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THE SHIFT OF PERSPECTIVE IN SHOPPING CENTER DESIGN IN 2000-2010S 
 

The article is dedicated to studying modern world trends in shopping center design. An analysis of contem-

porary theoretical publications on the subject is conducted in order to accomplish that goal, accompanied 

by the most illustrative examples showcasing changes in functioning, composition and design of shopping 

centers in 2000-2010s. Consequently, assumptions according to the causes of perceived changes in design 

paradigm are made, and its consequences for the structure, essential parts and image of shopping centers 

are elaborated upon. First of all, this leads to the heightened role of center’s ability to provide a unique 

experience of making a purchase, as opposed to simply providing goods, in light of the rapid growth of e-

commerce. Another important development is the trend towards mixed-use and social role of connective 

transit-recreational spaces of shopping complexes, accompanied by the requirement of greater awareness 

of local populace’s needs and way of life. Last but not the least, an increased interest in shopping center’s 

artistic image’s authenticity is observed. Additional possibilities in that regard can be found in the use of 

methods of placemaking in creating the center’s environment, as well as the involvement of regional cul-

tural resources in its design.  

Keywords: shopping mall, shopping center, sustainable development, public space, connective transit-rec-

reational space, placemaking. 

 

Introduction. A series of problems in 

the field of large shopping malls design has 

become apparent in 1990-2000s, being the 

most prominently present in USA markets. 

For a time, periodical publications spoke 

about the “death” of shopping mall as a 
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building type and a retail agglomeration for-

mat. Although further developments have 

proved these conjectures to be premature, the 

amount of shopping centers of a traditional 

introverted structure that has lost tenants, de-

clined or closed its doors, leads us to consider 

aforementioned problem and its causes with 

utmost attention. The influence of this prob-

lem and practical approaches directed to-

wards its solution are also apparent in new 

shopping centres that are built around the 

world. Thus it is deemed practical to analyse 

the causes and consequences of the apparent 

shift of perspective that is observed in the 

practice of design and construction of large 

and, especially, urban shopping centres now-

adays.  

There exists a significant amount of lit-

erature dedicated to the aforementioned prob-

lem and its consequences. This article’s the-

oretical base consists of a number of these 

sources that is considered to be illustrative of 

an issue and suitable for an analysis on the 

shift of perspective in shopping centre de-

sign. First of all, there are periodic publica-

tions that highlight the existence and rele-

vance of a problem [1-4]. The history and pe-

culiarities of USA experience in shopping 

mall design is presented in the first part of 

EPA guidebook for reorganization of com-

mercial strip [5]. Meanwhile, an article by V. 

Raimers and V. Clulow [6] describes the 

problems in functionality and the loss of 

comfortability apparent in modern shopping 

malls with introverted structure. The changes 

in demands of modern customers are illus-

trated in reports and materials of ULI [7, 8]. 

The article by J. Stillerman and R. Salcedo 

[9] studies the relation of shopping center’s 

visitors to its environment as a variation on 

an urban one, with said issue additionally 

highlighted in works of J. Goss [10], O. Be-

rezko [11], M. Davidenko [12]. Additionally, 

R. Gratz [13] provides valuable information 

concerning the case of successful introduc-

tion of a shopping center designed with use 

of local cultural resources into an urban fab-

ric of Boston. The regional peculiarities of 

shopping mall design are additionally 

touched upon in works of Zheng Tan [14], E. 

Danylenko [15], A. Borysenko [16] and oth-

ers. 

Materials and methods. Article mate-

rials are presented using the narrative method 

with results based on an analysis of recent 

publications in shopping center’s theory with 

a series of examples illustrating modern 

trends and problems apparent in shopping 

centers today. The selection of examples is 

aimed to highlight important changes to 

shopping centers’ structure and functioning 

as opposed to traditional model employed as 

universal throughout the world.  

Results. The first evident cause for the 

need of change in shopping center design is 

the crisis of large shopping malls with tradi-

tional introverted structure (meaning they 

have a closed, inward facing strictly utilitar-

ian structure with largely enclosed spaces). 

This crisis is most pronounced in USA, where 

the explosive growth and rapid evolution of 

shopping malls in 1950-1960s is connected 

with a series of local factors, such as the 

heavy urban decentralization and the taxation 

law of “accelerated depreciation” for com-

mercial structures which subsidized its rapid 

construction. Subsequently, it led to the 

wrong evaluation of a number of shopping 

malls’ construction sites as well as a general 

oversaturation of market in this building type 

[5]. Due to sharply increased competition and 

a lack of loyal customer base, a number of 

shopping malls in USA has closed its doors, 

turning into so called “dead” malls. However, 

general demographic and economic trends in 

the world allow us to expect similar outcomes 

in other countries’ building markets. “South 

China Mall” in Dongguan can serve as a 

prominent example in this regard. Aimed to 

become the largest mall in China, instead it 

became the world’s largest shopping mall 

that went vacant due to mistakes made in its 

program and geographic positioning [4].  

