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Preface ..

Shopping Centers — until recently, architectural wastelands!

Fortunately, the dark ages of shopping mall architecture are finally
over!

Hardly anything of architectural merit was created between 1950
and 2000, especially in central Europe. Almost nothing met the
high demands of modern, innovative design or found a place in
architectural history. Few, if any, architectural or design journal
explored this field in detail, and if they did, it was to criticize it.
What’s worse, this disturbing architectural shortcoming occurred
despite the relatively significant amount of shopping malls that
were opened or renovated during this period.

One of the principle reasons for this phenomenon might be the
ownership and management structures of these malls, because
during this period, the “traditional” mode of business gradually
disappeared. The founding fathers, who usually owned the stores
themselves and managed them with the utmost care, died out.
They were gradually replaced by professional mall managers, who
were primarily responsible to groups of investors. As such, mall
management focused less on actual trade and more on organizing
the trading center. For a long time, these managers focused on
finding the optimal merchandise mix, increasing commercial
profits, optimizing cost structures or signing long-term lease
agreements with renters who had very good credit ratings (primarily
international chains).

As extra attractions, superficial entertainment schemes were
developed to decrease customer boredom and increase length of
stay and sales volume. Newly developed retail centers were no

W O— B R AR TR

FreEfie, WO BRERZFERT

M 1950 £ 2 2000 Fix—ERH, BRE ERAETATETRNKS, B
RRAUER A A H A0 MR BRI E T B R T2, SRt ik A D,
EEREAL N FETREF. PENERMBTEXRARRX -8, B2
[E:0EEE=Fiins

ELARMKNE, REEXINYPRZHBYHROSTEXER, BiXH
BRAMRARELE.

SEHINSNEIERAz - AL FXEFHHRENMLENL, E2E
MRS AR “fE4” MR LEXRFEER. EABBNEEEMRYINT
fF, fiIFEAFEABEESEY, NEMNDHFFREET, PRRZHE
LTUMBYHRORE, hAREER L. A, BHERENENR LSS
DRAENFIMERD FELFMLSER. XLELEAKRBEH N TFIREE
B R, BNELFE, RURAER, IREERAEREHNABEA (£
EREREYEN) BARKANEREEE.

HTMES|H, FHPEEFHHERRZTHEE, MMERBENX
EKFEEEANNERRE. XEFRBHLPONEREFEREFEEMAR

longer managed by proper retailers, but rather by economists. The
business vision was replaced by a commercial vision.

At this time, serious architects shunned the field of shopping real
estate, as they viewed shopping malls as superficial places devoid
of artistic-intellectual ambition and perspective. Too much mass
commerce, too little authentic trade, too much trivial glitter, and too
many blatant marketing strategies repulsed architects and rendered
shopping centers practically a no-go.

The tendency to focus attention inside and thereby seal out the
outside world was another turn off for architects. After all, the
distinguishing features of many malls that are located on the
outskirts of a city are massive parking lots. Buildings, cubatures
or facades degenerated into single-usage, featureless, uninspiring
big boxes, the main purpose of which was to present the logo and
advertising.

Over the years, however, gradually mounting pressure on
operators and investors slowly led to a paradigm shift. The reasons
for this include the increased competition between malls, the
constant search for distinguishing features and increasing public
dissatisfaction with the “shopping monsters” on the outskirts of
towns.

For this reason, more and more renowned architects have recently
won competitions and obtained contracts in the world of shopping
malls. Prominent examples include the “Galeries Lafayette” in
Berlin by Jean Nouvel (1996), “Selfridges” in Birmingham by
Future Systems (2003), Toyo Ito’s “VivoCity” in Singapore (2006),
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Massimiliano Fuksa’s “My Zeil” in Frankfurt (2009) and David
Chipperfield’s “Peek & Cloppenburg” in the Heart of Vienna (2011).
Historically speaking, marketplaces (the predecessors of the modern
shopping center) were always places for intense social interaction,
trade and exchange. And “indoor shopping” is also not a modern
invention. For example, the Grand Bazaar in Istanbul (dating back
to the 15th century) is one of the world’s largest, partially covered
marketplaces, with over 4,000 shops in more than 50 streets,
and even older examples can be found in the orient, such as in
Damascus, Isfahan or Tehran.

