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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.
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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-
lan” 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
showecase 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.
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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

—  IEm

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. Itis 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
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consequences for shopping center design into
consideration.
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JDKEHHIO CyYacHHX TEHJCHIIIH B IPOEKTYBAaHHI HOBUX
TOPTiBETHHUX IICHTPIB Yy CBiTi. 3 I[i€}0 METOO OYB TIPO-
BEJCHUH aHANi3 Cy4yacHHX ITyOiKamiid, MPUCBIYCHUX
TEOPpii JaHOTO THUIY CHOPYI, & TAKOK HAHOLIBII TOMi-
THHX MPUKJIAIB 3MiH y NPOEKTYBaHHI Ta (QyHKIIIOHY-
BaHHI TopriBespHUX HeHTpiB y 2000-2010-i pp. Ha
6a3i 11b0ro 0YJI0 BUCYHYTO HMPHUIYIIICHHS CTOCOBHO OC-
HOBHHMX IPUYUH HaMIuEHOTO 3CyBY y HOIJsLIaxX Ha
MPOCKTYBAHHSI, a TAKOXK HACJIIIKIB [ISI CTPYKTYPH, Ha-
MIOBHEHHS Ta 00pa3y TOPriBeIbHUX IICHTPIB, IKIM BiJl-
JTAETHCS TIepeBara B CBIiTII HOBHX miaxomiB. [lepmm 3a
BCe, IIe Mi/IBUIICHA POJIb HAJAHHS YHIKAJIBHOTO JI0C-
BiZly 3aKyIliBIi Ha NPOTUBAry OIHIN HAsSBHOCTI TO-
Bapy, IOB’S3aHOTO 3 HEIO, HarallbHa HEOOXiTHICTD iH-
Terpauii HUPPOBUX TEXHOJOTIH 10 (YHKIIOHYBaHHS
(hi3MIHUX TIPOCTOPIB TOPTIBEIBHOTO IICHTPY, TEHACH-
Iist 10 «3MIMIAHOTO BUKOPUCTAHHS Ta TPOMAJICHKOTO
MPOYMTAHHSA pPEKpeaniiHO-KOMYHIKAIliHUX MPOCTO-
piB KOMITIEKCy, OinbIIa yBara 0 CIOCOOY >KHTTS Ta
moTped MiICIIeBOIO HACEJCHHs, a TaKoX HOBa

3aIliKaBJICHICTh B @BTCHTUYHOCTI XYI0KHBOTO 00pa3y
TOPTiBEILHOTO LIEHTPY HAa MPOTHBAry N0 HEBHpPA3-
HOT'0, CTAaHJaPTU30BAHOI'0 BUIIISAY, IO CTaB acOIlif0-
BaTHCS 3 IIUM THUIIOM CIIOpYA. J[0JaTKOBUMH MOXJIH-
BOCTSIMM B LIbOMY BiJHOILIECHHI CIYI'YIOTh BHKOpHC-
TaHHS 3aXOMIB CEPEIOBHUINHOTO IIXOAY y MPOEKTY-
BaHHS CEepelOBHUINA TOPTiBEIBHOTO IEHTPY, MOIi0-
HOTO JI0 PEIYKOBAaHOT'O MICHKOTO CEPEZOBHUINa, 1 3a/i-
SIHHS PET10HAIBHUX KyJTBTYPHHUX PECYPCIiB.

Kui040Bi ci10Ba: TOpriBeNbHUIA HEHTP, CTATHHA PO3-
BHTOK, TPOMAICBKHH TIPOCTip, peKpeamiiHo-KO-
MYHIKaliHHUHA TPOCTIp, CEPEeTOBUIIIHUM T1IXi.

Cmonenckas C.A., Bopucenko A.C. UIBMEHE-
HUE NEPCNEKTUBBI B JU3AMHE TOPI'O-
BbIX HEHTPOB 2000-2010rr. CtaTbst nmocssiiieHa
H3YYCHUIO COBPEMEHHBIX TCHICHIIHMI B MPOCKTHPOBA-
HUU HOBBIX TOPTOBEIX IIEHTPOB B Mupe. C 3TOM IeTbio
OBUT TIPOBENICH aHAJIN3 COBPEMCHHBIX ITyOJIHMKALINH,
MTOCBAIICHHBIX TEOPHH NAHHOTO THUMA COOPYKEHHH, a
Takke HanboJiee 3aMETHBIX CBUICTCIIFCTB N3MECHCHHIN
B MPOCKTHPOBAHUH M (PYHKIIMOHUPOBAHUN TOPTOBBIX
ueHTpoB B 2000-2010-¢ rr. Ha 6a3e 3Toro ObLIH BbI-
JABUHYTBI MNPCANOJIOKEHUA O OCHOBHBIX MNPUYMHAX
HaMCTUBLICTOCA CABUI'd BO B3TJIAAaX HAa MIPOCKTUPOBA-
HUeE, a TAaKXKe O MOCJIEACTBUAX AJIS CTPYKTYPHI, HAION-
HCHUA U 06pa3a TOPTOBBIX LCHTPOB, KOTOPLIM OTHAa-
€TCA NOpEeANOYTCHHUC B CBCTC HOBBIX IMOAXOHOB.
[Ipex e Bcero, 3TO MOBHIIMICHHAS POJIb MPEIOCTaBIC-
HUSl YHUKAJIBHOTO OITBITA, COMPOBOXKAAIOIIECTO TTOKY-
TIKY, B IPOTHBOBEC OJHOMY JIHIIIh HATMIHIO TOBapa, C
Hell CBA3aHHOTO, HACYIIHAS HEOOXOAMMOCTh HHTETPa-
OUU TUPPOBBIX TEXHOJOTHHA B (YHKIMOHHUPOBAHUE
(U3NIeCKUX TMPOCTPAHCTB TOPTOBOTO IIEHTpA, TEH-
JEHIUS K «CMEIIAaHHOMY HCIIOJIB30BaHMIO» U 0OIIe-
CTBEHHOMY IPOYTEHHIO PEKPEAlMOHHO-KOMMYHHKA-
[IUOHHBIX TPOCTPAHCTB KOMIUIEKCa, 0OJIblliee BHUMA-
HHE K 00pa3y KU3HHU U TOTPEOHOCTSIM MECTHOTO Hace-
JIEHUS, a TAK)KE HOBBIN UHTEPEC K ayTEHTUYHOCTH XY-
JIOKECTBEHHOTO 00pa3a TOProBBIX LIEHTPOB B MPOTH-
BOBEC HEBHIPA3UTEIHFHOMY CTaHIAPTU3UPOBAHHOMY
BHJY, 9TO CTaJl aCCOI[MUPOBATHCS C HUMH. [lOTOITHH-
TEJIEHBIMUA BO3MOKHOCTSIMH B 3TOM OTHOLICHHHU CITy-
JKaT WCIOJIB30BaHUE CPEICTB CPEIOBOrO MOIXOMIa B
MPOEKTHPOBAHUU CPENbl TOPrOBOTO IICHTpPa, MOJ00-
HOU pe1yLlupOBaHHOM rOPOACKOH cpefie, U 3a/1ecTBO-
BaHHUE PETHOHANIBHBIX KYJIBTYPHBIX PECYPCOB.
KuarwueBble ci10Ba: TOProBbI LEHTP, YCTONYHBOE
pa3BuTHe, OOIIECTBEHHOE NMPOCTPAHCTBO, PEKpealu-
OHHO-KOMMYHHKAIIMOHHOE TPOCTPAHCTBO, CPEIOBOI
MTOJIXOI.
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