Meanwhile, part of introverted shop-

ping mall’s problem appears to be systematic, 

born of its evolution in the chosen capacity of 

“machine of sales”. The genesis and develop-

ment of the shopping mall is connected with 

the provision of a protected enclosed environ-

ment with controlled microclimate to its vis-

itors. The agglomeration of shops surround-

ing the safe pedestrian zone inside allowed to 

greatly minimize time losses for consumers. 

However, during the evolution of shopping 
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mall’s qualities this effect became compro-

mised time and again in favour of increasing 

retention, the time that visitor spends on the 

center’s premises, and his/her corresponding 

spendings. The competition among shopping 

malls and new formats of retail agglomera-

tions are also regarded in context of time and 

effort loss minimization by its visitors. There, 

the most recent formats such as online shops, 

“lifestyle centers” and “category killers” 

have an edge over traditional malls. The visi-

tors of shopping centers are divided in two 

groups – those who have a primarily utilitar-

ian motivation for visit (namely, the need for 

purchase), and those who are driven by he-

donistic motives (favouring the overall at-

mosphere and experience of shopping and ac-

companying activities). Visitors from a he-

donistic group prefer the “lifestyle centers” 

(shopping centers with open spaces often re-

sembling urban environment), while “utilitar-

ian” visitors favour online shopping and “cat-

egory killers” (large centers focusing on a 

certain type of merchandise), where they can 

make their purchases quickly and efficiently. 

Overall, the amount of male shoppers has 

shown to be increased; combined with the 

general lack of time that is characteristic of 

modern way of life, this leads to a greater 

number of customers that appreciate comfort 

as a way of saving their time and efforts. An-

other fact worth consideration is the generally 

increased age of customers, which, coupled 

with rising health problems, leads to the need 

for barrierless and comfortable environment. 

All in all, it has to be noted that the develop-

ment of shopping mall’s structure despite 

these trends has played a part in the decrease 

of its patronage by the group of “utilitarian” 

shoppers [6]. 

Another important factor is the change 

in customer base, namely, the introduction of 

“Generation Y” shoppers (aged from 23 to 40 

years, as of 2018). The study of this visitor 

group’s preferences has been conducted in 

USA [7], however the information present 

also describes the general interests and needs 

of representatives of modern information so-

ciety that is rapidly changing. A significant 

part of the studied group perceives their visit 

to the shopping mall as a social activity and a 

form of entertainment. It has also been 

determined that the development of elec-

tronic commerce did not force this group of 

shoppers to stop visiting physical shopping 

premises, however, it did increase the de-

mand for the integration of virtual and real 

space using modern digital technologies in 

shopping center’s environment. A character-

istic example of these factors influencing the 

decline of more traditional malls is the clos-

ing and subsequent demolishment of "Funan 

DigitaLife Mall” in Singapore. This mall spe-

cialised in electronics and was closed due to 

the change of preferences of its supposed cus-

tomer base in the wake of the development of 

online shopping.  

The change in shopping center design 

is illustrated in “Ten principles for rethinking 

the mall”, a report by Urban Land Insitute (a 

non-profit organisation dedicated to research 

and education, based in USA) [8]. It presents 

ideas and proposes methods for the reorgani-

sation and repositioning of shopping malls in 

light of recent challenges that this building 

type faces in modern world, as concerned 

with modern commerce and urbanisation pro-

cesses. Report emphasizes an importance of 

shopping center’s connection to the needs 

and desires of local community, proposing 

the employment of participation techniques 

to achieve it. It is also important to note the 

new interest towards an authenticity of shop-

ping center’s architectural environment as 

opposed to bleak standardized appearance 

that is associated with shopping malls now. 

This trend correlates with the growing prefer-

ence towards open spaces resembling the 

more traditional urban fabric as well as the 

need for more diverse, accessible pedestrian 

spaces and the tighter integration of shopping 

experience into local population’s everyday 

life. These patterns in addition to changes in 

customer’s behaviour and growing competi-

tion between retail agglomeration types sig-

nal the need to re-evaluate an idea of shop-

ping center’s expected image and function.  