In 19th century Paris, there were covered shopping arcades, such
as the Grand Bazaar, which in 1825 already housed 300 individual
shops. These arcades later developed into department stores, such
as Harrods of London (approx. 1850), in which different kinds of
goods were sold under one main brand name.

Increasing mobility and the rising popularity of the automobile
led to shopping malls on the outskirts of town. Their recipe for
success was certainly the combination of size, range of goods and
accessibility. Particularly in the USA, this trend grew with enormous
speed.

From a current perspective, the social relevance of shopping malls
remains the same. However, old questions need to be asked again,
and standard answers must be abandoned.

Without a doubt, this begins with the urban development aspects
of shopping malls, regardless of whether they are located in
the center of town or on the outskirts. In this context, not only
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logistical or infrastructural questions have to be addressed, but
most importantly, questions regarding the urban development
context have to be clarified. How well does the mall fit into the
surroundings? How much can it function as a socio-economic driver
for the local area? Which cultural resources can be utilized? How
can a contextually meaningful utilization mix be created? These are
just some of the important questions.

In fact, due to its functional and spatial complexity, the building
structure of a mall can be seen as a playground of architectural
challenges. These challenges include the development of a
functional utilization plan and space layout, a simple and preferably
sign-free customer orientation, the unique experience of space,
the skillful blending of events and usage types, and of course the
question of design.

Last but not least, due to their size, future shopping malls have
to provide creative and efficient solutions with regard to ecologic
sustainability. After all, shopping malls are like small (or sometimes
even large) cities, with a correspondingly large (or small) ecological
footprint. Shopping malls have to be environmentally responsible,
which makes the whole topic of shopping malls even more
interesting.

Finally there is something in the architectural future of shopping
malls to look forward to, as we await the new solutions that
architects and designers will find for shopping centers!

Mark Jenewein, LOVE architecture
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Pendorya Shopping Center

Architects: Kerem Erginoglu, Hasan Calislar

Firm: Erginoglu & Calislar Architects

Design Team: i. Kerem Erginoglu, Hasan C. Calislar, Romain Cadoux, Bans Yiiksel, Isik Siingi,
Gzlem Unkap, Tiirkan Yilmaz, Osman &zmen, Sezen Bilge

Location: Pendik, Istanbul, Turkey
Contractor: Ataman Construction
Project Management: IMS

Structural Project: Modern Engineering
Mechanical Project: Besa

Electrical Project: Enkom

Lighting Consultant: Yildiz Agan
Facade Pattern Design: Nesrin igen
Transportation: HARTEK

Landscape Architecture: Gardensa
Area: 90,000 m?

Photographer: Cemal Emden




Pendorya Shopping Center is located on the E-5 highway, in a
development zone, which is expected to have offices and residential
buildings in the future. The main criteria used in determining the
design and form are derived from the structure’s particular location.
Turning its back to the busy and noisy E-5 highway, dynamic and
surprising inner spaces of the building are exposed to the sheltered
open square, which is expected to become the new gathering area.

With direct access from car parking and inner spaces transferred to
the outer spaces, this new open square is anticipated to become
the new point of attraction for pedestrian access. It is envisaged as
a twenty-four hour living area where different outdoor activities
are pursued. Basement floors are reserved for car parking. Service
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and parking lot entrances are from the E-5 side for easy access.
Flexibility in the inner space is achieved by variations in the plan
schemes of the retail areas and easy pedestrian flow by a well-
designed circulation system. In this way movement between the
different common/social areas, such as the open square, covered
square, terrace area, and galleries is facilitated.

Taking into consideration the intensity of the surrounding highway
traffic, the fagade is designed with a logo-strip to easily catch the
eye. The fagade is covered with glass panels, on the ground floor,
whereas custom-made, precast concrete panels with patterns dress
the upper floors of the fagade. Long-term maintenance as well as
visual coherence is thus achieved.
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UPPER PIAZZA
Sheltered courtyard
Multipurpose activities
Center of attraction of the mall
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