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Abstract. Article is dedicated to studying the influence of shopping centers on the urban
environment, with the goal of determining the preferable qualities of their recreational
communication spaces. The main factors of their negative impact are the product of the inversion of
their facades, autonomy of their spatial organization and function, as well as disparity of their scale
with the smaller one of urban spaces. These issues can be traced to the qualities of an introverted
spatial structure. Based on the aim of comprehensively integrating a shopping center to its urban
context, it is proposed that its recreational communication space focus on providing accessibility,
readability and permeability of its internal structure. The latter must be weighed against the need of
keeping the mall’s environment comfortable, which may be balanced by the use of a mixed system
of enclosed and open-air recreational communication spaces, as well as buffer spaces and active
visual connections.
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Introduction. Modern public shopping center — also known as shopping mall — is a massive
multifunctional object with a complex inner structure. The urban impact of such an object is
significant as well. With its commercial function, it is able to play the role of a catalyst in
rejuvenating part of a city as a popular place for visiting, stimulate or drain activity on adjacent
streets and in downtown in general. This influence is greatly dependent on the architectural spatial
characteristics of its design, and it, in turn, is largely defined by its recreational communication
space.

In this study, the public shopping center is interpreted as a shopping center with a significant
part of social function in its operation, and, accordingly, an expanded public interpretation of its
spaces. Historically, the first examples of shopping complexes, specifically styled as public
commercial centers (centers of new cities in England, France, the Netherlands and Sweden in the
1960s), were intended to become the centers of public life of new residential formations, and most
often had open connecting spaces that had become new squares [1]. At the same time, the first
indoor shopping centers of the 1950s played a similar role for decentralized cities and towns in the
USA [2].

The fundamental structural element that defines and embodies the specificity of a public
shopping center is its recreational communication space (RCS). This connective space combines
separate functions into a single system via pedestrian traffic, which it organizes with its spatial-
environmental characteristics in order to realize the particular concept of the shopping center. The
mall as an important structural element was more pronounced in the interior solutions of enclosed
shopping centers, although their findings were soon adapted to open-air solutions as well.

Shopping mall as a distinct building type initially emerged and evolved in a suburban setting
of mid-XX century USA. It has caused its structure to assume specific traits which were then
transplanted into other countries and settings along with the highly succesful formula of the
building type. These traits mostly result in distinct introverted solutions of shopping center,
isolating its main recreational communication spaces and limiting outside connections to the
absolute minimum required for its operation — all for the goal of better control over the resulting
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environment and its properties. Although the distinct new type of integrated shopping centers
emerged soon, the shopping malls built in the cities often inherited the aforementioned introverted
scheme as part of successful features package along with the rest of the qualities seemingly
ingrained in the type. A number of new urban shopping mall built around the world continue to
keep to the introverted spatial structure. Such a structure is primarily defined by its internal,
technologically conditioned factors; conversely, the extroverted (or integrated) structure of a
recreational communication space is shaped by external factors as well, placing greater importance
on the context of its situation.

As the construction of shopping malls in Ukraine nowadays keeps to the trend of using
introverted solutions in cities, even as the documented problems caused by such solutions in urban
settings continue to grow, it becomes important to observe the connection of these problems with
the structure of recreational communication space, particularly that of introverted type, and attempt
to outline the qualities for the new, more sustainable and contextually adequate type of urban
shopping center.

Analysis of latest publications and studies. J. Gosseye [1] described the genesis and
particularities of evolution of purposefully designed urban shopping centers in Europe. The
question of the interaction of the shopping center and the city was touched upon by B. Maitland [2],
M. Beyard [3], J. Stillerman and R. Salcedo [4], A. Ilyash [5] from different points of view,
including the morphology of the urban environment, functional diversity and social life of the urban
population. The influence of the shopping mall on pedestrian traffic in the city center was analyzed
in the study of B. Lorkh and M. Smith [6]. Features of the formation of the environment of
recreational communication spaces of shopping centers and its perception by visitors were
considered in the works of Z. Tan [7] and O. Berezko [8].

