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It has become clear, if nof common, fo remark that as shopping culture changes therefore commercial
archifecture has evolved alongside it - and we have been waiting many years for this evolufion fo become
manifest in more than the words writfen in prefaces for Shopping Mall books.

Ten years ago it would have been unthinkable for us fo write a preface about commercial architecture in
the same breath as some of the better large-scale architectural projects as we could not believe in the
archifectonic values and concepts emitfed and confained by these ‘lesser’ works. We firmly believe, and this
book is a festament, that we are finally wilnessing a real evolution of commercial architecture—an evolufion
that has brought it from almost a specific ornamentation sfyle fowards a proper order of architecture. The
shopping cenfre has become an efficient object. In themselves, they constitute and embody insfruments at
the service of the consumer as can clearly be observed in many of the excellent projects presented in fhis”
book.

We would like to give special importance fo three fundamental concepts that are frequently mixed and
marfched in the buildings that follow. Firsfly we would mention the pervasive ‘New Look' of retail commerce,
secondly the widespread inclusion of the notion of responsible edificafion and lasily how commercial
ergonomic now acts as a generator of design.

More and more we are confronfed with the shopping centre as an equipment that is infegrafed within an
urban sfructure. The sfandalone is dead, neoclassical pastiche is forgotten, the sea of parked cars has been
banished. We are finding that commercial projects are increasingly being developed-in a precise, surgical
and, above all, contextual manner. The shopping mall is not only a sfructuring element of urban development,
bur we are finally wimessing the use of the shopping mall as a fool for the revaluation of expectant urban
areas, be it in new developments or in extensive revitalisafion operations. This book showcases many
examples of nofable, confemporary urban refurbishments that look fo-confer a new dynamic o an existing
fabric of civic life.

One of our biggest battles as a practice is the overtuming of concepts that had previously been ignored by
shopping centre developers. We are referring fo that elusive provision of a fundamental ‘added value'. More
specifically, of that notion of responsible building, where creativity allows technology fo serve the acfively
sustainable project.
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I is notable how offen people who follow our work remark the apparent coniradiction between the appearance
of our buildings and their environmental efficiency. More and more we are concerned with endowing our
buildings with the capacity fo be acfive machines that may somefimes appear fo be half industrial, as
the ‘Eco-Tech' resolve does not necessarily pass through the use of materials that look or appear natural
(like wood or sfone), but are rather a by-product of the analysis of production processes and energy
management, of generated carbon dioxide emissions and, finally, of the fraceabilily of materials’ origins.
So here we find ourselves before a new aesthelic, one that is not only defined by ‘design’ of a more or
less contextual or arfistic character, but of the confluence of programmatic data (geographical location,
climatology, orienfation) as well as the environmental objectives of production, emissions and energy saving.
This does nof mean, however, that the architect is enlirely removed from the plasfic decisions behind the
architectural object. Visual concepts are slill important, nof to say fundamental, as our architecture produces
images that travel through many different medio—they are seen and have to act as ambassadors of the
values we wish fo fransmif; those of responsible building, high environmental quality as well as a certain idea

of beauty that lies between confextual poefics and pure functionality. ‘

The commission of @ shopping centre is, for the architect, always a challenge. How fo get fo the essence of a
commercial vocabulary, how to recreate perspectives, how to simplify the circulation possibilities of the visitor
(often less than permeable to new habits), how to generate a new environment thar is in sync with the refailers.
All these questions definitively represent a delicate exercise of equilibrium, which reguires the generation of
a global project developed not only from architectural defails bur from a playful study of volumes and light.
The challenge is fo fransform the cenire info a single store with iI's own ergonomic, it's own aesthetic, iI's own
particular, inferactive and dynamic manner of marking the flows and conneclions inthe centre irseff.

Jerome Michelangeli
Principal Design Partner, IAD



LOOPS
Freccia Rossa

Ceniro Colombo refurbishment project
John Lewis Department Store and Cineplex and pedestrian bridges

Crysfals

Westside Shopping and Leisure Centre

Dolce Vita Tejo

MYZEIL

Dot Envelope

Liverpool One

Victoria Square

/lofe Tarasy

Changwon City 7
Roppongi Hills

ION Orchard, Singapore
Elements

I-Square

Gure

Shirikh Kod (Barcode)
Cascade Commercial Cenfre
Lazona Kawasaki Plaza
K:fem

Cenfral Concert Hall Kazakhstan

Bruun's Gallery
Europa-Galerie Saarbricken
Stadrgalerie Heilbronn
Hamburger Meile
Rathaus-Galerie Leverkusen
Serdika Center

Stadtgalerie Schweinfurt
Porto Pi

010-015
016-023
024-029
030-037
038-043
044-051
052-057
¥58-069
070-075
076-081
082-087
088-093
094-097
098-101
102-109
110-113
114-117



Star Place

Harbormall

Relail Centre Holermuos

Refail Cenfre Lendava

Relail Centre Novo Mesto

ATRIO

INTERSPAR Shopping Centre Schwaz
SILLPARK

Magasin Migros

8° AVENIDA

Iruma Outler Park

Luz Del Tgjo

Toyosu Lalaport

The Mall of the Emirates

Arena Mall, Dubai Sports City

365 Shopping Centre

Sanko Shopping Centre

Cepa Shopping Centre

Starcity Shopping Centre

LATTICE in Beijing

Bluewater

The Mall of Kuwait

FIELD'S @resfaden, Copenhagen
FRIIS Aalborg City Cenfre

Salling Department Store — extension
Grantley Adams Infernational Airport
Promenade Shopping Centre

Chongging New World Shopping Centre

CenfralPlaza
Life In Town

176-183
184-187
188-191
192-185
196-199
200-205
2006-211
212-215
216-219
220-223
224-227
228-233
234-239
240-243
244-249
250-253
254-257
258-261
262-265
266-269
270-275
276-279
280-285
286-291
292-297
298-301
302-305
306-311
312-315
316-320









Location:
Weiterstadt, Germany *
Cost:

€ 265 million

Shops Amount:
175

Car Parking:

3,000

Areaq:

56,500m?

Opening Date:
10/2009
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The central motto of LOOPS is aviation. The
number 5 is a reference fo the excellenf location
directly adjacent fo the A5 autobahn. 'LOOP' refers
fo the topic of aviation and the shopping centre's
proximity to Frankfurt Airport and the control
centre of the European Space Agency, ESA, in
Darmstadr. The interior of the mall has four fopical
corridors leading visitors through the fascinafing
hisfory of flying, with design references fo the ‘Age
of the jef', 'Flight pioneers', ‘Conternporary aviation'
and the 'Golden age of flying'

A particular highlight is the original MIG-21 aircraft
that hovers over the Food Court. And there are
also references fo aviation on the outside of the
building: the shape of the glass roof above the
main enfrance is based on a flapping wing, the
lamellar sfructure of the fagade is a reference to

aircraft engineering and the LOOPS lettering is
finished off with a line in the form of a vapour frail.

As in the case of all Sonae Sierra shopping
cenfres, Loop5 was buill under Sierra's
Environmental Management System and its
consfruction was certified in accordance with the
ISO 14001 environmental sfandard. The objective
of the 'Sierra Green Cenfre' concept is fo minimise
the environmental impact of building and operating
new shopping cenires.
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 Freccia
Rodda

Location: ,
[taly d?%
%

Client:

Sonae Sierra, , 1))
AIG Global Real Estate g
Investment Corp, 2
Coimpredil »
Cost:

€ 144 million

Shops Amount:

119

Car Parking:

2,500

Areq:

29,700m?




