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PREFHLET

Norman Garden, Executive Vice President, RTKL Associates Inc.

it's clear that over the past few decades, people have started to rely on a different set of criteria to define shopping centers. The most successful
retail centers today reflect shoppers’ needs and desires, offer authentic social opportunities, and engage the public realm. Those factors, along
with technological advancements and an increasingly global influence, are helping to redefine the shopping center. But forget what you've heard:
the mall isn't dead; it has simply evolved. While it's true that the design standard has shifted from enclosed, atmospherically controlled environments
to mixed-use, community-focused layouts, it's the result of people looking for more connected and meaningful experiences in all aspects of their
lives, including their neighborhood shopping centers.

The New Mall

In an effort to attract more visitors, many developers are looking to the future of retail design for new properties and renovations, and it's changing
the way we think about malls. Some centers are simply traditional malls with the roofs removed. Others have Main Street-style details and public
spaces. Still others mix residential, transit, or incorporate untraditional anchors and more than ever, dining is front and center and retailers are
heading the charge for the ‘farm to fork’ experience. No matter what form a retail project takes, the ‘new mall’ must include an emphasis on how
people live, and align with shoppers’ needs and expectations. These centers present the shopping center as a destination point, where the space
becomes a community meeting place, not just a collection of retfail options.

Impact of Technology

It's no secret that the rush toward online shopping has affected bricks-and-mortar retail and this trend is only going to get more pronounced; online
shopping is expected to increase 62% to $327 billion in the U.S. alone by 2016. The challenge for retailers lies in connecting our digital world

with traditional stores and creating social and experiential incentives to drive to the mall, by offering cooking or pottery classes or developing

retailtainment hot spots, for instance. In terms of individual
brands, many competitive retailers are now working across
channels to grow their customer bases—from stores, to an
online presence, to catalog sales. Wider shopping centers can
also take this “bricks-pics-and-clicks” approach to retailing,
but it must work symbiotically or else run the risk of jeopardizing
the integrity of a brand. Good retail design should emphasize
the importance of brand, consider purchasing patterns, and
aim to bring out a seamless service experience. In the end,
this helps to create a stronger, more comprehensive retail
experience across every channel.

Global Influence

Retail design will continue to evolve as new demographics and
influences continue to reshape the industry. Many architects
would agree that the time has come; retail is ready for some
new thinking. But where will the ideas come from? At RTKL,
we've taken advantage of our international portfolio, using our
projects to learn more about what makes a successful retail
center and measuring their impact. From green design to
transit to smart growth, this global influence has shaped retail
projects that thrive as both financial and social assets to their
communities.

In all cases, our crucial design goal is to make the world a
better place. Retail design is no exception, creating public
spaces and meeting the needs of cities around the world. In
the long run, it is an emphasis on people, coupled with a true
understanding of culture, which allows shopping centers to
stand the test of time.
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PREFALE2

Remo Riva, Design Director, P&T Group

Shopping centers are places to meet, mingle, shop, and places to go, to be seen and to see. They replace the traditional markets and sireet shops
and the bazaars, providing the multi-sensory experience in a purposely designed and built environment. Usually complimented with extensive car
park facilities, they are made convenient to visit and to stay.

Other then offering various goods, fashion, jewellery, toys for children etc., they also feature entertainment and extensive food and beverage
outlets, creating nodes for social interaction. The place must appeal to all audiences, visitors and tourists, old and young. An attractive and inviting
environment, sprinkled with visual accents and experiences needs to enfice and lure the visitors inside.

Tenant mix is obviously a key consideration to any retail centre and there has to be something for everyone, for every need and every taste.

Yes, a shopping centre must be a place that is popular, lively and provides activities and amenities for all. It also has to be an integral part of the
city but also a destination location, a place where people want to go and enjoy themselves. The architecture and interior design of any retail
center are obviously critical components to create this leisure / activity node or hub, to provide the appropriate setting, feel and look of the place.
Circulation inside is equally important to allow the smooth flow of people through the place, high visibility of all the merchandise and shops and a
convenient change of levels. Three retail levels seem to be the favorite design solution, allowing visual connections and a casual change of levels.
Restaurants, clubs, destination retail outlets can be formed above the three standard circulation planes, extending and enriching the facilities and
the experience.

Our "Bellavita" project is structured on the basis of this logic and common practice. Several retail levels are topped with restaurants above, but
also below ground, encasing the brand name retailers above and below. To enrich the ambiance and atmosphere, a large, oval shaped plaza or

piazza was formed in the center of the project, in line with some of the historic European precedents.