Formulation of the task. The goal of presented article is to analyze the existing studies
covering the systemic mutual influence between the shopping malls and the city in light of the shift
in perspective in their design favoring their public functions and the actualized role of recreational
communication spaces in their organization and outside connections. The analysis is conducted in
order to formulate the preferable qualities of recreational communication spaces for the adequate
sustainable urban solutions of these buildings.

The basic material and results. A sociological study of the visitors to "Keskus Mall" in the
city of Thunder Bay (Ontario, Canada), conducted by B. Lorch and M. Smith [6], show that
shopping centers in the urban environment can influence the behavior of pedestrians in certain ways,
decribed as the "fortress", "distance decay” and “intervening alternative” effects. The "fortress
effect" is manifested in the preference that pedestrians give to the comfortable, secure inner space
of a shopping complex over ordinary streets. The "distance decay effect" is caused by people's
desire to make the least effort. Wanting to minimize their walking routes, citizens who start and end
their visit to the city center at the shopping mall move away from it only by a small distance. The
shopping complex can also act in the role of "intervening alternative" — it can attract the attention of
pedestrians who start their visit to the downtown outside of it, redirecting them from the part of the
city located behind the shopping center.

These results confirm the reading of an enclosed shopping center as a fortified enclave with
weak connections with its surroundings when situated in an urban fabric. Shopping complexes of an
introverted type form new powerful centers of gravity and deprive the pre-existing downtown
pedestrian system of social activity, which can negatively affect the city in the long run. The study
indicates that the expected spillover effect, - that part of the visitors attracted by shopping center
also visit the shopping establishments on the adjacent streets, - is limited by the "fortress" and
"distance decay" effects, as well as being spatially dependent on access points to the internal space
of the shopping mall, and, correspondingly, on the spatial organization of its recreational
communication space.

B. Maitland [2] described the transformation of the morphology of urban spaces due to the
introduction of a large shopping mall in the city structure. Streets lose their usual semantic and
functional content when they are flanked by blank or underused facades of large-scale buildings; it
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transforms them from the multifunctional location of urban life into a plain transit connection. This
can be further understood in the categories of articles by K. Dovey [9] and E. Pafka [10] about the
permeability of urban spaces and "public interfaces". Considered from this point of view, the
shopping center occupies a large volume, often an entire city block, while having a limited number
of points of active interaction ("interfaces") with citizens on nearby streets. This makes the large
mass of the shopping center a "blind spot" in term of its external links and relations, - it does not
operate on the scale characteristic of the city center (as "public interfaces" of city streets are usually
more saturated, their points of entry and interaction are located closer to each other).

Shopping center, unlike traditional commercial spaces, initially developed outside of the
urban environment. Often, such a complex in the city continues to be designed as an autonomous
object that ignores its surroundings. This allows designers to better regulate its comfort and security,
but also increases the gap between it and traditional urban spaces. The contrast of the internal and
external environments is aimed at favorably emphasizing the nature of the shopping environment.
At the same time, increasing the contrast between the inner environment and the adjacent exterior
spaces of the city streets confines the movement routes to the inner space of the shopping center and
leads to a decrease in the intensity of pedestrian traffic and commercial and public activity in the
surrounding area of the city. In turn, this distorts the connectivity and logic of "mixed use", a
distinct feature of urban spaces. Accordingly, the activities and situations occurring inside the
shopping center are not integrated into the continuity of urban life, instead forming its situational
alternative.

Therefore, it can be summarized that the most characteristic disadvantages of large shopping
centers in cities are:

- inversion of commercial facades;

- autonomy of the spatial organization and function of the shopping center;

- the disproportion of the architectural forms and spaces of the shopping center to the smaller
and more diversified urban environment.

These shortcomings are largely related to an insufficient design effort aimed at the integration
of a shopping center into an urban environment.

