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ABSTRACT -

Following the industrial revolution, technological improvements and the changes in
social structures caused multi-functional uses and their services to be overlapped in
Central Business District (C.B.D.) or in the core of the city. These circumstances have
provoked initial problems starting a deterioriation period in cities. Ribbon
developments which emphasized primarily on new residential settlements and on the
chainstores of retail buildings have directed the urbanization process towards the outer
parts of the city to the suburbs. This was mainly related to the high rant values and
the shortages of empty spaces to serve the needs of the hypermarkets and department
stores in CBD. This had led the developers direct their investments to large, empty
spaces with low rant values on edge of town locations. In recent years, this
development has taken an outstanding status that more and cores of new settlements
have formed around these units.

Out of town shopping centres which present new alternative lifestyles to the citizen
togethar with a new shopping policy have been studied in the western countries for
many years. They have performed different classifications and groups of uses on their
plan schemes going through various development phases depending on the type of
population they serve with differing kinds of products, each in changing sq meters.
They were mainly located in CBD’ s, edge of town and out of town locations. Relating
to an affectation of the lifestyles of the developed countries these projecishave been
. presented by the major retail firms in four big cities of Tiirkiye as an extention of their
chainstores in CBD and edge of town locations. This rapid development which have
started to change the traditional shopping habits of our community within a very short
period of time emphasize the importance of the subject that has to be identified.

There are mainly two major goals to be obtained from this study, that one of them is
to collect information about the subject related to the previous examples from major
countries. Following this, the plan schemes of out of town shopping centres, their
classifications among each other, and the factors which effect their planning criteria
will be analyzed. Today, there are not enough instructive documentation that could
serve as a directory for the planners, architects and developers in Turkey. The§; come
across with problems in answering the three basic planning questions as how, where
and why about these projects. This mainly depends on the scale of out of town
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shopping centres. They stand between urban and building scale. They are in a
condition of concerning the architect as well as the city planners. So ignoring the
importance of their planning criteria for a long time has caused suspicion among both

groups.

The other goal of the study is to find out the present developments of the out of town
shopping centres in Tiirkiye conditions. Being a developing country and living a
transformation period Tiirkiye has come across with new outlying shopping centre
proposals. There are already few examples of these units in CBD’ s and edge of town
locations of four major cities. Defining the most suitable type of out of town shopping
centres which refer to the socic-economic structure of the country through the
previous case studies will be beneficial for the recoversf of the region they are located.
These studies will direct the architects, city planners, developers and the local
goverments to follow a guide book on new proposals in the near future.
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OZET

19. uncu yiizyilda, endistri devriminin bir sonucu olarak gelisen teknoloji ve toplumsal
cevredeki yeni yapilagmalar zamanla kent merkezierinde bir¢ok iglevin yifilmasina
sebep olmugtur. Ozellikle bat1 iilkelerinde, kent merkezlerinin karmagik prdb]em]eri
kargisinda, bagta konut alanlan ve biiyiik i3 merkezieri kent digindaki bog ve iskan
edilmemis alanlara dogru kaymigtir. Bu donem iginde kentsel aktivitenin en Gnemli
6gelerinden biri olan ticari birimler; kent merkezindeki arazi degerlerinin yiiksek
olmasi ve hizmet verilen alanlann smurh kalmasina karsin kent digindaki servis
ve ulagim kolayhklan, ayrica daha ucuz maliyetler nedeniyle kent diginda geligmeye
baglamigtir. Bu tip gelismeler, uzun senelerdir bat1 iilkelerinde uygulanmakta olup
kent insanina yeni alternatif yasam secenekleriyle birlikte farkli bir aligverig diizeni
sunmaktadir. Zaman icerisinde cesitli gelisim evreleri gegirerek hizmet verdikieri
bdlgeye, sunduklan iiriinlere ve yapilagma alanlarina bagh olarak tasarim felsefeleri
ve plan gemalannda farkh mekansal ¢dziimleri incelenmistir.

Yapilan ¢aligma alt1 bolimden olusmakta olup tarih siirecindeki aligverig etkinlikleri
ve yapilarimin kronolojik olarak tasanm felsefeleri ve sonug irin iligkileri
incelenmigtir. Sirasiyla antik domem yerlesmelerinden Yunan agorasi ve Roma
forumunun kent merkeziyle baglantih olarak, olugumlanmi etkileyen faktorler
Uzerinde durulmugtur. Aym kapsam igerisinde ortagag Avrupa’ siun ve buna paralel
Osmanh ve Selguklu devietlerinin toplum yapilarimn kentlere yansimasiyla geligen
aligveriy yapilan iglevsel iligkileri, orglitlenme diizenleri ve mimari Ozellikleriyle
incelenmigtir. ROnasans doneminin gelistirdigi yeni diistince bigimleri ve endiistri
devrinin yarattifi teknolojiler kent merkezlerinde neden oldugu degisimler
anlatimgtir. Sagliksiz yapilagma, hizli niifus artig ve yeni banliydlerde yeni
yagam seceneklerinin olugmasi ile endistri devriminin kent merkezindeki mevcut
aligverig yapilarinin Gizerindeki etkisi tarugilmgtir.

Ikinci béliimde, farkh toplumlarn geleneksel aligveris abgkanhklarmmn zamana
baglh defisimi sonucu kent diginda ve kent yakin cevresinde olugan yeni aligveris
merkezlerinin simflanmalan incelenmistir. Kiigiik diikkan birimleri ise ticari boyutlari
mekansal biiyiikliikleri, iglevsel ¢esitlilik ve karmasalari dolayisiyla bu kogullarda tek



\'%

baglarina etkin olmadiklarindan ve komplekslerin bir pargasi olarak ele
ahndiklarindan bu smiflanma iginde yer almamuglardir. Bu bdélimde kent digt
ahgveriy merkezlerinin geligim evreleri, uydukent yerlesimlerinin gelistirilmesi,
kentleraras1i otoyol baglantilarimn iyilegtirilmesi, &zel ara¢ kullamiminin
yayginlagmas: ve biiylik magazalarin sube birimlere ihtiyag duymasi gibi faktoriere
bagh olarak ele ahnip irdelenmigtir.

Ugiincii bolimde kent digi aligveriy merkezlerinin genel tasanm programlar ve
bunlan olugturan etmenler incelenmigtir. Komguluk iiniteleri Slgeginde, banliys ve
bélge merkezlerindeki ihtiyag programlarina baglhi olarak gelisen plan tipolojileri,
bunlanin icerisindeki biliylk magaza ve kiiglik diikkan {initelerinin oranlan
irdelenmigtir. Ayrica bu bdélimde ahgveriy merkezinde yer alan dolayim alanlam,
meydanlar, kiosklar, yatay ve diigey sirkiilasyon diizenleri ve alternatifleri, miigteri,
personel ve servis araglan park yerlerinin genel Sigiitleri degerlendirilmis; planlanan
aligverig merkezlerinin bdlge ekonomisi ve tiiketici davraniglarina gore eglence park,
uydu kent yerlesimleri, i§ merkezleri ve otel birimleri gibi ikincil kullanimlaria
birlegmesi sonucu meydana gelen tasanmsal farkiihklar Avrupa ve Kuzey Amerika’
daki uygulanmig Grneklerle incelenmistir.

Gahgmamn dordiincii bélimiinde, kent digi aligveriy merkezierini makro ve mikro
Olgekli plan kararlani dogrultusunda etkileyen faktSrler saptanmus, tanumlanmig
cahgma yontemine uygun olarak sozii edilen Orneklerle anlatimigtir. Oncelikle
Tirkiye’ nin dort biiyiik kenti ¢evresinde yapilan projeler, kapsadiklan olgek ve
programiar ger¢evesinde ele almmustir. Kuzey Amerika ve Avrupa iilkelerinin
Orneklerine deginilmigtir. Bu projelerin ortak &zellikleri ise tasarim programlarinin
kapsamli ve karmagtk olmast ve daha kompleks yapilan birarada
bulundurmalaridir. Verilen tim O&rnekler tasarim felsefeleri, plan gemalan ve
igletmecilik performanslan dikkate alinarak irdelenmistir.

Beginci bélimde kent merkezleri, kent yakin cevreleri ve kent diginda
konumianabilen aligveriy merkezlerinin tasarimlar agamasinda, izlenmesi gereken
planlama ilkeleri saptanmugtir. Bu ilkeler; proje alanini saptama, béige ekonomisinin
uygunlufunu aragtirma, konumsal Ozellikler, ulagim Gzellikleri, tiiketici davramglar,
rekabet sartlaniin  olugturulmasi ve hiikiimet politikalanmin  etkinlifinden
olugmaktadir. Her bir planlama ilkesinin farkli Grneklerdeki etkinlik dereceleri



VI
saptanmaya cahgilmigtir.

Calsmanm alunci bSlimiinde, kent disi ahgveris merkezlerinin genel kapsamda
saghkli yapilagmalan igin gerekli gartlarin nasil olugturulabilecegi yapilan
deferlendirmeler ve irdelemeler igifinda maddeler halinde belirlenmigtir. Ayrica
Tirkiye kosullarinda kent yakin ¢evrelerinde olugan aligverigy Unitelerinin dogru
yonlendirilmesi igin bu planlama kriterlerinden hangilerinin gerekliligi tartisilmgtir.
Ozellikle {zmir kenti gevresindeki yeni olugumlar i¢in simiflama ve alan saptamalarina
gidilerek bu birimlerin geleneksel abskanhklanmzi ve standartlarimizi  nasil
etkiledigi irdelenerek tasarim, Gneri ve kriterleri olugturulmustur.
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I. INTRODUCTION
I.1. DEFINITION OF THE PROBLEM.

After the industrial revolution, new improvevements in technology, massive increase
of urban population, overloading of social and economic functions has resulted in the
decentralization of the major activities of the city centres. Shortage and lack of empty
spaces, high rant values in the city centres has caused the evacuation of residential
settlements and many enterprises from this area to the outer parts of the city where
larger pieces of space is vacant and cheaper.

The increase in the number of hypermarkets in CBD’s, mainly after 1970’s has created
problems on their services and chainstores around CBD. Developers brought new
ribbon developments located on main routes leading to the CBD started a major
change in the existing trade potential. They have effected the structure plan and local
plan strategies of the governments.

Today, there are various classifications of retail buildings among each other. Out of
town shopping centres which seem to bring a new terminology to our traditional
shopping habits, have been studied by the planners, architecis and developers in
industrialized countries since 1970°s. Their basic planning criteria, the effecting factors
at macro and micro planning scales and their interrelations between each other have
been established within the same years. Typical proplems experienced by the
developed countries within the last century is being faced in Turkey in our major cities.
For this reason, new shopping activity zones are being located out of the city centres.
This unprepared development at the city scale is likely to cause many unexpected
problems in their vicinity. In Turkey case, the new out of town shopping centres are
mainly based on daily, convenience and home based retailing activities composed of
individual small stores with limited commercial varieties and economic potential. Only
recently, multi-purpose shopping centres are being developed by major investment
groups in major settlements, istanbul, Ankara, {zmir and Adana.