Outdoor cafes, landscaping, water features and art create a
culturally inspired public space, which is covered with a glass
roof for comfort.

High-end retailers line the plaza creating an ambiance of
exclusiveness and elegance. The architecture of the project
was inspired by French and Italian precedents and creafes a
luxurious back-drop and framework or stage for the activities
contained and the up-market retailers.

Unlike "Bellavita", the shopping maill in Jinan is not located right
in the city centre and as such a destination location. Iconic,
fluid architectural forms are fused into a sculptural ensemble,
promising novelty, and innovation, visual and sensory
excitement. Larger than the Taipei project, it is designed
to cater to all and not just the high-end customers. Again,
retail outlets are combined with F&B above it, employing the
well proven layering of facilities. The unusual architecture
language devised for the project is extensively illuminated
from outside and inside, like a lantern announcing its purpose
and location.

Architectural elements, traditional and novel forms and
fextures, smooth and convenient internal circulation combined
with places and spaces for people as well as extensive car
park facilities, are the components which create the shell and

framework for exciting shopping centers.
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With the development of more and more shopping centers business, shopping

centers gradually become commercial landmark and a city-led symbol.

Accompanied by the intervention of the high-tech and Intemet, large shopping

centers also begin a new round of reform wave and some large shopping malls
already gradually introduce some innovative elements. Therefore, the shopping
center as a leisurely commercial real estate, reflects that the business is an
indispensable part of life, and the shopping centers of commercial buildings has
become a typical represeniative of the construction industry.

Through illustrated examples, this chapter shows you the world's top business
center cases. We not only can see the technicality of the shopping center, enjoy
the architectural features of the shopping center, taste the building philosophy of
shopping center, and innovatively interpret soaring buildings of composite products.
At the same time, the book malches building materials, architectural features and
analysis of architectural concept with floor plan and elevations of architecture,
which not only provides you with a wealth of knowledge of architectural theory
but also brings you a profound experience, but also plays an active guide for the
development and construction of architectural industry and enhance it.




SHOPPING CENTER

AL7jlal]1

PEESREZNBYPLEWNRRE, BYPINEHEARBIMR, RA—THH
BNESIS. HESHR. GERNEINTA, AOWYDINEFIAT Hi— @R,
ERNARBYIPIORNEEISIA T —LEIFTR, B, BYPIMEAKRZIY
07, A TAEUREEATRON—-BS, HWRREYDLELRARR TGS
i AV 8

ADBENENHRIEZNG, AIERRERNREFHUPINES, KRFRILL
%g@mmmwﬁxm.mmmmmmm@ﬁﬁ@ RERBYIDLNERER, RN
SO DEERNNEIHER, By, ABERAME. BRARSRENEROT SR
NFEB. U8Rk, FAERHT FENRRBICAR, HAEHRRZNE

=, MENBRRATURENRSHWEEIFIRNS ISFRAER,




®itag s B
S T n p LI C I-I T D Ln ( E RESIGN LOCATION: PHOTOGRRAPHERS:
! COMPRANY: Chongging, China Aedas

XN 5

Design Concept ¢ &itg=

The shopping mall is an immediately dramatic design that
invokes the spirit of monumental abstract sculptural works.
The angular forms and spirit of the design are inspired by the
Basque sculptor Eduardo Chillida.

The design of the shopping mall uses dynamic lines and
stretched forms to create a powerful and iconic architectural
statement which dominates the stretch of Jiangnan Avenue
that it occupies. The eye-catching forms are accentuated by
the bold contrast of materials - polished black granite, grey

aluminum and copper-toned cladding. The fenestration and
cladding patterns are not applied in the conventional vertical
/ horizontal manner, but rather in a clashing manner of angles
that further compliment the dynamism of the forms.

The design of the residential towers takes a complimentary
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role to the shopping maill by expressing a strong contrasting
verticality to the horizontality of the shopping mall. The
landscape design is strongly influenced by the shopping
mall architecture and thereby takes on many of the Chillida-
inspired angular forms and patterns. Paving patterns, signage
and sculptural works of art all display the theme.

As an interesting contrast, the Interior design concept by
Aedas Interiors is a reaction to the angular, Chillidaesque
boldness of the external architecture. Their concept is
‘opposites' - the mall interior compliments the strong angular
design of the exterior by choosing soft and curvaceous forms,
deliberately avoiding sharp edges. The colour palette is also
softer and less striking than the exterior.
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