In the framework of the systemic approach, the co-existing shopping center and the city can
be considered as a complex system consisting of two subsystems - the actual shopping complex,
and the continuity of public spaces of the city. Both subsystems of the "Shopping Center - City"
complex system are connected to each other with the help of pedestrian traffic and recreational
communication spaces that serve as its channel and conductor. The systemic effect of synergy,
which describes the benefits of the mix of functions in shopping complexes, is enhanced by the
interpenetration of the systems — the adjacent streets receive a certain number of visitors for
commercial purposes, and the internal spaces of the shopping center become the hub of urban life.
According to this, a certain level of permeability of its envelope for the circulation and perception
of citizens would be desirable for a successfully integrated solution. This brings us again to the
concept of urban "interfaces", but in a broader sense than a morphological one — as points of
interaction between the city and the shopping center become an important element of both the urban
space and the public commercial complex in their connected state. In general, the shopping center
in the city should be designed not only as a building, but needs to be integrated into its structure as a
fragment of an improved urban fabric. For this purpose, an architect operates with connections of
different levels (functional, visual, semantic), as well as with architectural forms as "public
interfaces" of the building.

Shopping malls in cities still gravitate towards enclosed forms, as security and comfort are the
characteristic qualities that distinguish their use as nodes of increased intensity of interactions in the
system of urban spaces. At the same time, enclosed complexes can also be introverted or
extroverted in terms of the organization of their recreational communication space. The extroverted
organization is more in line with the logic of using large spaces in cities, since the shopping center
of introverted structure confines attention to its interior and provides fewer transitional buffer
spaces. As a result, it has less spatial (visual and functional) integration with its surroundings. This
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highlights the existing conflict in implementing the logic of the negation of distracting factors and
the permeability of structure, which both lead to the appearance of opposite properties of the
recreational communication space. An appropriate compromise and an opportunity to approach the
spatial complexity of a "natural", gradually evolved urban space may be found in a complex, mixed
spatial structure of a shopping center combining both open and enclosed sections. Additionally, it
provides more opportunities for flexible seasonal use and arrangement of buffer spaces. The
activation of visual connections of external and internal space in addition to functional and transit
ones can also be useful in this regard (fig. 1).

Store Anchor Store Anchor Store

Recreational communication space
of a shopping center
Buffer space Buffer space

Store Food court Store

Pedestrian space of the city
Pedestrian space of the city

Existing adjacent street as a buffer space

Commercial establishments connected with an internal space
Commercial establishments connected with an external space

Visual connections

A

Fig. 1. Schematic representation of a recreational communication space
of modern integrated urban shopping center

The modern shopping centers of “City Creek Center” (Salt Lake City, USA), “Cabot Circus”
(Bristol, UK) and “Liverpool One” (Liverpool, UK) can be listed as examples of this approach.
Their recreational communication spaces illustrate the implementation of a mixed system of open
and enclosed sections (entirely open-air in the third case), along with the introduction of seamless
transitive buffer spaces in places of contact between their internal and external urban structure (fig.

Fig. 2. Recreational communication spaces of integrated urban shopping centers, left to right:
“City Creek Center”, USA, 2012 (photo: Uncle Alf, CCO0), “Cabot Circus”, UK, 2008 (photo:
Arpingstone, Public Domain), “Liverpool One”, UK, 2008 (photo: Alex Liivet, CC0)
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V. Raimers [11] noted how the technological means of maximizing the situational
attractiveness of a shopping center increasingly harm the very usability of such a center, forcing
visitors to spend additional time and effort to move inside — which is usually done in order to
increase the time spent and provide additional coverage of related goods. Such means result in
greater isolation of the recreational communication space and functional autonomy of the shopping
complex. In this case, the integration of a shopping center into the structure of the city with the goal
of maintaining its role as important focus of urban life should be oriented towards accessibility of
its recreational communication space. Said space should provide a logical, convenient internal
structure to the complex, favoring an easier and more casual visit.

The concept of readability also plays an important part in integrating a public commercial
complex into the urban fabric. The actualization of the semantic hierarchy of spaces and forms may
help in ensuring the continuity and logical consistency of the connections of recreational
communication spaces of the shopping center with the individual landscape of people's perception
of the city. The similar structural nature of the organization of a recreational communication space
and a traditional urban space, together with their genetic connection and the reminiscing visual
images of the former, allow designers to make an analogy in the means of describing and
structuring the perception of both. An example of such an approach may be seen in the system of
visual and semantic perception markers of the recreational communication spaces of shopping
centers as described by Z. Tan [7], based on the methodology of K. Lynch [12]. On the other hand,
the issue of scale disparity between naturally massive forms of shopping center and the smaller
elements of urban environment may be resolved by regulating the scale of architectural and
compositional solutions by means of terracing the volumes, employing greenery and compositional
division of the mass, introduction of visually active human-scale elements, etc. These means can
help design more coherent and situationally adequate forms for the architecture of urban shopping
centers.

