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PREFACE

From early times on commerce has been a
major factor in the economic and social
development of cities and communities. In
antiquity, the activity of traders enlivened
and formed the city centers. In ancient cities,
commerce was given a prominent location
directly on the Agora or the Forum Roma-
num in close proximity to the core of politi-
cal power. In medieval times, and at the
beginning of the modern age commerce be-
came the basis for prosperity for individual
families such as the Fuggers or for cities such
as Venice, Genoa, Florence as well as the

cities of the Hanseatic Federation.

The present-day galleries, passages, shop-
ping centers, department stores, and retail
stores in shopping streets comprise the
broad range of today's commercial poten-
tials. Together, they bundle the financial
resources of important investors that provide
new impulses for urban development and
form the face of our inner cities. The archi-
tecture of commerce hereby defines the tran-
sition between public and private spaces. It
defines a public character toward the exterior
and invites one to discover the interior of the
shops. Embedded within the urban context
with its diverse functions such as living,
working, recreation, and culture, it can take
on an inspirational character and motivate

inhabitants and visitors to become customers
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of the retail shops. This makes it clear that
the almost symbiotic relationship between

the city and commerce still exists to this day.

The architecture of commerce is hence much
more than the mere creation of retail space.
It forms the urban context, contributes to
defining a retail brand for the commercial
sector, and is most importantly a major com-
ponent in one of the retail sectors most cen-
tral functions, the presentation of commodity
goods. Especially the built expression given to
inner-city retail facilities plays a major role in
attracting customers and in convincing them
to purchase goods. The interconnection
between urban design and architectural qual-
ity is a key factor in the success of inner-city
retail commerce that plays a major role in

enlivening entire urban quarters.

The challenge of creating a successful archi-
tecture of commerce must be met within a
framework that allows both a high recogni-
tion level for the retail sector and at the same
time adheres to high levels of architectural
quality. If this is achieved, a modern archi-
tecture of commerce can imbue its location
with identity. Today, this is more important

than ever before.

Holger Wenzel
Chief Executive Officer

German Retail Federation {(HDE)
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FOREWORD

Some of us may still remember how hectic
and frustrating it used to be to do the major
weekly shopping run on a Saturday morning.
Rushing from shop to shop, the family fran-
tically raced with time, fully overloaded with
packages and bags and far away from the

usually distant parking spot for the family car.

In the meantime this traditional shopping
marathon has been replaced almost every-
where by a virtual stage-set like experience of
the act of shopping. Now — in addition to the
actual procedure of purchase and the com-
parison of goods and prices — human needs
such as the desire to promenade and stroll,
to meet people, and to visit a cafe, are accom-
modated in new shopping centers. This term
that originated in the USA defines a building
complex comprised of several mall spaces
that primarily house retail facilities, but also

tailor to other social needs.

Shopping centers used to be primarily locat-
ed far from the city centers near major traffic
arteries, yet new concepts saw their return
back into the city — at first to city-edge loca-
tions, and later right into the heart of the
revitalised inner-city centers. They hereby
once again take on the role of commercial
nodes within the fabric of the city that form
the urban core and act as places for social

interaction. Traditionally, trade nodes were a
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powerful motor for urban development - a
historical urban development factor known
since the days of the Silk Road. A substantial
segment of public life was and is intercon-
nected with “commerce”: communication
and conviviality, culture and tradition, repre-
sentation and public prestige. Since the Re-
naissance, when successful merchant fami-
lies such as the Medicis, Fuggers or Welsers
first advanced to the uppermost elite of the
cities, the new merchant class achieved a
level of prosperity and worldliness equal to
that of the aristocratic class. Ultimately, this
development saw the replacement of “born
nobility” with a “financial nobility”. The
wealth gained through commerce formed
the culture of the self-confident merchant
cities with their free citizens. And up to the
present day, shopping centers and depart-
ment stores play a major role in enlivening
the city and in defining the urban face of

attractive big cities.

Passages and Galleries ~ The Shopping
World of the Flaneur

The act of shopping was once little more
than the procurement of goods necessary for
survival. But beginning in the late 18th cen-
tury this function gave way to a new under-
standing of shopping as a pleasure activity

and social experience made possible by the
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advent of the middle class bourgeoisie. The
wide spectrum of available goods was on
public display for all — even if not everybody
could afford them. Passages as roofed streets
were the predecessors of today's modern
weather independent inner-city shopping
complexes. These passages were integrated
into the given urban fabric and soon created
their own architectural style. The first pas-
sages were erected since 1800 in Europe's
then most exciting cities —~ Paris and London.
Passages or galleries are glass-roofed, light-
filled and spacious lanes, streets, prome-
nades and plazas that are at once both interi-
or and exterior space, house and street. They
offer year-round dry climate conditions, a
factor that also extended the life of perish-
able goods. Movement through the glazed
street becomes an experience in itself that
animates one to promenade, to observe, stay
in one place, compare goods, to see and be
seen. The notion of the “shopping stroll” or
“ambling” was born, long before the later
“shopping spree” or “bargain hunt”. The
rains that flooded open markets, the grit of
the street, and the offensive odor of sewage
pipes were all banned outside the passage

and a clean, ordered retail world was created.