The success of out of town retail developments require high investment capital, large
sites at low-cost land values and detailed design program considering perfect
organization of group studies. Existing out of town shopping examples in Turkey show



2

that planning and design of out of shopping business areas, require a professional
design team of planners, architects, engineers, landscape architects in addition to the
developers and administrators. However, in the case of Turkey, such a joint planning
approach is not archieved in most cases, resulting in haphazard development schemes.

To identify the major problems facing the out of town shopping centres, and to
provide a guide to the developers, administrators as well as to the technical experts
is the main object of this study.



I.2. THE METHOD OF THE STUDY.

After the explanation of the main task of the study, preliminary evaluation of the
subject is handled by the consideration of two planning scales which direct and bring
limitations that consider national, regional and metropolitan planning. They mainly
emphasize big scale complicated developments located on out of town sites such as
mixed-use, speciality and regional centres that entail an industrialized social structure
for the proposed area. National, political, locational and physcial factors effect the
design program of macro scale projects related to differing economic, political and
social inputs such as consumer expenditure, qualification of laybor, population ratios
and trade potential.

Under-metropolitan micro scale planning limitations on the other hand consider urban
and sub-urban planning. Socio-cultural factors, transportational characteristics, financial
sources and the store groupings in general are important at micro scale planning-socio-
cultural factors, transportational characteristics, financial sources, and the store
groupings in general are important at micro scale planning scale. There are small
single trade buildings such as supermarkets, superstores, hypermarkets and retail
warehouses located in CBD and edge town sites, which are treated under the
development policies of the local governments. The scale of out of town shopping
centres obliges the micro scale planning limitations. They perform definite variations
on the design programs and structure plans.

The case studies selected from different countries are all subjected to macro and micro
scale planning factors. Through these, examples of Turkey have been directed under
micro scale planning policies whereas examples of U.S.A., England, Canada and
France have been supported by local governments and their developed industries
where they are realized as more complex developments under macroscale planning.
Developed countries with per capita GDP of over 15000$ and passenger car ratios of
over 360 for 1000 inhabitants perform different types of out of town retailing
compared to the developing countries’ developments.

Through the studies on this thesis, there had been interviews with people from
different professions such as architects, planners, site engineers, managers of major
retail firms, sociolists, landscape architects and economists to understand the present
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conditions of the subject from an objective point of view. The research findings of

some retail firms such as Tansag, Tespo and Migros have been inspected to be aware

of the consumer attitudes shopping habits and percentages of consumer expenditures

of montly disposabie income in four cities.

There have been difficuities on collecting

information about the previous case studies in Turkey, most of the selected examples

were identified from the periodicals based
architecture.

on urban planning, shopping systems and

Table-1: Per capita GDP, selected countries for macro scale as of 1987.

[[ Country | Per capita GDP, US$
| CANADA 16.019
U.K. 11.765
US.A. 18.338
FRANCE 15.818
WEST GERMANY 18.280
JAPAN 19.465

Table-2: Passenger cars per 1.000 inhabitants, selected countries.

Country Passenger cars per 1000 inhabitant (year)
CANADA 421 (1982)
UK. 312 (1983)
US.A. 473 (1984)
FRANCE 360 (1983)
WEST GERMANY 412 (1984)
JAPAN 221 (1983)

Source: OECD Econcmic Surveys of 1989.
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Taking these tables into consideration, out of town shopping centres from CANADA,
UK., US.A, FRANCE, WEST GERMANY and JAPAN are mostly being,
emphasized in this study.

Second important factor on the determination of the study area is the planning criteria
of the out of town retail buildings in metropolitan, urban and suburban areas where
they are treated under a regional development policy. Generally, they are small single
trade buildings such as supermarkets, superstores and retail warehouses rather than
complicated ones by referring to the trade potential on micro scale.

Turkey as being a developing country from the view of social, cultural and economic
inputs can be considered as having micro-scale trade potential. According to this
determination, it has been accepted that it is much more suitable to consider the
shopping centre examples of some metropolitan cities such as Ankara, Istanbul, Adana
& 1zmir.
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I.3. SHOPPING PATTERNS IN THE ANCIENT TIMES.

People starting from the ancient times had a desire of grouping together on certain
areas. In the concept of getting grouped and living in cluster of communities, people
started to exchange their products with other goods for retailing purposes. They
prefered generally the holy regions of the country in the open areas surrounded by
public buildings around a temple, these places were used as trade faiss on the
ceremony days. The examples of Early Eygpt and Hittite temples show the
arrengement of courtyards with wide portia around the building serving as a meeting
place for religious, political and retail uses. They had been the first signals of the
formation of shopping centres in the ancient times. First retail buildings in the early
settlements however were noticed in Hellenistic Period of Ancient Greek.

1.3.1. Ancient Greek Agora.

First example of the market place is the agora, an open area where the citizens come
together for various activities. It s surrounded by the public buildings and temples
situated in the middle of the city centre. Agora with its collannaded small shops, trees,
fountains and altars is an outstanding, feature of the city. During the fifth and fourth
centuries B.C. there were two typical characteristic considerations of Agora. First one
is the Arcaic Period. Athens Agora, where it’s located on the main road intersections
on an unsettled city pattern. This open market place is used for defining the wholesale
and retail prices of the main items. It has plain plan layout and doric style collonaded
portia, situated on the northern-west outskirts of the Athen Acropol. It’s settlement
which has been used since the third century B.C., the Athen Agora is given a decisive
example in the development period. It” s surrounded by public buildings on eachside
facing the public square.

On the western side of the square there are the administrative buildings such as the
Bouleuterion, the consul building or Mertoon the archive building. On the northern
side. The biggest stoa on the south is used as a covered bazaar for the merchants. The
smaller stoa which opens to another square at the back is used for the daily retailing
by the citizens. The development of Athen Agora continues after the Hellenistic
Period. The number and size of offices and the small shops increase gradually by time.
After the occupation of Romans, the open market-place stoa I on the south becomes
a continuing bazaar with its recreational entertainments around it. It starts to unite all
the retail facilities at one place. At this period, the agora plan starts to take its real
form. This is called the Roman/Ionic period Agora. Differing from the archaic type
with its symmetrical rectangular form an organic plan type pedestal plan type Ionic
Agora opens itself to one of the main roads of the city centre.

The early examples of this type are encountered in the Anotolian cities like Miletos,
Priene and Magnesia. This plan type has effectuated the formation of the Roman
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Forum in the later periods.
13.2. Ancient Roman Forum.

This plan type has developed itself in pareliel with Greek Agora. It’ s mostly located
on the top of a mountain or a hill controlling all the settiements below it and on the
intersection points of major roads leading to the hill. It has an organic development.
It’s a specific architectural component of the city. Forwn forms a composition of
buildings with the temples, senate buildings and archive buildings on an open area where
the ceremonies and celebrations of the post-wars were held. Forum in the ancient Rome
is the only multi-use space in the city (ENDER, 1971, pg.68).

The formation of public buildings in the city pattern are usually asymmetrical. Only
the main axes which connect the forum to an enclosed temple has a symmetrical plan.
Rome’s biggest forum is the TRAJAN Forum. It’s surrounded by two semi-circular
open market places with collannades. The main axis passing through the Basilica of
Ulpia ends with a temple having separate parts on two sides of it. It differs from
Greek Agora with its characteristic galleria around the building used to hide the
neighbouring old buildings at the back. Symmetrical and generally rectangular plan
comes from the early examples of Pompei Forum during the second century B.C. The
forum starts to gain its primitive place in the Pompei city patterns. There is the main
forum containing a complete parcel and a secondary forum near the big theatre and
Heroon temple containing a triangular space on another parcel.

I.4. THE MEDIEVAL PERIOD.
1.4.1. Shopping Patterns in Turkish City During the Seljuk and Ottoman Periods.

The mediterrenean basin is known to be the most extensive trade area in history. Most
difficult commercial operations have taken place along the sea trade route which
extended from China to the gulf of Basra and along the land trade route originating
in China and terminating in Mesopotamia. Since a great portion of famous Silk Road
starting from Far East, India and Central Asia crossed through the shores of
Mediterrenean, Turkish community were involved in various aspects of the commercial
activities in certain periods of time.

The generalizations about Turkish city point out that the mosque and the bazaar had
constitutued the city’s center of gravity. Related to the environmental and traditional
factors, the grouping of mosques, baths, caravansaries and finally khans, the
manufacturing units located around the bazaar in the form of arastas, had been the
main architectural components of the old Turkish settlements in the fifteenth century.
The most definite plan types of shopping patterns during the Seljuk and Ottoman
periods may be listed in a chronological pattern as open bazaar, covered bazaar,
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arasta, bezzaztan and arasta-bezzastan.

Bursa Bazaar being the first example of open bazaars in this century was located to
the east of the city walls at a distance of 300 meters. It was close to the great mosques
of Ulu Camii and Orhan Camii at the town centre of Bursa. As the time passed by,
people in the countries of Middle East felt the need to build covered bazaars because
of environmental protection. The earliest covered bazaar is claimed to be the
Kayravan Bazaar in North Africa during the second half of the nineth century. On the
basis of historical records, it’s possible to accept that the first covered bazaars within
Turkish territories were Ali Paga CargisyEdirne and Msir Carsisy/ Istanbul.
Following these, the most peculiar one seems to be the Istanbul Bazaar dating 1701.
It’ s a complex of buildings consisting of bezzaztans, mosques, great number of khans
and shops demonstrating a pattern of development important to the Turkish
architecture. Its construction system is a mix of wooden and stone structures. There
are sixty-one streets and eighteen gates in the Covered Bazaar, where the streets are
not in equal widths. There is a wide collannaded square at each intersection of two
streets farmerly used for praying purpose by the merchants. So this was a multi-
purpose area for the shopkeepers. Other important examples of covered bazaars
within the present boundaries of Tiirkiye are the Bursa and Kayseri Covered Bazaars.

Arasta, assembling the third development phase of the historical shopping patterns in
Turkish settlements, was a series of shops lining on two sides of a street. The
structures of most arasta shops were stone and brick covered with vaulted domes,
where arasta streets were connected to each other with barrel vaults. A significant
example of arastas is the MISIR Cargyisi. This building designed on a L shaped plan
on 1662 is the finest bazaar type construcied in the classical style. Its central street is
arched and covered with vaulted roof, which covers the central alley raises above the
main squares. There is a row of eighty-eight eivans within the building divided equally
on each side and behind them there are the cells units which have twice the length of
the eivans. These cells situated facing the vault-covered sireet have symmetrical
entrances. There are rooms built above the revaks at each end of the two streets
which are reached by stairs at the bazaar entrance.