Discussion. The aforementioned trends 

showcase the existence of a shift of perspec-

tive in shopping centre design, caused by the 

crisis of traditional introverted shopping 

malls, which leads to the branching of shop-

ping center’s typology and the search for in-

terdisciplinary solutions (involving sociology 
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and urban sciences). Speaking of building 

market’s reaction to the apparent changes, the 

first and the most illustrative is the practice of 

construction of very large (usually, superre-

gional) shopping malls with an increased part 

of entertainment functions – so called desti-

nation malls. Its increased catchment area is 

provided by the uniqueness of atmosphere 

and the range of proposition, while the rare-

ness of visits due to increased range is com-

pensated by an increase in time that visitors 

spend inside. Aside from concerns voiced in 

work by V. Raimers which appears to be par-

ticularly applicable to this solution, there 

simply is no place for a large number of such 

malls in its visitors’ life routine. Additionally, 

its gargantuan size is an argument against its 

placement in an urban fabric. Among chief 

concerns in this regard are the overloading of 

urban infrastructure, deformation of pedes-

trian movement patterns, draining effect it 

will cause on existing traditional urban com-

mercial spaces depriving it of its visitors, as 

well as a visual and morphologic incompati-

bility of characteristic large shopping mall’s 

introverted architectural image and structure 

with its surrounding environment in the city.  

The variants of “dead” malls’ decayed 

spaces transformation are rather distinctive – 

usually, they are being rebuilt into a more 

open pedestrian mixed-use environment, in-

cluding commercial, entertainment, public 

and residential functions, in the spirit of “new 

urbanism”. The focus in construction of su-

perlarge enclosed shopping malls has moved 

from USA into China and the countries of 

South-Eastern Asia, where in light of rapid 

urbanisation processes nowadays the more 

traditional examples of this building type are 

being erected. However, an increased role of 

entertainment in shopping center’s function 

is a more universal development. All in all, 

the most prominent among the recent trends 

in shopping center design are its focus on the 

experience being inside for visitors, the shift 

towards mixed-use and the greater openness 

of its structure, facilitating both psychologi-

cal and physiological accessibility of its 

spaces and, correspondingly, the greater inte-

gration of shopping center into its environ-

ment.  

One of the shopping center’s type that 

enjoys a new interest from architects in light 

of recent trends is a lifestyle center. Although 

first lifestyle centers were built in 1980s, its 

open spaces resembling a somewhat ideal-

ized fragment of urban fabric are seen to be 

promising in light of a recently increased role 

of “experience” marketing. However, it is im-

portant to note an accompanying issue that 

has become apparent in discussions about the 

nature of public space in the interiors of mod-

ern shopping malls. While seeking to derive 

a perceived visual and psychological charac-

ter (summed as atmosphere) from downtown 

urban spaces, shopping center’s inner envi-

ronment is still distinct from them in an im-

portant way, namely by the genetically 

evolved properties of its spaces. It is being 

designed as a whole entity in all its spatial 

and functional complexity, directed by a cen-

tralized management and artificially pro-

grammed to invoke certain customers’ reac-

tions as dictated by the marketing purposes. 

This allows for the creation of the more man-

ageable, predictable and comfortable shop-

ping environment, while at the same time de-

prives it of the inner complexity of meanings, 

purposes of visit and variants of use that 

evolved in urban fabric over time. This issue 

was touched upon in the research of J. Goss 

[10] and O. Berezko [11], both of which char-

acterised a shopping mall’s connective 

transit-recreational space as a limited public 

space and a reduced urban environment cor-

respondingly. 

Another possible solution for making 

shopping center a place that would invoke 

positive feelings of belonging and loyalty 

from its customers lies in the use of an urban 

environmental approach, or the placemaking. 

This approach largely analogizes shopping 

center’s spaces with urban environment in its 

perception by visitors and consequently uti-

lizes the similar arsenal of methods in work-

ing with both. In particular, it declares the 

lack of universal solutions suitable for all 

places. Shopping centers are supposed to cor-

respond to the needs of local community, 

which includes the local context for the per-

ceived environment and the available possi-

bilities and regional peculiarities of public 

life. This links to the issue of “place” and 
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“placelessness”, as was discussed in broader 

context by Relph [17], and the integration of 

shopping complexes’ environment into a lo-

cal way of life. This also coincides with the 

research stating that people freely transpose 

their urban behavioural practices into the 

malls’ spaces, perceiving it as a part of urban 

environments’ continuity [9].  