The logic of sustainable development require paying attention to local cultural resources that
can be used or actualized in the process of creating new solutions. Such resources may involve
existing buildings whose function can be changed within the framework of revitalization programs,
architectural references and styles specific to the city, information about memorable places and
objects along with related semantic content, etc. This makes the choice of a semantic concept of a
shopping center based on local narrative semantic resources particularly relevant. Examples of such
involvement of local cultural resources may be observed, in particular, in such shopping centers as
"Faneuil Hall Marketplace" (Boston, USA), "Ghirardelli Square" (Los Angeles, USA) and "Coal
Drops Yard" (London, UK) that used old buildings and local semantic narratives in their program.

Conclusions. Modern shopping centers are large multifunctional objects with a complex
internal structure that can have a significant impact on the urban environment. It has been
established that the main disadvantages of shopping center solutions in cities are the inversion of
shopping facades, the autonomy of the spatial organization and function of the shopping center, the
weakening of ties with the system of public spaces of the city, as well as the scale disparity with a
smaller and more diversified urban environment. These shortcomings are largely related to an
insufficient design effort aimed at the integration of a shopping center into an urban environment.

The shift in perspective in shopping center design observed since 2000s favors their public
functions and actualizes the role of recreational communication spaces in their spatial organization
and outside connections. Based on the aim of comprehensively integrating a shopping center to its
urban context, it is proposed that the design of its recreational communication space focus on
providing accessibility, readability and permeability of its internal structure. The preferable level of
permeability may be achieved by increasing the number of functional and visual connections of the
shopping center with its surrounding environment, and the implementation of buffer spaces.
Improving accessibility requires designing a recreational communication space with effective
internal logic and amenities aimed at saving the time and effort of its visitors. The readability in
practice may be implemented by articulating the perceived system of urban spaces using the K.
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Lynch method [12] (as proposed by Z. Tan [7] for the interior spaces of a shopping center) and
regulating the scale of architectural and compositional solutions by means of terracing of volumes,
employing greenery and compositional division of the mass, introduction of visually active human-
scale elements, etc.

The negation of distracting factors (protection against adverse weather conditions and the
creation of a secure, controlled space) remains an important consideration. The conflict between
means for maintaining this quality and the means of implementing the permeability of the shopping
center’s envelope can be partially resolved by employing a mixed system of open and enclosed
recreational communication spaces in the complex.

Further studies may consider the semantic part of reinforcing the integration of a shopping
mall to the urban fabric and the specific aspects of readability of its recreation communication space
in the larger urban narrative as perceived by the visitors.
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Xapxkiscokutl HayioHanvHull yHisepcumem micbko2o 2ocnodapcmea im. O.M. bexemosa