In the history of architecture, the word of bezzaztan was used for naming a special
section of bazaar where clothing and textile were sold. In the middle ages, cloth was
a valuable item of commerce. Khans for bezzaz were built particularly after the second
half of the thirteenth century in Anatolia. The early Seljuk period bezzaztan plan types
such as Bey Ham/Bursa had been influential on the evolunon of ottoman penod
bezzaztans. Ouoman bezzazéians were usually composed of the least three-hundred shop
units. They were classsified into six different plan types as the following:

- Bezzaztans with cells.
- Bezzaztans with shops outside.
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- Arasta-Bezzeztans.
- Bezzaztans with Arastas
- Plain or single space bezzazians (CEZAR, 1983, pg. 106).

All Bezzaztans with cells and some arasta-bezzaztans share common features as having
shops on the outside. The bezzaztans with shops on the outside and single space
bezzaztans however differ from each other by the determination of the presence of
shops in the former and their services in the latter. The oldest Ottoman Period
bezzaztans are thase with cells where interior space is divided into a number of rooms
similar to ones in medreseh which has doors opening into the middle of the bezzaztan.
The most definite example is the Yidiim Beyazit Bezzaztan, BURSA in the
fifteenth century.

Bezzaztans with shops outside constitue a type consisting of an empty inner space and
shops arranged along the outside of the main walls reserved for retail business. Rum
Mehmet Pasha Bezzaztan is an example of this type. Another type, the arasta-
bezzaztans on the otherhand consist of rows of shops standing face to face on both
sides of a street. They may have two, three or four entrances into the building. Gedik
Ahmet Pasha Bezzaztan, Kiitahya is a very significant one. Finally bezzaztans with
arastas are essentially architectural units consisting of both a bezzaztan and a bazaar
section in the form of an arasta. Here arasta either completely surrounds the
bezzaztan or it is situated on two sides of it. Mahmut Pasha Bezzaztan, Ankara.

L.4.2. Shopping Patterns in the European Countries.

Growth of the cities over the centuries has been the resuit of improving techniques of
raising capital and moving it by the help of the merchants. A great deal of variation
on the scale of the operation of merchans and their lifestyles has formed the first
stages of the town centres. The market square was the centre of the medieval city with
its social, commercial and geographical features. The city hall, the guild hall and the
cathedral were the main architectural components of the square with merchants’ and
craftmen’s stalls around it. Amusement parks were the second important factor in the
grouping of retail functions on an open square. They were called the excellent
complexes in effecting people to spend more time than they intended. Their typical
arrangement was like a closed ring that turned around itself and one could start for
a second circuit before he realized it. Amusement parks had a parklike character.
Carnivals, on the other hand, were also high powdered merchandising endeavours.
They were assembled every week at different locations with changing components.
They had a flexibility in arrangement.

All the medieval cities of European countries had grown up around a market or a fair
or the both with the effect of those factors. These markets which started up on new
sites, most commonly outside a castle or an abbey situated near a river or a habour
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gave them protection which supplied a means of transport. Many of these market
settlements never became larger than a smail village or a small town under the shadow
of a castle.

In the wwelfth and thirteenth centuries, fairs of Champagne held at Troyes and
neighbouring towns became the main European maris for the exchange of merchandise
and for the meeting of Flemish and Italian merchanis to seil Flemish texiiles and Eastern
spices (GIROURD, 1985, pg. 20). These fairs had flourished rapidly. In many towns,
government was based on the guildhall situated in the marketplace. The local rulers
had led the county peasents, town craftsmen, dealers in food and various merchants
to settle around the market place. Surrounding areas were mostly occupied by
industrial and mass-housing units. As the stallholders gradually turned their stalls into
more permanent structures, they became houses with shops on the ground floor.

In the fourteenth century, shops became increasingly common as a result of converting
market stalls. Small shops developed into a typical form all over Europe. Goods were
sold from an open counter letting on to the street which was closed up when the shop
was empty. The shop-unit could vary from a minimum of one room having shelves for
storage and a workshop at the back or contain two rooms with a room at the back for
storage and a room for working and living in. These floors could be expanded into two
or three by putting a cellar below, for storage purposes. It was also preferable to live
over or next t0 a shop both for security and convenience. In larger shops, a ledge
under the open window space could be used for display only and sales took place
inside.

Merchanis in the European couniries, had mostly lived and worked under a single
building. Division of the work place-storage-living space on the vertical axis of a building
could be identified in various forms in the twelveth century house of Rheingasse; Cologne,
the fourteenth century house Palazzo Dovenzati; Florence and the great merchant Medici’s
building in Milan (GIROURD, 1985, pg. 17). The pattern of an individual shop under
a tenement or a merchant house was parelleled by the marketplace. The shop under
the dwelling had required two new uses by the time passed. One of them was the
requirement for a more avaliable glass allowed shop fronts for the protection of the
goods, where the other one was for having enough interior space for selling goods in
a longititudinal counter and for putling the shop storages into the cellar. These
improvements have helped the marketplace develop into the enclosed shops
surrounded with an open pedestrian mall.

I.5. THE RENAISSANCE PERIOD.

In the fifteenth century in almost all the European cities there was a rise in population
from very small and modest communities to important towns and cities. This was a
period of prosperity in which all the cities had a share. The business houses and
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banking tables of the merchants were naturally in the core of the old cities situated
around the central market. None of them could build their large houses at the
crowded old centre to keep the market be destroyed by other civic uses. Then, a
number of town halls in Middle Europe were built away from the market square and
required a civic square of their own. In Paris, Louis IV, had moved the market from
place De Greve to Les Halles in the eleventh century. The best known examples of
town halls in Italy were the Piazzo St. Marco; Venice and Piazzo Signoria; Florence.
Traliar merchants and bankers began to concenirate in a particular place at certain hours
of the day. This formed the origin of the merchants’ loggias, the Gothic Loggia at Bologna
which dates to 1382 as the earliest example recorded. All these places inevitably have
developed into spaces which created the embryos of the full-scale bourses and the’
discovery to bring a complete separation of the business areas of a city from the marketing
and warehousing areas (GIROURD, 1985, pg. 71).

L.6. PRE-INDUSTRIAL REVOLUTION.

By the beginning of pre-industrial revolution, towns became interesting as they
developed to a degree of complexity, they started up with single open markets and
ended with several. Annual fairs and markets tended to move off to the periphery
from congested, crowded streets. The special market day tradition for shopping
decreased as the new retail business with a slogan everday had to be a shopping day
became common. Then open-air marketing began to disappear as covered markets and
halls emerged. Covered markets were obtained by building on the existing-open-market
square rather than being built compeletely new in another part of the town. They had
a common plan layout as a building plan of two or three storeys with an open arcade
at ground level for retail activities and rooms above that floor for the town council.

A further innovation of the covered market was provided by the Gothic market in
England. It was an open arcade building of one-storey. It continued with a series of
single-storey great cast iron market halls by the thirteenth century. Then as the
technique of glass making improved and panes of glass could be made progressively
larger, then the use of glazed shop windows became a possibility. Shopping galleries
at the Antwerp, Amsterdam and London exchanges became quite fashionable and
successful. Aristocrats invented the arcade for the enclosed shops in the High Street
while the traditional forms of shopping continued for the less wealthy community. The
arcade was a development of the shopping street that followed the Renaissance
models of covered pedestrian street. The invention of the glazed internal street was
the further stage of the covered markets.

By the end of this period, there had been developments on new sites selected outside
of the city centre due to the locational preferences of high-income groups that formed
the primitive stages of the mixed-use centres.



Ld

FIG5.RENAISSANCE  PERIOD

PLAN TYPES OF RETAIL 3UILDINGS..IN HISTORY
; Lyons Merchants {oggia(1540)
: 2 . iwo stomy shops.
Ricraxaxol " 1. shop +storage
; 2.st§fme eﬁrg

v g
L T TEIREL

FIG 6. PRE INDUSTRI&L - EEVOLUTION

y

Gakries t.Hubert,
3rusels 116820,




~ PlLAN TYPES OF RETAIL 3UILDINGS N HISTORY

1

Ela 6. PRE-NDUSIRIAL ‘REVOLUTION

7

AN

|

101 KbmlA’TLF




19

Some of the earliest examples of this period:

- Madeline Markethall, Paris, 1824.

- Bishopsgate chainstore, London, 1736.

- The Price Hall, Halifax, London.

- Leeds Market, London, 1884.

- Sillem’s bazaar, Hamburg, 1842.

- Royal Opera Arcade, London, 1816.

- Covent Garden, London, 1830.

- The Galleria Victoria Emmanuelle II, Milan, 1877.

L.7. INDUSTRIAL REVOLUTION.

Industrial Revolution in the eighteenth century has started to change the course of
history first in England and then in the rest of the world. The basic princepal factors
of the Industrial Revolution in relation to technological improvements are the increase
in population and new trends in political thoughts that had established the primitive
stages of congestion in commercial, residential and business functions overloaded to
the city centre. The invention of concrete materials and iron-cast structures for
enclosing wide openings of a building had helped traditional architecture to develop
into more modern structures with two or three storeys high. The phase of transition
from shop to multi-level store selling a multitude of more specialized goods has
created another stage of development in the shopping process with the formation of
the department store.

If the arcade was the eighteenth century version of the street then the department
store and the covered market were the nineteenth century re-invention of the
marketplace. Both were dependent on iron-glass technology in covering large spaces
and had profound effect on shopping activity. In the earliest department store
examples there were large shops which sold fabrics and such accessories as millinery,
lingerie, shoes, and also made-up dresses.

The first department store in Europe was the Bon March’e built by Aristide
Boucicault in Paris 1852. What had made Bon March’e so successful was depending
on the principles Boucicaut followed. They were the fixed prices, clearly displayed,
permission to exchange purchases and small profit to secure quick turnover.
Construction system was composed of iron skeleton with the outer walling stone and
typical large glazed areas subdivided by iron muilions with exposed iron girders. Major
examples from Europe in the industrial revolution period can be given as:

- London Harrods groceries, 1849.

- A L’innoration department store by Victor Horta, Brussels, 1901.
- Grunfield department store by Otto Firle, 1930.

- Jelmoli department store by Stadler and Usteri, 1899.
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- Hermann Tietz by Sehring and Lachmann Berlin, 1898.

Between the years of 1870-1910 there was a spectacular growth in the American
department store business. The first New York department store was A.T. Stewart and Co.
Stewart. The other most familiar ones are Macy’s and Bloomingdale’s, 1858. The Lord
and Taylor 1826, Strawbridge Clothier Phil. 1868. In Chicago the first were Potter Palmer
and Marshall Field (MACKEITH, 1986, pg. 241, 243).