It is also important to note that the con-

cept of sustainable development, having 

nowadays included the domain of culture, re-

quires attention to the local cultural resources 

and potential. Among these resources as con-

nected to shopping center design are the tra-

ditional perception codes describing forms 

and spaces, uses and meanings familiar to lo-

cal population, the characteristic atmosphere, 

types and forms of activities peculiar to the 

region, as well as the existence of suitable 

structures and places with linked semantic 

narratives that can be utilized in shopping 

center’s construction or the definition of its 

program. “Faneuil Hall Marketplace” in Bos-

ton and “Ghirardelli Square” in Los-Angeles 

can serve as examples of utilizing local cul-

tural resources in its design, as both em-

ployed older structures and local semantic 

narratives in its program. Roberta Gratz de-

notes “Faneuil Hall Marketplace” as a suc-

cessful example of large shopping conglom-

erate’s integration into a historic urban envi-

ronment, particularly because of the genetic 

connection between structure and the genetic 

function associated with the place [13]. 

Meanwhile “Ghirardelli Square”, which is 

situated on the premises of old chocolate fac-

tory, also uses its historical buildings along-

side new structures and incorporates the his-

toric narrative of the place into its program, 

demonstrating another successful use of a 

placemaking approach. 

All in all, modern trends in shopping 

center design emphasize the importance of 

several shopping centre’s qualities, namely, 

the significance of its overall program (in-

cluding narrative idea), the use of existing lo-

cal resources (ranging from material to se-

mantic ones), the mixed use of its spaces (al-

lowing to synergistically enhance available 

activities and to provide the accompanying 

environment with more complex meaning) 

and the usage of participation methods, both 

in defining the type of future shopping center 

as well as during its subsequent existence. 

Therefore, the modern shopping center’s 

structure is supposed to be dynamic, allowing 

a degree of flexibility to its composition and 

function with the goal of fine-tuning the ten-

ant-mix and the logic of center’s usage to the 

local population’s needs and requests. An is-

sue of choosing a semantic concept for the 

shopping center while utilizing local cultural 

resources is considered to be of particular in-

terest to the goals of present research. Said 

resources’ pool potentially includes the exist-

ing structures, which function can be changed 

without damaging their historical value 

within the framework of revitalization pro-

grams, the architectural references to the re-

gionally distinct styles and approaches, the 

narratives of local significant places and ob-

jects with associated meanings, and so on. 

This development taken in the framework of 

sustainable development paradigm allows to 

bring additional arguments towards preserv-

ing regional peculiarities in culture while 

possibly mitigating the potential negative ur-

ban impact of shopping centers placed in ur-

ban fabric, therefore making the further study 

of mentioned regional resources and its appli-

cation in the field of shopping center design 

a promising avenue of research. 

Conclusions  

1. The first and most prominent cause 

for the shift of perspective in shopping center 

design in 2000-2010s is the increased compe-

tition due to the oversaturation of shopping 

center’s proposition in the world, which 

forced architects and developers to look for 

alternative ways of gaining advantage. In ad-

dition to that, architectural solutions taken in 

context of traditional utilitarian paradigm has 

often lead to a decrease in shopping center’s 

comfortability to visitors, undermining a sig-

nificant part of its initial appeal. Another im-

portant factor is the development of elec-

tronic commerce that has pulled over a siza-

ble part of purchases connected with the con-

venience and the necessity. Furthermore, it 

brought to light an increased importance of 

another type of shopping, namely the shop-

ping for experience – emphasizing the feel-

ings and experience that accompany making 

a purchase, socializing and belonging to a 
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place with a distinct character and atmos-

phere. 

2. The social content of shopping cen-

ter’s visit, the activation of the communica-

tion possibilities and the distinct, unique at-

mosphere of its environment contribute to its 

success in the market of selling experience. 

Overall, this development leads to the greater 

role of mixed-use solutions and the public in-

terpretation of its connective transit-recrea-

tional spaces likened to a reduced urban en-

vironment. In light of the modern concept of 

sustainable development (including, among 

others, the requirement of stable continuous 

cultural development), the need to utilize an 

existing regional potential is able to play a 

more prominent part than before. In light of 

the aforementioned potential, the possibilities 

of greater integration of the shopping center 

into an urban environment surrounding it in-

clude registering the regional architectural, 

cultural and social peculiarities, the way of 

life as well as the needs and expectations of 

local populace, with the goal of consequently 

reflecting it in center’s structure and image.  

3. The shopping malls, being objects of 

significant investments in its building stage, 

became factors of substantial commercial 

risk, especially apparent with an increased 

competition in light of continued construc-

tion of the new centers while the consumer 

base of population remains stable or even de-

clines (as is evident in case of Ukraine). 