A mall, or urban gallery, is formed when
several passages in various orientations are

combined underneath one roof structure.
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The Galleria Vittorio Emanuele II in Milan
is the most well-known example of this

building type.

The Department Store —

Everything under one Roof

Industrialisation and improvement of trans-
portation and building technologies led to
the advent of a new building typology that
replaced the shopping passage or gallery: the
emporium or department store. In contrast
to the elegant and glamerous galleries, the
first department stores presented an overly
plentiful range of goods. Mass-produced
products and a large number of similar goods
were presented to tailor-meet the desires of

the middle to lower class customer segment.

The department stores offered a full range of
goods, including household goods, clothing,
and also eliminated long distances between
individual shops. Here, everybody could find
something to buy. All-inclusive and orches-
trated management underscored by advertis-
ing campaigns was implemented to direct
consumer attention to specific products and
offers. At the same time, customers were
free to stroll throughout the complex and
compare goods. Every city that held anything
of itself strove to have such a department

store. The Kaufhof in Diisseldorf's Kénigs-

II
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allee, the former Tietz department store, is

a good example dating from this era.

Monumental entrances at the street level are
typical for department stores of this period.
They virtually “suck” customers inside to dis-
cover the spacious, glass-roofed inner court-
yard that reminds of a market square, and the
broad stair that connects the building’s levels.
Escalators provided new impetus. They effort-
lessly carry customers up and down through
the space and allow them to take in the goods
offered without having to mind their step.
Ever-larger glazed doors and shop-fronts open
up to provide customers with unimpeded
views of the offered goods. Two of the most
interesting examples of this building type still
existing are the Lafayette and GUM depart-

ment stores in Paris in Moscow respectively.

Shopping Center — Export Hit from the USA

In the first half of the 20th century cities in
the USA expanded into their surroundings at
an astounding tempo, creating urban sprawl.
Former commuter towns grew to become
veritable cities of their own and it became
ever-more difficult to differentiate between
townscape and landscape. Urban centers in
the traditional sense were increasingly neg-
lected, and along with their demise, tradi-
tional local and social identification with the

urban neighbourhoods also decreased. In the
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early 2oth century the first self-service and
discount stores were built in the suburbs to
satisfy the needs of the “fast customer” and
those on the lookout for cheap goods. The
steady growth of such retail shops led to the
new shopping center building type in the
1950s. Customers were presented with a full
assortment and price comparison of similar
goods and special offers and limited-time

sales augmented the offerings.

The further development of the pedestrian
shopping mall building type begins with sim-
ple corner shop complexes and grows to ever-
larger proportions. Shopping villages, giant
mega-malls and super-malls are the result.
These multifunctional centers are increasingly
found back within the traditional inner cities.
The Rockefeller Center, built in 1931 in New
York, that extends as a “city within the city”
across five blocks is a good example for this
tendency. In the post-war era, developments
in the USA assumed model status for Europe.
This phenomenon included economic as well
as cultural aspects that play a major role in
forming consumer, media and entertainment

behavior.

Europe since the 50s —

New Life for Inner Cities

After WWII a dire economic situation exist-

ed in Europe and it was at first essential to

3
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organise elementary goods and to assure
basic standards of existence. But along with
the rapid economic betterment since the 5os
the demand for consumer goods rose con-
stantly into the 8os and department stores

experienced a renewed success story.

Shopping centers and retail centers based on
American models were built increasingly
since the 60s on urban peripheries and in
the free countryside as “shopping bunkers”.
A monotonous series of building material
outlets, furniture stores, discount markets —
with sufficient storage, parking and loading
facilities — was built. But the existent, once
lively commercial facilities in the inner cities
were increasingly neglected. The bland taste
of the new artificially pushed, unliveable,
and unfriendly shopping zones was all that

remained.

The 770s saw the development of the first
alternative concepts that foresaw returning
shopping culture back into the living and
interaction continuum of the inner city. So-
called urban galleries experienced a renais-
sance and served as the magnets for the revi-
talisation of inner cities. These were con-
ceived not as complexes shut off from their
surroundings, but rather intrinsically con-
nected with their respective contexts. A good

mix of retail shop types and a direct connec-