The first definition of the department stores was given as an enclosed shopping area
containing more than 25 employees and an endorsement above certain level
(MACKEITH, 1986, pg. 220). This definition varied in each country according to their
retail trade but they all considered certain common characteristics. Their main
architectural features were stated as the following; most complex shop types offering
full services, including restaurants, food halls and franchise operators. Their mmlmum
sales area are 20.000 m? , though there are junior department stores of 10.000 m? sales
area or less. They are usually located in a suburb, commonly offering a reduced
number of merchandise categories. In the planning stage of department stores there
have to be four basic functions grouped together. They are the main selling area,
service and storage area, management area and personel areas. There should be a
correct interrelation between these spaces.

The only other development on shopping before the second world war was the growth
of chainstores containing the shop selling products at a standard price and a standard
way. It was founded in the last quarter of the nineteenth century. While department
stores added a new commercial type of building to the city centre, their chainstores
radically altered smaller towns and suburbs. Before their arrival, most street shops
were still the developments of terrace house type. But the chainstore was identifable
with a large standard facade having enormous windows in sheer size, deforming the
intimate scale of the traditional shopping street. One of the earliest examples is a
grocery shop in Glasgow opened by Thomas Lipton 1872. The number of the store
had reached to 245 units by 1898. Another name is the Marks and Spencer which has
started with one shop in 1884 and ended with 240 shops in 1960. These names more
recently have become international. A throughly international chainstore is the
Woolworth’s which was founded on the principle of low-cost goods. F.W. Woolworth
in 1879 had opened his first shop at Lancaster, Pennyslvania in which nothing cost
more than 5 cents. Today there are hundreds of Woolworth stores in Europe and in
North America.

1.8. POST-INDUSTRIAL REVOLUTION.
This is a period of transition from traditional to modern life style. It has started with

the beginning of the second world war and ended with new town settlements in major
countries. It still continues in the third world countries by effecting their politics,
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economus and mechanization. This period can be analyzed in two categories; first
category considers the factors that formed the transition to post-industrial revolution
pericd such as the technological improvements, increase in population and growth of
the suburban areas. The other category emphasizes the effect of industrial revolution
on shopping patterns in the city centers.

L.8.1.1. Technological Improvements.

Due to the technological advances of mechanization, factories were built, easy and
rapid productivity of the goods created the use of new materials such as concrete and
steel. This has brought the new construction systems, such as iron-cast and concrete
structures with two or three level blocks. Building such high-rise blocks around the
centre had increased the significancy of the area among other districts. Residential,
commercial and entertainment functions started to be overlopped on the town centre
by creating congestion and problems. Another reflection of mechanization was the
improvement of transport systems. The use of motorcycles, cars, buses, trains and
underground metro has helped the community to move freely between various places.

I.8.1.2. Increase in Population.

Increase in population has effected the social and physcial structures in CBD all
around the world. Only in England, between 1760 and 1830 population had risen from
7 million to 14 million. Avarage life expectancy had increased to 50 years. Also the
percentage of young people in population has doubled due to a fall in infant mortality
rates. The growth in population parellel to production has made a spiral effect.
Increased population led to demands for more various and abundant services which
in turn has started the introduction of better and various retail buildings in CBD.

1.8.1.3. Growth of the Suburban Areas.

Increase in the number of unhabitants and the changes in production has caused the
redistribution of population. Agricultural workers become industrial workers. They
moved to areas that contained energy sources needing for the new factories. Factories
were mostly concentrated around the towns which helped the urban areas grew much
faster than the rest of the country. They housed natural increase in population and
provided houses for migrating people. Then high income level groups tended to select
locations outside the cities. This outward movement helped the growth of the first
suburban areas considering the residential and shopping units within them.

L.8.I1. Effects of Industrial Revoiution on Shopping Patterns in Cities.

Industrial revolution was followed by an urban revolution which centered on coalfield
or on existing urban centres. In North America, industrialization has began on the
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eastern seaboard and spread westwards. Then it was followed in Europe by Britain,
Germany and France. In both continents, extensive regions were affected directly by
industrialization. 19'" century process was more than a simple transfer of population
from country to town. Greater productivity permitted an increase in the total
population of many towns. In several cases, a group of district towns had to merge
from a continious built-up area. This was the phenomenan which was termed as
conurbation points by Patrick Geddes.

Through time there had been many changes in CBD to the resuit of specialization,
segretion and horizontal extention. Most definite transformation at the end of the
century was the introduction of a skyscraper. The appearance of a skyscraper caused
to major changes on physcial structures of the city. During 1920°s with the proposal
of Le Corbusier, a new idea came into being as construction of skyscrapers in city
centres to relieve congestion and bring a unified solution to the city. Skyscrapers used
by the bureucratic office sector formed the prime mover in the evolution of CBD.
Espicially multi-national companies and insurance establishments often centered in the
heartland of the city. In these high-rise complexes, usually ground floor area was left
for the shopping facilities that would dominate the land use of city centres.

Main typological differences of retailing activities in the city centre can be classified
into five groups according to their functions and locations.

- Central Business District.

- Ribbon Developments.

- Outlying Secondary Shopping Districts.
- Neigbourhood Business District.

- Scattered Individual Stores.

CBD land uses include the shopping areas, office buildings, hotels, theatres and
restaurants, financial institutions and many other public buildings. The overlapping
multi-functional uses in one place create a group of working community spending only
their day time in these areas. In addition to those working purpose trips, there are also
shopping purposed trips to CBD. This increases the total population of the city centre
about 9%-12% over the normal inhabitant population, which makes the parking lot
valuable. However, high land costs prevent the surface to off-street parking, there are
only spaces for multi-level car parking areas left within the city centre. Street traffic
is usually heavy and congested during the working periods. This situation decreases the
accessibility of potential retailers coming with their systems to reach the city centre,
high-income groups usually escape from heavy traffic and they move outside CBD. By
this way shops serving the high income group start to locate closer to residential areas
in the form of ribbon developments.

Ribbon developments usually radiate from CBD along the main traffic and
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transportation routes such as motorways and their intersection points. They mainly give
service to people living in the suburbs by originating on the principal arteries for
private car. They usually have service stations, hotel type units, restaurants and
supermarket facilities within the retailing process. They lie along these streets by
including every type of commercial enterprise such as auto sale lots, homebase stores
and similar uses requiring a large amount of display and storage area. In general, they
grow in parellel with the congestion of traffic in the city centre. As the center gets
more crowded, demand for this new retailing type gets higher. They represent usually
unplanned strip developments.

Basically there are two types of plan layouts. One of them being the suburban strip
forms a mixture of gas stations, restaurants and motels. Second one, the urban arterial
ribbon where business locate for easy accessibility to an urban market afford to locate
at low-value eccentric sites because they are one of a kind monopolies. Their service
include car repairs, furniture and appliance stores, office equipment stores, discount
houses, homebase chainstores and do-it-yourself stores. They have more catchment
area related to the low prices, variety and value.

Another category in the city centre retailing is the outlying secondary shopping
districts. They are located on the intersection of transportation lines, they represent
the minor replicas of CBD. Usually there is a heterogeneous mixture of those building
and they are all developed on an individual lot by lot basis. Other than these three
groups listed above, there are two retailing types that are less effective in CBD.
Neigbourhood shopping streets which mainly emphasize on the convenience goods and
the scattered individual stores which on locate on less densely populated residential
areas. They mostly occupy four corners of an intersection and they service near the
automobile filling station. Their trade is very limited.
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TO THE CHANGE IN SHOPPING HABITS THROUGH
TIME
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II. DEFINING THE TYPES OF RETAIL BUILDINGS RELATED TO THE CHANGE
IN SHOPPING HABITS THROUGH TIME

The act of shopping in basic definition can be explained as the way of exchanging a
certain product with other goods, according to the customers needs and wishes. It’s the
way of giving service on certain goods to the customer. From the beginning of the first
settlements people have started to store the goods they have produced and then sold
them in various periods of time. As they got expert on their subject, this process had
become one of the basic way of making money reaching up to our daily life under the
name of retailing.

Through time, a change in the shopping process related to time and place has occured
with the use of new technology and planning systems giving us clues about the socio-
economical position of that certain community. This change may not arise only from
the planning systems but also from the different cultures, political aims, ideologies, and
traditional shopping habits of that community. This metamorphosis in shopping areas
have lived its most distinct period after the industrial revolution. Gaining an
importance with the help of the technological improvements and unitying with other
commercial functions, the city centre has brought new life styles and new trends in
retail activity. Today there are about 10 different types of contemporary retail
buildings giving service sometimes within the city centre or on the edge of it and
sometimes out of the city centre. These types maybe listed as the following:

I1.1. Definitions.

I1.1.1. Hypermarkets.
I1.1.2. Supermarkets.

I1.1.3. Superstores.

I1.1.4. Convenience stores.
I1.1.5. Do-it-yourself stores.
I1.1.6. Retail warehouses.
I1.1.7. Retail parks.

I1.1.8. Out of town shopping centres.
IL.1.9. Mixed-use centres.
I1.1.10. Speciality centres.

In bringing all of these developments under a table related to their locational
characteristics, we notice that only a century ago the city-centre was congested because
of the over-loaded multi-use functions within itself, now it has came to a position of
a deteriorated area due to the new outlying proposals.
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Table-4: Type of the_ retail developments.

Location 123|456} 78910
City centre/Historic pattern /AR AR/ AN/ A/ AREN
Edge of town (in a settled +l+ ]+ + |+ +] ]+ +] +
pattern)
Out of town M+ M+ M+ +]+]+]+ |

II.1. Definitions.

In defining the twentieth century contemporary town centre and out of town buildings
a chronological order has been followed. Department stores are not taken into
consideration, because their architectural characteristies are briefly explained in the
previous section considering post-period.

I1.1.1. Hypermarkets.

This is a store operated by a single retailer handling a wide variety of convenience and
comparison both food and non-food items. It’s mainly self-service with minimum
capital, running costs and consequent competitive pricing. The word of hypermarket
comes from the French language hypermarche, implies the development of the
supermarket idea and extends the techniques of self-service makes the line as direct as
possible from the manufacturer to the customer (MAITLANDS, 1976, pg. 55.).
Traditional shopping habits, economical factors of the country easy transport systems
and car parking, lots are important in their designing criteria. The arrangement of the
space uses is very similar to the supermarkets. They offer various different products
between 25000-35000 species. With a sales area of 10000 m? to 50000 m?
hypermarkets become large organized spaces for the transfer of goods from bulk to
individual transport.

