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PREFACE DRAFT

EXPERIENCE + INNOVATION

Retail Design — Planning for Success

By John Simones, Partner, Director of Design, The Jerde Partnership, Inc.

By John Simones, Partner, Director of Design, The Jerde Partnership, Inc.

No matter how quickly technology continues to evolve and how many new gadgets or social media devices are
developed, people will continue to desire communal experiences — the personal exchange of being with someone else;
being in a group; seeing people and being seen by people. As the world inevitably becomes more virtual, people will
also demand more visceral environments. In order to accomplish this, we focus on the building type that is the only
remaining vestige of a communal scene — the Shopping Center.

Places that provide various offerings to purchase, and events that entertain — retail / leisure projects — are the
places that will satisfy people’s need to be together. Our goal is to focus on the public realm associated with retail
development in order to transform the shopping center into an urban village that becomes the communal soul of a host
City — whether it is Shanghai, Los Angeles, New York, Rotterdam, Warsaw, Tokyo, or Seoul — people want to interact
and be social, but they need activated and compelling environments to do so.

How should these places be designed and what should happen there?

The success of our retail design work has been our ability to solve issues through what we call the “The Big Idea” -
a design solution that creates an experience and place that is so compelling it will attract people in large numbers,
provide pleasant memories so customers return with their family and friends, and cause huge economic success.
These solutions include a spatial quality that is inspired by the local context and aspirations of the local citizens to
create an authentic and vibrant project that becomes the most popular destination in the region. The spaces within
the project are interwoven with the surrounding pedestrian circulation and are highlighted with contextual textures and
colors along with a landscape that attracts people of all ages. Likewise the building shapes are formed to reinforce the
spaces within and to establish an exterior identity and landmark within the city. This approach is both practical and
artistic. The solution, despite its innovative qualities, feels as if the project belongs to the city thus grows in popularity
over time, delivering a timeless quality. :

There are two basic issues that make a retail project successful.

First, it must be a place that inspires people to engage in the human experience, and establish a sense of belonging.
The project should not feel like a mall, but rather an extension of the city, thus becoming the most popular place to go
by appealing to people’s enjoyable emotions. By creating zones, or districts, within a single place, each expressing
qualities of time, space, light, form, and texture, combined with issues of use, mood, vitality, geography, and human
reactions to place, we develop retail and mixed-use projects based on discovery and experiential design. Therefore,
the' architecture and space is not a predetermined solution or style, rather a customization that is conceived to react
and mature with the ever-changing demands of people’s likes and dislikes, which ultimately creates a project that will
attract increased numbers of people.

Second, the offering of various goods, food, beverages, entertainment and services must be configured in a way that
maximizes the exposure for utilization, while creating new nodes of social interaction. Most competing retail projects
offer essentially the same tenant mix. However, if that offering is situated within an aftractive environment and arranged
along a well thought out organizational framework and path of discovery, the space and environment will feel unique
to the user. The planning and design of successful retail projects requires a strong understanding of the behavioral
characteristics of consumers. A project must appeal to a collection of audiences: adults and families; children; young
adults and professionals; seniors: locals; tourists; and the like. By understanding the desires of consumers, particular
attention must be given to tailoring specific environments that cause an enjoyable emotional experience for each
~consumer group. Incorporated into a Jerde design are places that express the individual spirit of the locale, places for
festive events, daily markets, and community gatherings. As a collective whole, we call this “heartmaking," which by
delivering memorable experiences and spaces for people will drive enhanced economic success for the project.

I order to create these spaces, we focus on the need and desire of people wanting an experience while shopping. It

_ is generally acknowledged by leading retailers that enhanced social destinations tend to attract people longer, leading
~ to additional purchases. Therefore, creating a communal place that people return to will drive retail sales much higher

- . than creating a standard, uninspiring solution.
- For a retail project to be truly successful, the design must acknowledge, accommodate and encourage the activity

of shopping. Historically the exchange of goods took place in a marketplace, along the downtown "main street," in
 a bazaar with street vendors, or in a farmer’s market. These were not typical mall environments; they were a part of
: everyday activity and created over time in response o the characteristics of the City and people that lived there. These
are the true msp:ratlons for our design of retail spaces of today.
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Forum Istanbul Project was developed in a design partnership between ERA, BDP, T+T, and Chapman Taylor for Bayrampasa district
where E5 highway marks the south boundary of the site. The east and north ends are lined off by tramlines. The project is a mixed - use
development including retail, residential, office and entertainment areas settled in three combined parcels. The project’s retail functions cover
a shopping center with 100,000 sq.m. leasable area, 15,000 sq.m. hypermarket, 30,000 sq.m. Ikea Store, 10,000 sq.m. DIY stores, and 5,000

sq.m. sports store with large parking space for 5,500 vehicles. 20,000 sq.m. of office area also supports retail functions. The shopping center is

planned on four storeys with shops, department stores, restaurants, leisure area, cinemas, and a 7,500 sq.m. aquarium which was designed in
the basement levels where ocean life can be discovered. The building is inspired by "city within the city" concept. A traditional city structure
has been the inspiration for the design master plan. A city like image and scale is aimed through a combination of different buildings on the

exterior as well as interior spaces...

Location
ISTANBUL, TURKEY
Area

164,000 sq.m.

Company

ERA PLANNING ARCHITECTURE
CONSULTING CO. LTD.
Designer

ERA PLANNING ARCHITECTURE

{REBAR/RForumIRE 2ERA,BDP, T+T, #1 Chapman TaylorfEBayrampasaX Bt & FFA&R— R
B, ZittXMESHERA K RIZIXFEERARRS, HREFCEFiRHBENE—FHFT . ZREE—
MEERRERRE, 8EMTF3IMEERENEE. F5. DAMERK ., ZRENZSEINEERZED
HHEFE10BFER KAWL, 15,0005 K09K38, 30,0005 KNEREH, 10,000575K
MBENEE, LIRGSEE5,5000 5 EMAEUSEZN5, 00055 KIFERIE. 20,0005 75 K/970
AERENEEREDRE. WYHROMLANERE, B85, BEAE. &7 ARK. B&ZHEM—
7,500 F 5 KAKIEIE, XNKEBELURIRBIT R AISFEMNRIN T=ZE . ZBRNRERET
SR XS, —MERRIBH SRR T R, BHRERIIERE
SARBERIZFINILAR A EP==BAH S TIXRALAT .



\ 4 g T S
L




008







010




SITE PLAN

(114



=T

' i
£

» 4 N g - ‘O Ee . 1K
‘ P~ N G = WL T

AT =

]
i

\

N




'f')[ T

/1 il

I ?‘ )

u{/: . ’rli*‘ i

GROUND FLOOR PLAN

o =y
4§

&

SECOND FLOOR PLAN
Q1.3






FACADE 2

FACADE 3

FACADE 4

:
m i . i | =
L L 1 A

SECTION