Therefore, it becomes important to seek the 

characteristic traits, peculiarities of atmos-

phere and market niches of use for new cen-

ters in the structure of customer’s potential 

interests for every particular solution. It is im-

portant to note that while the shopping cen-

ter’s market in Ukraine has not yet reached 

saturation, as is the case in USA, the general 

trends in the design and use of this building 

type points toward the similar path of evolu-

tion, even if it is mostly adopted from world’s 

examples. In addition to that, the rapid devel-

opment of e-commerce may accelerate the 

appearance of crisis phenomena, because it is 

a factor that came earlier into play in Ukrain-

ian market rather than in USA. Therefore, it 

is deemed important to take the new trends 

connected with the crisis of traditional shop-

ping center’s format and structure and its 

consequences for shopping center design into 

consideration. 
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Смоленська С.А., Борисенко А.С. ЗМІНА ПЕР-

СПЕКТИВИ В ДИЗАЙНІ ТОРГОВИХ ЦЕНТ-

РІВ 2000-2010рр. Статтю присвячено дослі-

дженню сучасних тенденцій в проектуванні нових 

торгівельних центрів у світі. З цією метою був про-

ведений аналіз сучасних публікацій, присвячених 

теорії даного типу споруд, а також найбільш помі-

тних прикладів змін у проектуванні та функціону-

ванні торгівельних центрів у 2000-2010-і рр. На 

базі цього було висунуто припущення стосовно ос-

новних причин наміченого зсуву у поглядах на 

проектування, а також наслідків для структури, на-

повнення та образу торгівельних центрів, яким від-

дається перевага в світлі нових підходів. Перш за 

все, це підвищена роль надання унікального дос-

віду закупівлі на противагу одній наявності то-

вару, пов’язаного з нею, нагальна необхідність ін-

теграції цифрових технологій до функціонування 

фізичних просторів торгівельного центру, тенден-

ція до «змішаного використання» та громадського 

прочитання рекреаційно-комунікаційних просто-

рів комплексу, більша увага до способу життя та 

потреб місцевого населення, а також нова 

зацікавленість в автентичності художнього образу 

торгівельного центру на противагу до невираз-

ного, стандартизованого вигляду, що став асоцію-

ватися з цим типом споруд. Додатковими можли-

востями в цьому відношенні слугують викорис-

тання заходів середовищного підходу у проекту-

вання середовища торгівельного центру, подіб-

ного до редукованого міського середовища, і заді-

яння регіональних культурних ресурсів. 

Ключові слова: торгівельний центр, сталий роз-

виток, громадський простір, рекреаційно-ко-

мунікаційний простір, середовищний підхід.  

 

Смоленская С.А., Борисенко А.С. ИЗМЕНЕ-

НИЕ ПЕРСПЕКТИВЫ В ДИЗАЙНЕ ТОРГО-

ВЫХ ЦЕНТРОВ 2000-2010гг. Статья посвящена 

изучению современных тенденций в проектирова-

нии новых торговых центров в мире. С этой целью 

был проведен анализ современных публикаций, 

посвященных теории данного типа сооружений, а 

также наиболее заметных свидетельств изменений 

в проектировании и функционировании торговых 

центров в 2000-2010-е гг. На базе этого были вы-

двинуты предположения о основных причинах 

наметившегося сдвига во взглядах на проектирова-

ние, а также о последствиях для структуры, напол-

нения и образа торговых центров, которым отда-

ется предпочтение в свете новых подходов. 

Прежде всего, это повышенная роль предоставле-

ния уникального опыта, сопровождающего поку-

пку, в противовес одному лишь наличию товара, с 

ней связанного, насущная необходимость интегра-

ции цифровых технологий в функционирование 

физических пространств торгового центра, тен-

денция к «смешанному использованию» и обще-

ственному прочтению рекреационно-коммуника-

ционных пространств комплекса, большее внима-

ние к образу жизни и потребностям местного насе-

ления, а также новый интерес к аутентичности ху-

дожественного образа торговых центров в проти-

вовес невыразительному стандартизированному 

виду, что стал ассоциироваться с ними.  Дополни-

тельными возможностями в этом отношении слу-

жат использование средств средового подхода в 

проектировании среды торгового центра, подоб-

ной редуцированной городской среде, и задейство-

вание региональных культурных ресурсов. 

Ключевые слова: торговый центр, устойчивое 

развитие, общественное пространство, рекреаци-

онно-коммуникационное пространство, средовой 

подход. 
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