Their main principle is to locate the main storage and distributor stores in close
relationship with the other chainstores scattlered around the city. Another important
feature of a hypermarkets is the arrangement of storage and sales area in the same
place. There are no other storage rooms. The basis is single-level scheme but it may



27

be designed as multi-level in town centres. The first hypermarket development is
demonstrated by the operator Carrefour with his Carrefour hypermarket in Vitrolles,
Marseilles, FRA. in 1960. He defines it as a store with no central warehouse where
all the goods are delivered direct from the supplier. Distribution of hypermarkets
throughout the Western Europe in 1973, has been mostly, in Germany, France,
Belgium and Switzerland.
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Ii.1.2. Supemarketsi

The evaluation of the supermarket has been a story of ever-increasing size. In and out
of town supermarket retailing has grown steadily reflecting the change in food
purchase and consumption since 1930’s. Today, supermarkets are defined as self-service
food and convenience stores trading with a limited range of non-food items occupy not
more than 15% of the sales area for storage and service facilities. Their average sales area
vary between 1000 m3-2500 m? with a min. of 400 m®. They consider at least 10-12 m?
parking space for each customer car (ROBERTS, 1991, pg. 204.).

On an out of town site, the building needs to function as a sign, an attraction to be
seen from the road. Exterior signs of the building are generally kept to a minimum
size, they are grouped together and bold when used. Typical consumers journey
through the supermarket has to be mapped out and made as convenient as possible.
Crushable items should not be put first, as they will be ruined in the bottom of the
shopping cart. The three major product group fresh food, groceries and nonfood items
should be arranged in a coherent sequence.

In such food stores, the interior space may have many features competing for
attention, special promotions or displays, an avenue of specialist stores, a service
counter, a plethora of information, shopping carts, kiosks and so on. The main
circulation channel should be clearly designated both by making it the widest and by
using easy to read graphics. Generally, the higher the product go the wider the aisle
should be. But the wider the aisle, less the shopper can see of the two sides at once
and trying to shop laterally will lead to confusion and circulation difficulties. As a rule
of arrangement, the broad product category should change at least every five meters
to keep people moving forward.

In a closed space, a walking person naturally directs his movements toward the left
and then right in a clockwise direction, for this reason most of the supermarket
entrances are located on the left side of the building. Colorful products such as flowers
and fruits are arranged near the entrance to attract the customer wonder about the
interior. Books, cassettes and articles of fashion-are also located before the primary
elements such as the victuals. Basic convenience products are located at narrow
corridors where the customer behaves more quicker while shopping. Wide corridors
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on the other hand help the customer to take a second glance at the products while
passing through. Today corridors are more wider compared to the ones ten years ago.
Luweurious meals and fast foods are located on the freezers at eye level.

According to the psychologists, eye level is the buying level of a certain product. So
most of the luxury products which are not usually in the list of a customer are located
on the middle shelves, just near the convenience products. This principle stands to the
logic that buying a luxury product together with a cheap product at the same time, the
customer is encouraged to shop more than one thing in a supermarket. Another
feature is the separated arrangements of daily groceries such as tea, sugar, bread, and
eggs which are usually drawn at the back of the supermarket to take the customer
move towards inside and to break the trend of customers to bu&l these four primarily.
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Table-6: Gives the numerical documentation of the self-service units and supermarkets
in the Western European countries between 1970-1980.

Country Self-service units (number) | Supermarkets (number)
Austria 5.700 60
Belgium 2.700 400
Denmark 5.500 150
Finland 3.000 120
France 19.400 1.130
Germany 84.700 1.880
Ireland 1.000 40
Italy 2.900 310
Holland 9.000 350
Norway 4.000 100
Spain 5.000 160
Sweden 8.500 850
Switzerland 28.000 280
England 184.400 1.300
Total 363.800 7.070

Source: International Association of Department Stores, 1985.

[1.1.3. Convenience Stores.

In the history of out of town retailing, convenience stores have been the first transition
buildings for out of town superstores, retail parks and regional centres. They were built
on the main highways reaching to the suburbs. Their location is important for being
close to the CBD and residential areas. They are convenient for pedestrian shopper
while at the same time they offer adjacent car parking space to attract customer from
motorised shoppers. The convenience stores have their starting point in the U.S.A.
with a small group of specialist companies developing the first Misselbrook Weston,
seven-eleven, Cullen and Sperring in the mid. 1960’s. Their numbers through the whole
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country have risen from 3000 in 1960 to 70.000 by the mid. 1980’s. Today, convenience
store operators argue that they are not in competition with large supermarket and
superstore chains that specialize in meeting bulk shopping needs.

In England they were rapidly developed than any other European countries.
Geographically, their developments have been concentrated in the outer suburbs of
Greater London, England. Trade estimates today, show that by mid. 1990’s, there will
be between 4000 and 6000 convenience stores in Britain. The complete definition of
concenience stores may be given as retailing units of 1000 m? to 2500 m? situated
outside a central or suburbian shopping area and provided with substantial parking
facilities. Their claim to the convenience title is expressed in a number of ways. They
are open for long hours, at least 15 hours a day, seven days a week. They have a
clearly laid self-service style which facilities quick shopping and carry over a wide
range of everday goods. They include groceries, fresh fruit and vegetables, frozen
foods, small DIY items, fast food as well as photographic printing, video hire and dry
cleaning. Such a store may sell food and non-food goods altogethar.

II.1.4. Superstores.

Superstores defined as single level self-service stores offering extensive range of
comparison and convenience goods with sales area of min. 2500 m? and total area of
5000-7000 mz, form the second development stage for out of town retailing following
the convenience stores. They were first built in U.S.A. on the conurbation points of
the town centres. Later then, a considerable number have been built in residential
areas acting as district centres. They date back to the beginning of 1960’s.

The earliest example of superstores in Europe is the GEM supercenter at West
Bridgeford, near Notthingham, 1965. GEM, being a large American retailing
organization had been successful in U.K. The building had an industrial characteristic
of new discount forms with a simple neatly detailed envelope cladding to a steel frame
structure, eight bays by four at 15.25 m each providing a total of 7400 m?. Only 25%
of this area was left to storage and ancillary uses.

By the end of 1970, there were 488 superstores containing 285.000 car parking space
through all the European countries. Germany, France, Belgium, Sweden, Netherlands,
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Norway and Denmark have been the followers of this retail trend after U.K. Many
food based and supermarket trading groups such as Morrisons, Tesco, J. Sainsburry,
F.W., Woolworth and Debenham’s had started to concentrate on superstores. Between
the years of 1966-1970, a new legistilation was put in force by the British local
goverments that limited the maximum total area by 3000 m? and car parking space by
1500 cars in each superstore project to get a planning permission.

Superstores are mainly food based stores. Their main objective behind the
development programme is to provide large and convenient food trade area. The
majority of them are being constructed in design and build package programmers
which is normally 12-14 months period. Superstore units are usually bigger than
supermarkets. They are often combined with non-retail uses such as the mixture of
recreational facilities to ensure commercial trade and increase the catchment area.

Table-7: The numerical documentation of the supersitore units in the Western
European countries between the years of 1970-1980.

Country Number Total area (mz) parking space area (mz)
Germany 368 2.000.000 180.000

France 73 400.000 72.000
Belgium 15 ‘ 105.900 9.300

Sweden 10 75.000 12.900
England 6 30.000 5.200

Others 16 63.000 7.000

Total 488 2.700.000 285.400

Source: International Association of Department Stores, 1985.

II.1.5. Do-It-Yourself Stores.

Do-it-yourself retailing is mainly based on household items such as furnitures carpeting,
textile, lighting and decorative fixtures. Today, it grows out of the traditional hardware
stores, because hardware stores have lines of stock in one single outlet, often housed
in huge edge of town stores. Through a current trend, the concept of the do-it-yourseif
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store has developed'into a more of a focus for home improvement. Especially in U.K,,
homebase chainstores are carefully planned to make logical adjacencies. Wide aisles
for ease circulation and the carriage of bulky goods are created while these are
marked by clear graphic using symbols and typography.

Homebase has developed a system of basic instruction panels mainted directly above
display areas. A practical consideration is that the flooring has to be particularly
robust, requiring the best quality underfloor. Most of the stores sell on the basis of two
types of retailing; one of them demands category dominance with low price like Ikea
and Habitat stores. There’s the availability of a wider range of choice than elsewhere.
The second stresses the principle of store service where the design emphasis change
and attract more attention. Instead of a wall televisions only a handful might be
displayed with great care. Flexibility, clarity and simplicity are essential design
ingredients for these stores.

IL.1.6. Retail Warehouses.

The basic definition of the retail warehouses can be given as a trading area in which
the shopping habits for daily convenience products are left to a weekly shopping
experience at only one time. The aim of these units is mainly to provide cheap floors
for the furniture and DIY retailers to display their bulky items. They create a drive-in
market demand which cannot be found normally in town centres. They have direct
access to car parking. Their retailing policy is Pile them high, sell them low. They are
a storage place for bulky items and a distribution building to other chainstores. They
mainly serve to the motorised shopper. They may be located on the conurbations of
two towns, on the edge of town or near a trunk road. But they are commercially tied
to the towns.

First DIY sheds were built on the northernside of U.K. in 1972. During the last ten
years, they have been quite effective on changing the shopping habits for major
European countries. MFI, Harris Queensway, Marks and Spencer, Sainsburry and
Boots were the earliest examples from UK. In the beginning of their development
stage, they had basic simple, standard of design and they were landscaped mostly by
cheap material. This way of understanding in design process had caused visual and
environmental problems in the past. During the last years however, they are carefully
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planned like superstores and supermarkets. Starting from the plans leading to the
landscape architecture, high standards on material and construction were dealed with
seriously to erase the tin shed image.

The architectural features of the retail warehouses can be analysed under the following
topics as traffic and service management, layout plans, construction phases and ext.
Generally they are single level deep sheds on flat areas. Construction of the-building
on a sloppy area might be disregarding to the policy of easy and cheap comstruction.
Retail warehouses’ total area vary between 1000 m2-10.000 m? in size. In a speculative
design scheme, it is favoured to use a modular system and standard bay sizes. The
standard deepness in bay sizes is usually 12 meters. This may be increased to 18
meters and even 24 meters according to the layout plan. The height is limited with a
minimum of 5.5 meters.

Another feature is the effect of the frontage designs, since they are the only fancied
parts of these buildings. A frontage design with correct colors, sizes and proportions
compared with other elevations. Emblems of the firms each expressing a different
theme may help the frontage design to gain a character among the other buildings.

