves, 
transparency at ground level, pedestrian comfort, a hint of hous
ing and habitation, and a beginning and an end. It is comerica! 
culture and visual experiences for all Americans, and the idea is 
also employed in the most of the mall. (Illustration from Allan B.
Jacobs, Great Streets, 1993: 170)
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2. Malls Impact Modern Urban 

Development

Interesting case studies can 

demonstrate the relationship between 

the development of urban retail 

centers (shopping malls) and the 

development/ redevelopment of their 

host cities. A  mail's impact on an 

urban framework system can be and 

has been pivotal in changing the 

character of a city.

Some shopping malls have estab

lished a system of horizontal connec

tions which linked a series of isolated 

social and economic urban units into 

a comprehensive pattern.
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Fig. VI-2-1: Diagram of a Central-City Urban Retail Center's 
Relation to a Local Urban Pattern. The shopping Mall is a 
center of the local urban pattern; it influences the development of 
a community, and is also influenced by urban development. Most 
shopping malls are designed in accordance with the open space 
of the city, and offer high-quality spaces for residents and visi
tors. The diagram demonstrates the idea of radiating develop
ment in the urban open pedestrian system and retail space. 
(Illustration by Author)

The formation of pedestrian link

ages between shopping develop

ments is often reinforced by other 

surrounding urban activities; this is 

characteristic of many recent central- 

city developments, adapted in each 

case to local urban and traffic pat

terns. (Fig. VI-2-1)

As a system of circulation, numer

ous malls may present a continuous 

network of pedestrian spaces within 

an overall urban area, Chester, Eng

land, is an example of a network of 

pedestrian connections. (Fig. VI-2-2)

Many cities have emphasized a 

specialized theme to provide a
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Fig. VI-2-2: Grosvenor Centre. Chester. England. The Plan 
of the Grosvenor Centre intends to construct a pattern of urban 
development. If each mall is a center of the local pattern, the city 
is a web of connections to every center. (Illustration from Barry 
Maitland, Shopping malls: Planning and design, 1985: 169)
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continuous attraction to their central 

or other specific areas in order to 

expand their economic development, 

and effectively using the mall concept 

has greatly influenced the cities' 

development. For example: some 

malls act as a "theme center" for 

music/ radio/ television and literature/ 

art; others are comprised singly or 

are a mix of retail, eating, residential, 

performance and work specialties; 

and there may be more than one 

"theme center" in a city or city-center.

Finally, we can see an interesting 

and continuous relationship between 

the development of urban economic 

centers and their urban retail ("shop

ping") centers.



y  ~ 2 MALLS im p a c t  m o d e r n  u r b a n  d e v e l o p m e n t
• s ?

Undoubtedly, urban centers will 

continue to expand with the develop

ment of new, optimal shopping malls 

and the effective reconstruction of 

older, outmoded malls.
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