Anortanisi. CtarTio NpUCBSYEHO MpolOsieMi (HopMystoBaHHS OakKaHMX SIKOCTEH CydacHUX
MICBKUX  TOPTiBEJbHO-TPOMAJCHKUX ILIEHTPIB Ta  0OCOOJMBOCTEH  C(HOPMOBAHOTO  HHUMHU
apXITEeKTYpHOTO CepeloBUINa B 3B’S3Ky 3 MIChKUM. OcoOMuMBY poJib B IIbOMY BiJIrparoTh
peKpeariiHo-KOMyHIKaIliiiHi ~ IpOCTOpM  —  TOEAHYBAJIbHI  NPOCTOPH, IO  CIYTYIOTh
CTPYKTYpODOPMYIOUMMH €JIEMEHTAaMH IIMX 3HAYHUX 3a po3MmipamMu 00’ekTiB. Po3ramryBanHs
TOPriBebHO-TPOMAJICHKHX LIEHTPIB y MicTax morpelye peainizaiii 0coOIMBHX BIACTHBOCTEH iX
CTPYKTYpH, aji¢ TOPTriBeJIbHI IEHTpU OUIBII  TPATUIIMHOI CTPYKTYpH  MPOJIOBKYIOThH
CTIIOPYAKYBAaTUCS B MICBKHX YMOBAaX, 30KpeMa, 1 B MicTax YKpaiHu. AHai3 iICHYIOUUX OCIiIKEHb
BKa3aB Ha IHBEpCIIO TOpPriBeabHUX (acamiB, aBTOHOMHICTh (yHKIII Ta crpyktypu TI'1] Ta
HECIIBMAaCIITa0HICTh IX PIllIeHb OUTBII APiOHOMY Ta TUBEPCH(PIKOBAHOMY MICEKOMY CEPEIOBUIILY,
SIK OCHOBHI TpOOJIEMH apXiTEKTYpHUX PpillleHb, [0 BHUKJIMKAIOTh HETATUBHI HACTIIKHA IS
OTOUYIOUMX IMpPOCTOPiB MicTa. IX XapakTep NpsAMO TOB'A3aHUN 3 TPaAMLIHHEM CIOCOOOM
MMPOCKTYBaHHSA PEKpeaIiiHO-KOMYHIKAI[IHOTO TMPOCTOpPY, SIK ABTOHOMHOTO, OPIEHTOBAHOTO
MEPEeBaXHO Ha BHYTPILIHIO JIOTIKY, 3 MIHIMAJIIBHOIO (D)YHKIIIOHAJIBHOIO T Bi3yaJIbHOIO IPOHUKHICTIO
pe3yAbTYI0UO0i CTPYKTYypH. BiamoBigHO, pilieHHS ITUX MpoOJieM JiekaTh Yy TUIOIMIMHI ITiABUIICHHS
MPOHUKHOCTI, MPOYUTYBAHOCTI Ta JOCSHKHOCTI BHYTpimHiIX mpoctopiB TI'L[ go micra. B 3B’s13Ky 3
UM BOHH MOXXYTh TPaKTyBaTHUCS, SIK (pparMeHT BIOCKOHAJICHOI MiChKOI TKaHWHHU, BOYJOBaHUI B
ICHYI0Y1 MICBKI MIPOCTOPHU IIJIONI Ta BYJHIB CBOIMHU pEeKpealifHO-KOMYHIKAI[itHUMU MPOCTOPaMH,
YCBIJIOMJICHUMH B aHAJIOTTYHOMY, X04a 1 O1IBII IHTEHCUBHOMY cIioco01 BUKopucTaHHs. Criocobamu
JOCATTH IBOTO MOJXKE CTaTd OUTBII aKTHMBHE BUKOPUCTAHHS 3MIIIAHUX BIIKPUTHUX Ta 3aKPUTHX
peKpealifHo-KOMYHIKAI[IHHUX ~MPOCTOPIB, apTHKYJAIiss OypepHHX TPOCTOPIB MEPEeXiTHUX
XapakTepUCTHK B Micisix moenHaHHs cucteM TIL[ Ta micta, a TakoX 30UIBIICHHS TOYOK
Bi3yaJIbHOTO, ()YHKIIIOHAJHLHOTO Ta 3MICTOBOTO KOHTAKTy HUX cucTeM. [lomanpImuii HampsMoK
JOCHIUKeHb B 3B’A3Ky 3 IIMM MOXXE JeXaTu B cdepl aHamizy NpPOYUTYBAHOCTI CTPYKTYpHU Ta
CEMaHTUYHOTO HamoBHEeHHs mnipoctopiB TI1] y wmictax B TmOeaHaHHI 3 COIOJOTIYHUMH
JOCHIJUKEHHAMH, 10 (ikcyBanmu OW SIKICTh iX iHTerpamii B MICBKY CTPYKTYpY B CHPUHHSTTI
B1JIB1yBadviB.

Kiro4oBi cjoBa: TOpriBedbHMNA LEHTP, MOJUI, peKpeauniiHO-KOMYHIKaiiHUN MpocTip,
MICBKE CEPEIOBHUIIE, CTIHKHI PO3BUTOK.
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