About the vehicular and pedestrian traffic, it should be remembered that wide car-
parking areas are important attractions for the motorised shopper. Starting with the
site plan, a secondary road connecting the warehouse to the main highway road
network should be arranged. A separation between the customer car entrance
including the public transport and service car entrance should be designed on the
secondary roads reaching to the building. In standards of local goverments in U.K. at
least one car occupation space is expected for every 30 sq meters of a retailing unit.
Planning criteria relating to the economy and function in design schemes generally do
not favour wide pedestrian roads within the car-parking areas. But they are important
architectural features that lead the customer from parking to the entrance of the
building from the shortest way without intersecting them with main road crossing. They
also create a different texture on the ground surface with border stones, paving stones,
grass and pebbie stone when combined with semi-open canopies, wind breaks and
coverings from wood, textile, glass and steel structures.

In landspacing a parking lot, putting clusters of trees on certain places may help the
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customers find their way more easily. These small scale structures bring a new
dimension to the site plans. Other than these, secondary recreation based uses as
children’s playing area, cinema, garden centre restaurants may bring an originality to
the retail wavehouses. Below are the specific examples of retail warehouse design
schemes.

I1.1.7. Retail Parks.

Retail decentralization has started to form in European countries over the last twenty
years. Traditional shopping hierarchy based on a town centre, district centre and a
neighbourhood centre was left by the new trends such as retail warehouses, superstone
and supermarkets in the early 1970°s. Until the beginning of the 80’s all of these were
built as single units on a free-standing site. But through time firms increasingly
searched for locations near to one another in order to enhance their combined
attractiveness sometimes by facilitating comparison and sometimes by complementary
shopping linkages.

First retail parks were introduced to the European community by the English
developers as it has always been in the other retail trends. In 1980, English
government had put in force on Enterprice Zone policy to regenerate and redevelop
the urban areas. With the help of this policy, attractive locations for focused forms of
retail decentralization were provided. The development process of retail parks was
formed under two influences. One of the influences was from the single individual
firms who developed and constructed these units according to their special trading
systems, such as the leather, carpet, furniture and electrical goods companies. The
other one was from the formations of units built according to the speculative aims of
a group of developers who try to bring a new type of commercial based activity at a
certain part of the city.

Today, in most urban areas of Britain, these complex grouping incorporating a
combination of superstores, hypermarkets and retail warehouses are defined as retail
parks. In a retail park, the suggested shopping area should contain at least three
separate units and should have gross lettible area varying between 20.000 m>-40.000
m?. They share public transport systems car-parking facilities and recreational buildings
such as multi-vision cinemas, restaurants, bars and cafeterias, children play areas. On
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retail trade basis, they do not only sell bulky DIY items, they also consider speciality
products on small shop units/stands/kiosks within the park. The success of a retail park
depends on the foliowing factors.

1. Complete the site plan that works without congestion in traffic.
2. Long-term investment understanding.

3. Correct shopping linkages various different store groups.

4. Easy and cheap construction based design schemes.

5. Pile them high sell them low policy (GUY, 1987, pg. 33.).

The best known exampies of retail parks are given as The Swansea Enterprise Zone
and Cribbs Causeway in Bristol, England.
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Table-8: Above: Retail park openings, 1982-1989.

It’s estimated that 60 schemes will be open in 1989 compared with 45 in the previous
year. However, there are already nearly 50 schemes either with planning permission
or under construction, so this estimate may well prove conservative.

Number ef Schemes

70+

890 "

80+

10

T T =
82 83 B84 ©8 68 Or 88 89
Years

Table-9: Below: Number of retail warehouse parks in each size category completed by
the end of December 1988.

More than 60% of schemes fall between 9000 m2-16000 m®. The largest retail park

recorded to date is the Merry Hill Centre at Dudley with 50.000 m?.
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Source: Hillier Parker, Building, September 1, 1988, pg. 11.
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[1.1.8. Out of Town Shopping Centres (Regional, Community, Neighbourhood).

The introduction of out of town shopping centres belong to the early 1930°s, post-
industrial period with the formation of ribbon developments and outlying secondary
shopping districts. Ribbon retail activities have grown in pareliel to the congestion of
traffic and the deteriation of city centre. Shopping centres based on the branch stores
of major department stores in town centres have staried to form the earliest regional,
community, and neighbourhood centres in U.S.A. as the extensive highway systems
constructed. They have performed unplanned strip developments on individual lot by
lot basis at the early stages, then they have followed an evolution period composed of
three stages, corresponding to the periods of the 1950’s, the 1960’s and the 1970’s.

Centres of the stage have established two main characteristics. One of them was the
size of the regional centres which was defined to be no less than 100.000 sq meter.
The second specific characteristic was the clear separation of pedestrian circulation
and service traffic. Pedestrian mall is open to weather conditions with only canopies
extending out from the shop fronts. Old Orchard centre, Stokie, Illinois, is a significant
example of this period with 111.000 sq meter provided on a thirthy-eight hectare site.
There’s an use of trucking tunnels below the centre for service access to shops and the
main department stores. It contains the early stages of secondary uses in regional
centres such as bank offices, service station and proffessional offices. Another example
for this stage is the Bergen Mall, Northern New Jersey. It contains a cinema and a
theathre as recreational facilities. Both of them display a variety and complexity of
mall arrangements. They experiment sophisticated solutions in terms of levels, by the
use of underground servicing and two level malls. In terms of their built form, they
were still a group of isolated building on individual plots.

The enclosure of the malls in 1960’s, has formed a fundamental change in the
development of the centres. This has changed the relationship between the mall and
shops. Mall has become a multi-use space. Then complicated multi-level uses has been
avoided in service areas. Trucking tunnels under the building were less frequently used
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and services started to take place at the rear of shops. This has effected the outer
walls to stay as blank walls surrounded by customer and service parking. By the
increase on the percentage of the magnet stores within the total sales area to 50%,
a regional centre no less than 100.000 sq meter reserved 50.000 sq meter of its space
use for magnets and the other 50.000 sq meter for smaller shops.

In addition to this, a standart of 100 meters for the width of cross section of
shops/malls/shops has been defined for the definite length of a mall. According to this,
50.000 sq meter of space use for smaller stores had required a mall length of 500
meters to 100 meters of wideness. However, effective distance between two magnets
is only 90 m-120 m. The monotony of a long mall can only be broken by substaining
at least three magnets in L, Y, T and mall arrangements. Examples of stage two are
given in figure 15.

- Northpark shopping centre.
- Randhurst shopping centre.

Introduction of the second level which connects to the ground level with an atrium at
the centre is the most significant evolution of the out of town shopping centres by
forming the third stage of their development. At this stage, there had been a tendency
towards compact plans and more intensive site use by multi-level solutions. A four
equal magnet store design scheme has been displayed in the enclosed centres. The
earliest scheme is the Sun Valley shopping centre, California, U.S.A. There is a linear
solution of the mall with axis lying along the line between two levels of parking. A
second alternative scheme for this programme has been adapted to the Lakehurst
Centre at Waukegen. Here, the central space of the mall becomes a separate double-
storey volume at the intersection of the cross with department stores at the ends of
the arms. Some of the brief examples may be listed as:

- Yorkdown shopping centre, Illinois, U.S.A.
- Lakehurst shopping centre, Iilinois, U.S.A.
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- La Puente shopping centre, California, U.S.A.

Supermarket which was the major element of stage 1 centres and formed an ended-
mall magnet for stage 2 at Yorkdale centre is generally absent at stage 3.

I1.1.9. Mixed-Use Centres.

Development of mixed-use centres have started with the retail change in multi-use
shopping centres. It dates back only to the beginning of 1980’s. At that time, there was
a problem of gathering all the functions togethar in over-crowded shopping centres of
United States. Shopping centres for some time were built in conjunction with ice
arenas and the office buildings in U.S. But, many of these facilities were run
independently. Since the oil-crisis, combinations of food parks, office buildings and ice
arenas were started to be designed under one roof.

As the time passed by, new attractive functions were added to these compact layout
plans. By this trend, there has been a change toward a hotel cum office building
mixed-use facilities within the centre. The problem of the multi-use development was
how to separate the lines of movement at the shopping centre, hotel and office space.
This was solved by running the lines of movement between these elements into each
other in mixed-use developments. Analysing this kind of a development from a
functional point of view, it was thought that if modernism had given the designers a
chance for the division of functions, then late modernism had brought functions under
one roof and finally post-modernism had a functional mixture of all

Today, this development continiues on the mixed-use out of town centres. It’s quite
effective on the success of the centre. The developers of these projects may have to
combine residental units, commercial buildings and public service for leisure
recreation, social and educational use. This may be a financial or planning requirement
to maximise the site use and reduce land costs. They impose additional design
constraints not only on delivery, circulation and traffic considerations but alsc on
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construction. This includes some constructional detail, such as transfer system column
and beam sizes at fixed levels, grid dimensions and wind pressures. From a list of
various uses only housing is seen as an almost imposibble imposition by most
developers.

This was however achieved in two examples U.K. One of them was the Carillion Court
Housing, Ealing London near the Broadway Shopping centre. In this project, this was
solved by setting aside a separate sector of the site for some fifty units. They were
developed and funded separately from the main scheme. Though the accomodation
was small, its location which was next to a first class shopping centre with car park,
squash club, night club, library, offices and restaurants has resulted in a runaway sales.
The other example was the Carlisle, cenire where the developer was the local
authority.

In that project, there was 27 units of maisonnetles and flats over the shops on Scotch
Street in a line over the shops and specified plane entry control to attractive
landscaped galleries over the shops. In residential based mixed-use centres it should
be remembered that it’s no use bringing the structure down through the middie of the
mall. All these current trends, help the aim of open centres. They all have various
patterns of life and movement. Many of them demand access when the shops are
closed. General approach to these facilities is down the malls, unless separate and
expensively investigated alternative ways provided. Today, mixed-use centres are the
20" century streets of our modern town centres.

11.1.10. Speciality Centres.

In defining the speciality centres they are characterized by their modest size. Few are
bigger than 15.000 m? and many are as smaller than 6000 sq meters. An authentic
speciality centre has no large department store, a supermarket or a discount store. The
units are small, up-market and usually unique and prefer one-time food experiences
of great variety. Finally, 25% of its retail space is processed for food which frequently
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increases to 40%. The formation of the speciality centre is based on the pattern of
American life style. Having large families, high wages, a high proportion of working
women, they have been encauraged to come togethar with leisure activities in every
field. They always had more time to leisure, and to browse among the shops then
wonder into their favorite restaurant.

The success of a speciality centre depends on the following criteria:

To be in a high-volume well established regional centre.
To be near a motorway exit.

To have water exposive.

To be in an upper income area.

To be in a resortftouristic area.

To be in a part of mixed-use development.

To be in a historic landmark (SCOTT, 1989, pg. 68.).

N S WA W N

The range of the speciality centres is very instructive in the U.S.A. since this is the
starting point of this formation. The classics are the Ghiradelli Square, The Cannery,
Pier 39, in San Francisco, Faneuil Hall in Boston, Trolley Square in Sait Lake City,
Harbourplace in Baltimore, South St. Seaport in New York, The Tabor Centre in
Denver, Riverwalk in New Orleans, and Bayside in Miami. To guarrantee the success
of all seven criteria there have been simply too many alternatives for social intercourse
in European countries. To give an example from Paris there are a group of four
speciality centres all are located in the same area, but they are successful in bringing
service. The secret depends on each centre having different themes that they are
specialized in.

I1.2. THE CHANGE IN SHOPPING HABITS THROUGH TIME.

Working circumstances of the 20 century related to mechnization has brought a
change on traditional shopping habits. The involvement of all individual persons in the
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business life has created the intensification of shopping hours outside the working
hours. On the problem of lack of time for shopping activity there appeared two
alternative solutions. One of them was giving the customer a chance to shop at night
during the week by increasing working hours of downtown shopping centres than the
normal daily period. This system had a disadvantage that traffic congestion which
happened at peak hours have made shopping impossible for the motorised shopper.
Having lived that experience on town centres, as a second alternative the shopper had
transformed her shopping process from daily requirements to weekly or monthly
shopping on weekend time. Since weckend was a leisure time for all the family
members who were aiming to get together and share routine works to be done,
families started to prefer shopping at weekend by considering it as a leisure activity
rather than an essential one. At this point comparing the oppurtunuties of out of town
centres that contain recreational uses other than shopping such as restaurants, children
playgrounds, cinema and theatre to the disadvantages of town centres having roads
closed for pedestrians and department stores with limited working hours on weekends,
motorised shopper prefered out of town sites.

Extended durability of products due to the wide spread we of refrigerators have been
effective on changing shopping patterns. It forced the shopper to choose a department
store or a superstore where there was a variety of products at low prices under one
roof. Having the chance to buy as many products as possible at one time the customer
prefered these new retailing units.

To examplify the effect of the change in shopping habits on the out of town retail
developments, we can look through the results of a comparative survey within the
urban area of the HAGUE and an edge of town centre in De Bogard at Rijswijk in
Netherlands. Socio-economical and physcial conditions in Netherlands in terms of
population density level of car ownership and quality of public transport are generally
different from North American countries but mostly similar with the major European
countries. The main purpose of this survey was to quantify the influence of comparison
layout, location and accessibility on the two cenires shopping populations. At In De
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Bogaard shopping centre, the survey included only 140 stores and ome large
department store with a total floor area of 11000 m?. Days selected for the surveys
were considered to be normal working days and Saturdays. About 9200 persons, 5500
persons from town centre and 3700 from the shopping centre were interviewed. From
these surveys they found that a total number of visitors on a working day amounted
to almost 14500 and on Saturdays to over 44000 in the shopping centre.

About the visitors origins; on a normal working day 30% of the visitors of the town
centre of HAGUE came from work and business addressed while 17.5% of the visitors
prefered In De Bogaard. On Saturday when most people were free from work these
proportions had dropped to only 3.5% and 1.5% respectively. Major part of the
visitors In De Bogaard shopping centre who were more than half on a working day
and one third on Saturday came from places within the boundaries of municipality
itself, emphasizes the local importance of the centre. Looking through visitors’ travel
pattern, below table gives the distribution according to the mode of travel.

Table-10: The distribution. according to mode of travel (GANTROORT, 1971, pg. 29.).

town centre of the HAGUE | shopping centre In De Bogaard

Type of trip working day Saturday working day Saturday
on foot only 35.2% 16.1% " 34.2% 15.7%
by bicycle 0.6% 5.0% 15.8% 6.9%
by moped 4.6% 10.2% 10.0% 10.4%
by private car 16.6% 32.3% 30.5% 58.0%
by bus/tram 33.7% 32% 8.1% 6.7%
by train 4.7% 3.0% 1.0% 1.0%
other/total 4.6% 1.4% 0.4% 1.3%

Source: GANTROORT, 1971, pg. 29.
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On a working day as well as on Saturday the proportion of visitors travelling by car
to In De Bogaard was almost twice as large as to the town centre of HAGUE. On a
working day, three out of ten visitors of In De Bogaard came by car and on Saturday
six out of ten. These ratios in the town centre amounted to only one-sixth and one-
third respectively. This shows that car usage on Saturdays was twice as high as on a
working day. In addition, in the town centre public transport served for one-third of
the visitors on all days. Travel distance was one of the main factors influencing visitors’
choice. About the retail trade, a working day trade area population of the town centre
of the Hague is about 280.000 where this number hardly reaches 24000 persons at In
De Bogaard. This may come across to a community or neighbourhood centre in the
U.S. But on Saturdays where the town centre trade area population is twice as large
as on working days, so the trade area population of In De Bogaard reaches to 200.000
which may come across to a regional centre. This survey shows that the trade area of
In De Bogaard espicially on working days is rather small. This is true for other large
shopping centers in the Netherlands.

IL3. THE DEVELOPMENT OF THE NEW RETAIL BUILDINGS AND THE
CLASSIFICATIONS OF THESE TYPES AMONG THEM.

Retail decentralization has started to form over the last twenty years. Traditional
shopping hierarchy which was based on a town centre, district centre and a
neighbourhood centre was left by new trends which appeared following the post-
industrial period. The early changes had centered on the development of superstores,
hypermarkets and supermarkets between the years of 1950-1970. Most of them were
orientated towards the provision of convenience goods trading on edge of town
locations. The first improvement in the design scheme of these buildings had happened
as the stores were moved back from the road, providing larger areas in front. For the
first time service facilities were designed at the back of the building while the customer
facilities situated at the front. As the dependency on cars in transportation systems
increased, it become impossible to construct shopping facilities within the narrow 75-100
meters deepness which zoning laws usually allowed for retailing. So a special zoning law
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for sites of considerable depth was worked out and the first shopping centres were
introduced as a totally new trend to the North American countries (DRYSALE, 1988, pg.
12.). They were more complex and multi-unit developments containing too many
functions within the shopping activity. But their evaluation period was slower than the
single-building units.

In the mid. 1970°s, additional pressures created the development of retail warehouses
offering DIY products bulky, durable goods with low valued furnitures, carpets and
electrials again trading on the free-standing suburban sites. When competing firms
increasingly searched for locations near to one another in order to enhance their
combined attractiveness sometimes by facilitating comparison and sometimes by
puiting complementary shopping linkages governments in major countries starting with
Britain have displayed a new policy on these ribbon retail developments by putting in
force restrictive legistilations as green belt areas and special planning zones around the
town centre.

In the second phase of new retail buildings, proposals came into being mainly focusing
on furniture, DIY products by convenience stores, do-it-yourself stores, variety stores
and retail warehouses. Their construction period corresponds to the years between
1970 and 1980. Special planning zones have been decessive on the formation of these
stores needing bigger storage areas that may not be suitable in town centres. They
have spread all over the major countries with major firms such as IKEA, HABIBAT,
Sainsburry and Tesco. As these units have moved the potential on commerce to out
of town sites, they have become a substantial competitive threat to the existing town
centres.

Government Enterprise Zone Policy which was put in force in 1980 in Britain started
the beginning of the third phase on retail developments. it aimed o regenerate and
redevelop the urban areas by bringing new structural and local plans on city centre. It also
aimed to recover the derelict lands of the city by bringing an easiness on the permission
of food, DIY and bulky products based retail proposals with gross letiible area of more
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than 25000 m®, with a ten year period exemption on the local taxes (DRYSALE, 1988,
pg. 14.). By the help of this policy, attractive locations for focused forms of retail
decentralization were provided. Developers searched for new building types with more
complex groupings, incorporating a combination of superstores, hypermarkets and
retail warehouses termed as retail parks. Then mixed-use centres, out of town centres
and speciality centres which have focused on one theme has gained importance during
the 1990’s.

As a result these units are grouped in three phases:

Phase I: [1950-1970] hypermarkets
supermarkets
superstores
regional centres

Phase 1I: [1970-1980] convenience stores
do-it-yourself stores
variety stores
retail warehouses

Phase III: [1980-1990] retail parks
mixed-use centres
out of town centres
speciality centres.

IL. 4. FACTORS EFFECTING THE FORMATION OF THESE BUILDING TYPES

After having a general view on the changing shopping process, basic reasons which
define the factors for the formation of out of shopping can be put out.

1. The increase of private car ownership and its use.

2. New development proposals for satellite setilements.

3. The need for bigger storage areas and chainstores.

4. Construction of major highways between cities.
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1. The Increase Of Private Car Ownership And Its Use:

The use of private car ownership in the world starts with the beginning of modernism
‘during 1920’s. There is a close relationship in the development of mobility and car
usage related to the socio economical reasons. In urban settlements, private car
ownership plays a leading role in changing the lifestyles of a certain community from
linking home and working life, patterns of family, cultural and recreational activities.

- It has encouraged housing developments in the suburban areas by providing better
quality accomodation at comparable cost and a better environment with its ease of
accessibility.

- It has put in order the lack of communication to a better condition between
communities of people living at various places.

- It has provided people an oppurtunity to realize their aspirations for culture and
leisure by taking them back to nature. It gives a chance for recreational activities in
outer areas.

Today, private car ownership and its use is more important in daily life. Private car
usage shows differences in trip direction, trip purpose, and trip time. Generally trip
direction may vary according to CBD or to residential areas. Trip purpose differs as
regular trips which contain work and school within it and irregular trips which are
mostly for shopping and leisure. Trip time on the otherhand is explained by peak and
non-peak hours. Above the basic considerations listed about the private car usage trip
purpose is the most important factor in effecting the shopping centres trade area.
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'-I‘able-llz On GDP and car ownership statistics for GECD countries, 1983.

COUNTRY GDP (thousand US $) Cars (per person)
7.7 39

Australia

Austria 7.7 27
Belgium 9.8 30
Canada 8.7 42
Denmark 11.0 28
Finland 7.1 24
France 8.8 33
Germany 104 35
Greece 3.4 .08
Iceland 9.8 34
Ireland 38 .20
Italy 4.6 30
Japan 8.5 18
Luxemburg 9.8 43
Netherlands 9.4 .30
New Zealand 59 40
Norway 9.8 28
Portugal 1.8 10
Spain 4.0 .18
Sweden i0.6 34
Switzerland 13.3 32
Turkey 1.2 014
United Kingdom 5.5 - 27
United States 9.7 53
Yugoslavia 2.1 .09

Source: OECD and U.N. Statistics, IRS World Road Statistics and National
Publications, 1983, After Sagin, 1966, pg. 6.

This is mainly because statistics considering the effects of car ownerships on avarage
number of trips per household by trip purpose in Cincinnatti Urban Area, 1982, show
that, the total number of home-based shopping and home-based recreational irregular
purposed trips leave the home-based work regular purposed trip behind. This
aritmethic result emphasizes that irregular purposed trips are quite effective on car
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usage and among these basic irregular purposed trips shopping takes a leading role.

Table-12: Survey results of household trip purposes, Cincinnatti.

Trip purpose Non-car One-car Multi-car Ratio ratio
households | households | households | one/home | multi/one

Home-based 0.62 1.66 2.49 2.68 1.56

work

Home- based 0.67 2.16 3.68 6.54 3.39

shopping/

leisure

Home-based 0.17 0.44 1.04 2.59 2.36

school

Home-based 0.32 0.87 1.58 271 1.81

other

Non home- 0.19 1.37 2.86 7.20 2.09

based

All purposes 1.97 6.50 3.30 3.30 1.79

Source: Urban Transportation Models Ohio-Kentucky-Indiana. Regional transportation
and Development Plan, Wilbur Smith and Associates, 1982.

In analysing the average house-hold income levels for the reasons of out of town retail
developments it’s observed that there is a direct proportion between the high income
level and the ratio of private car ownership per house-hold. As it was stated by OECD
Road Research Group in 1982 among various western countries, United States,
Austrilia, Netherlands, Germany and France were the leading countries having the
highest point on the rate of car ownership. Nevertheless, during that time it was
founded out that they were the same countries where the most complex retail and
commercial development proposals were focused on the out of town location consisting
of a superstore, retail park or a shopping centre scheme within them. The popularity
of these new retailing trends is basicly related to the ratio of private car ownership of
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the high-income level house-holds living around the neighbourhood centres and
suburban settlements. Thinking that such an out of town shopping centre would not
be in the catchment area of CBD and its residential population, it would be wise for
it to give service to the neighbourhood centres. To support this hypothesis that it’s one
of the basic starting points for the formation of out of town centres we have to
investigate the ratio for suburban settlements and private car ownership through some
of the major high income level countries in the following tables.

Table-13: Car ownership according to distance from CBD in western countries.
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Table-14: Car ownership levels according to residential category in four OECD
member countries.

= ]
Place of Residence Car-owning Cars per
households (%) person
France (1973-74)
Paris conurbation
Paris intramuros 45.2
Other areas 64.3
Other > 100.000 inhibitants 61.0
conurbations 20.000-100.000 inhibitants 62.1
< 20.000 inhibitants 62.0
Rural communes 60.4
Netherlands (1974) (a)
Three largest cities 58.1
> 100.000 inhibitants 64.4
25.000-100.000 inhibitants 68.1
7.500-25.000 inhibitants 70.8
< 7.500 inhibitants 76.2
United Kingdom (1971) (b)
Former London Country Council area 0.151
Remaining Creater London area 0.234
Other Urban areas 0.197
Rural districts 0.255
United States (1974) (c)
Metropolitan areas
Inner cities 71.3
Ring Suburbs 88.3
Outside metropolitan areas 85.8

(a) The highest car ownership was 82.1 per cent in commuter towns.

(b) The regression analysis for countries in Britain showed a range of 0.10 cars per
person attributable to density differences (5).

(¢) See data broken down according to State.

Source: OECD Road Research Group, 1982, pg. 37.
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2. New Development Proposals For Satellite settlements.
By the end of the second world war there had been definite changes in the city centre.

The overloading of retail, commercial and residental functions in one place, the
congestion between vehicular and pedestrian traffic and the increase of population
have formed the basic reasons for the citizens to escape to suburban areas. In addition
to those, by the automobile emerged as a means of private mass transportation the
final urban explosion took place. Many citizens completely independent of public
transportation escaped from the city and found peace, beauty and freedom in the
country.

First citizens who left the city were the high-income aristocrats of London community

in the 178

century. The construction of houses with gardens in the country had
formed the first suburban settlements. Then more people started to live in the
suburbs. In the 19 century suburbs grew 29 times as fast as central cities according
to the Census Bureau. The rate of population increase in the 1950°s throughout the
major cities in the world was 1.5% while it was about 44% in suburban centres.
Between 1940 and 1970 the population of U.S.A. rose by 55% and by 15% in U.K.
The growth of these settlements that follow no structural or local plan caused
problems to the town planners. So starting with England, on major countries planners
put in force some restrictive legistilations on the subject such as greenbelt areas and
special planning zones around the city centre. These legistilations have formed the first
stage for the satellite settlements. Following a structural plan with emphasis on the
politics of decentralization these residential units have been effective on the city centre
problems. They have decreased the overloading to the centre and have vanguarded
to the out of town developments.

Through time, shopping facilities which were designed within these units have given
service both to their residential and neighbourhood settlements. With the beginning
of life in suburbs, first out of town retailing occured both by these centres and by the
stores that were strung along the highway. The housewife draw from store to store and
parked her car near front entrances as she continued her shopping. Shopping from
home to work between the city centre and the suburb became very popular and the
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highways were filled with these stores. They gained importance through the retail
process in major cities.

3. The Need For Larger Storage Areas And Chainstores.

In the beginning of the 19

century with the construction of multi-level concrete
blocks, department stores and their food-based arrangements the hypermarkets have
been decessive in the development of the retail process in the city centre. Both of
them had shared a characteristic feature in common that they contained all kinds of
products a citizen may require to have, they were big and complex compared to the
traditional corner shop. Among the two, hypermarkets have differed from the
department stores in planning criteria that they did not contain a storage area separate
from the sales area. All the products were sold and stored within the same place. So
they needed large space in choosing the location of the market to bring all the

products togethar and ease of accessibility for the service cars.

In some cases however, traffic congestion and high-cost land uses in the city centre
have prevented the hypermarket developers in directing their proposal schemes in the
city. This has happened very frequently after the post-war years as the city gained
importance and became valuable to the developers. At this point, major retail groups
such as ASDA, Sainsburry, IKEA, Habibat, and Marks and Spencer who already had
stores in the high-street have been the fore-runners of a new retail trend by opening
chainstores of that hypermarket in different parts of the city. For the favour of their
retail trade among others they prefered the edge of town locations because they could
use the low-cost land more freely to store more products and to bring the product at
its Jowest price. As they piled them high and sold them low they also brought
oppurtunities for car parking and recreative elements such as children playing area,
restaurant and cinema to the consumer. This influential trend has preceded to the
formation of superstores, retail warehouses and retail parks located out of town in
many European countries.
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4. Construction Of Major Highways Between Cities.

Highway construction programmes which started in the 19' century all over the
European and American countries had influenced the out of town shopping centres
to become an important part of suburban life. By 1900, 80 years of railway
construction had left European road systems in a state little better than 2000 years
previously, when the Romans had constructed 50.000 miles of first class and 200.000
miles of secondary roads. Some technical development had occured during that time.
The use of concrete for buildings started in Britain and the first asphalt paving was
used in France and Switzerland. Towards the end of the century, the new owners of
bicycles and cars were grouped togethar for improved road systems. The first stage
involved the resurfacing and the improvements on existing roads.

At the second stage, the construction of express highways was delayed by the second
world war. The Italian autostrade on the other hand starded by private companies in
1924 were the first express routes although they were not in the motorway standards.
Then the construction of German Reichsautobahnen network between 1932 and 1942
established a national system of 1.301 miles of express highways with controiled access,
grade separate crossing and divided carriage ways. After the war these programmes
were re-started. By 1950, eight states in the U.S.A. had toll roads in the express
highway standards, so there after almost every state began to the construction of
expressways.

In the Netherlands, these studies re-started in 1945 and by 1960, 300 miles were
completed giving that country one of the greatest highway densities in the world.
During this period a special Road Act was established in 1949 in Britain providing a
network of 700 miles. Belgium completed the Ostend. Brussels motorway in 1958 and
motorways to all main cities togethar with the Belgian sections of the Antwerp-Aachen
autoroute in 1964. In Italy, the Autostrade del Sole added 500 miles to the system in
1964, while the west germans resumed construction in 1957 and completed a network
of 2500 miles by 1970. This was the quarter of the Europen total. From those major
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European countries France was the slowest to begin in the second stage. The country
did not start a major highway programme until the 1960’s. By 1970 about 600 miles
of road was open and many more were under construction. Among all of these, the
most important single programme was the U.S. National System of Interstate Highways
in 1956. The project included the construction of 40.000 miles of express routes within
12 years. This mileage was extended by the Highway Act of 1968 to 44.000 miles.

These developments on national and regional highways for urban structure and in
particular its relating elements were enormous. At the same time as car ownership
made the concentration points of the old cities were made quite accessible. Today in
most of the western countries the out of town retailing buildings are located near or
at the intersection points of major highways. Since the buildings on such sites need no
use of restricted and expensive land, they could be large simple structures of
comparatively low land cost. So, this gives the out of town centres a considerable cost
advantage over the urban centres on behalf of the easy accessibility advantage related
to fast transport systems.



CHAPTER II1.

GENERAL DESIGN CRITERIA AND THE IDENTIFICATION
OF REQUIRED SPATIAL DATA FOR OUT OF TOWN
SHOPPING CENTRES.
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III. GENERAL DESIGN CRITERIA AND THE IDENTIFICATION OF REQUIRED
SPATIAL DATA FOR OUT OF TOWN SHOPPING CENTRES.

II1.1. Store Grouping In General (Sales Area).

In planning the site a classification of centres into four types by means of designating
their magnet stores as one tenant would be helpful to draw more customers to all the
stores with an arrangement that routes the pedestrian traffic pass through the smaller
stores handling impulse items. According to this classification types of variations among
the shopping centre is listed as the following:

II1.1.a. Double-strip centre.
II1.1.b. Mall centre with only one magnet.
IMI.1.c. Cluster-type cenire.
II1.1.d. Intro-verted centre.

1. Double-strip centre: The strip is divided into two rows of stores, facing each other
along a pedestrian mall and a magnet deparment store placed at each end.

2. Mall centre with only one magnet: The magnet is located at the extreme end of
pedestrian mall. It reduces shopping traffic because of lack of interchange. The stores
farthest from the magnet participate very little in the traffic it generates.

3. Cluster-type centre: The major tenant is placed in the centre of a cluster

arrangement. All the stores have equal distance from the most powerful shopping
traffic puller.

4. Intro-verted cenire: A shopping cenire where all the store fronts are tumed toward the
inside of the building cluster. Entry into individual stores directly from the parking lot is
diminished, shopping traffic is tunneled through a limited number of entrance arcades into
pedestrian areas (CALLENDER, 1973, pg. 588.).

Having identified the importance of magnet stores in a centre, another consideration
is whether to bring stores of one kind into close relationship for convenience and
competition or to separate them for spreading the pedestrian traffic equally. When the
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