Architecture and the Marketing of Urban Shopping Destinations
Research Context
Shopping places in the UK exist in an increasingly competitive environment, in which a crucial task of those responsible for their management is to achieve differentiation, where the ubiquity of the multiple retailer has led to all town centres to seem the same (NEF, 2004), and perceived lack of authenticity is common (Boyle, 2003). The central town/village ‘place’, has been invested with meaning through its identity, its function in creating inter-personal relationships and its history (Augé, 1995), but other shopping places - particularly malls - have been regarded as the epitome of placelessness (Relph, 1976), and as ‘non places’ (Augé, 1995). To overcome such perceptions, places can emphasize their rich experiential appeal (Hiss, 1990) and possibilities for entertainment (Hannigan, 2003), Thus, shopping places “must aspire to greater authenticity and re-enchantment of place and identity to create emotionally responsive and desirable environments” (BCSC, 2007, p. 7), what Badot and Filser (2007) have termed “re-enchantment of retailing”. 
Factors constituting the place context within which such experiential consumption occurs have been conceptualized via the ‘servicescape’, defined as the built environment surrounding the service (Bitner, 1992), incorporating ambience, function and design (Bitner, 2000). This paper outlines three nested dimensions – spatial, structural and design – and an additional contextual dimension as an initial conceptualization of the potential role of architecture in contributing to an urban retail servicescape, and provides some examples of how this role may be manifested. Baker et al. (1992, 1994) added a social dimension to the servicescape, whereby people can inter alia shape and influence the physical space and impact of the built environment. When applied to towns and cities, this implicitly regards them as places that can be managed, and the rise of town centre management (TCM) and business improvement districts (BIDs) are manifestations of a more overt management agenda, where both physical setting and social milieu can be manipulated to facilitate the customer experience of a locale (see Warnaby and Davies, 1997).

More recently, it has been suggested that the emerging area of service science (see IfM and IBM, 2008) is relevant here. Maglio and Spohrer state that cities could be regarded as service systems, defined as “dynamic value co-creation configurations of resources” (2008, p.18). This resonates with urban designers’ re-conceptualization of urban environments as networks of relationships and power (Healey, 2002; Julier, 2005). These relational ways of thinking about urban dynamics and sociospatial-temporal linkages emphasize the multiplicity of relational nets which weave across urban environments, stressing their complexity and variable interconnectivity. Such issues have been considered in the context of the marketing of urban retail destinations by Warnaby et al. (2002, 2004, 2005), which highlight the perceived importance of retail provision among urban place marketing stakeholders. It could be argued that the importance of retailing in this context goes beyond marketing, to incorporate urban regeneration (see Dixon, 2005; Guy, 2001; Mitchell and Kirkup, 2003; Wrigley, 2002), and also urban morphology. In this context, architect Rem Koolhaas defines retail as the “single most influential force on the shape of the modern city”, a physical presence instrumental in creating the urban atmosphere (cited in Barrenche, 2005, p.7). 
Architecture’s Contribution to Place Distinctiveness

Architecture could arguably contribute (both positively and/or negatively) to place distinctiveness in relation to four key dimensions.  The spatial, structural and design dimensions could be regarded as nested, with one potentially providing a context for specific decisions relating to the other dimensions.  The contextual dimension refers to, for example, the temporality of the locale in terms of both historic and current architecture (and the interaction/juxtaposition thereof).
The Spatial Dimension

This dimension relates to urban places as a whole in the context of the land use planning system, which provides an overall policy context (see Guy, 2007, for a review). In Plymouth, for example, even in the 1990s, the spatial dimensions of retail development were imposed by post-war reconstruction where the city-centre precinct was still dominated by the vision set out in the 1950s Abercrombie Plan. This original plan clearly zoned different spaces in the city centre, a coherence that was, however, undermined in its initial implementation by difficulties with the site and subsequent unsympathetic alterations (While, 2006). 

The spatial dimension may also refer to locales within individual town and cities (often termed ‘quarters’ or ‘zones’). These can be defined by various criteria, including: specific spatial boundaries; functional & economic linkages within the area; and character & identity (Tiesdell et al., 1996).  The architecture of a locale could result from both past and present economic and other functional activities occurring therein, and indeed, may provide an overt visual identity which contributes to its character.  Regent Street in London is notable for the regularity and quality of the street’s architecture and the visitor’s expectation is one of a high quality environment that appeals to the visitor’s sense of an ideal, well-ordered shopping street (Kent, 2006). The central shopping areas of Chester and Bath provide a holistic experience of the place. In this context distinctive architecture can form linkages between shopping and surrounding urban areas, where visual sense of the retail architecture and its context, clearly defines the place. 

The Structural Dimension

The structural dimension relates to actual buildings and structures in terms of their design and architectural merit (or otherwise). Individual buildings are ‘nested’ within a locale, and what may be perceived as ‘inappropriate’ development may stir fierce passions, as was the case with the proposed redevelopment of the Smithfield Market in London (Bayley, 2008). Indeed, as Larkham (1996) notes, statutory historical building preservation may lead to a clash of values between land and property exploitation and a consideration of art, aesthetic and historical appreciation.  Planners too need to demonstrate a more sympathetic understanding for shopping centre structures (Beddington, 1982) - the redevelopment of Coventry’s Lower Precinct shopping centre demonstrates the problems of reconciling a physically degraded and uncommercial centre with architectural conservation interests (While, 2006). 

This dimension embraces both old and new buildings. Individual historical buildings have retained their retail use in older cities/market towns, but increasingly the re-use of distinctive buildings by retailers has led to new uses for redundant buildings to maintain or create local landmarks. Although open to criticism as façadism, the re-use of distinctive buildings including churches (Wolverhampton), railway stations (Bath), and factories (Streatham) demonstrates the synthesis of planning regulation, local sensitivity and pragmatism to new retail development.
New buildings in a locale can be categorized by two fundamentally distinctive design approaches. Incremental development sees new building integrated into the urban environment in which existing space are retained. In architecturally sensitive centres, as in the case of Noy Smichov shopping mall, in Prague, the structure is successfully integrated with nearby medieval streets and the grass embankment along one side works well as a backdrop to existing historic buildings (Barrenche, 2005). Other modern stores can be distinctive and necessarily sympathetic to their surroundings, such as the Migros modernist supermarket in Lucerne, which fits between a church, an old hotel and a traditional shopping street (Barrenche, 2005). In these contexts the term ‘brandscaping’ has been used to define the co-created symbolic and physical “environment that consumers build with marketplace products, images and messages, (one) that they invest with local meaning” (Sherry 1998, p. 13). 
A second design approach adopts brandscaping from a more explicit marketing perspective, with Riewoldt (2002, p.7) defining it as “the three dimensional design of brand settings”. Specifically it can relate the influence of the designed environment to brand equity. Brauer (2002) connects architecture to brands through prestigious design, suggesting that buildings should have ‘something to say’ and that architectural design can serve the objective of communicating marketing messages. Iconic architecture, distinctively and often dramatically draws together the design of the building, celebrity architect and media (Sklair 2006). Such buildings are used in promotion - and in the context of flagship cultural projects (e.g. Guggenheim Museum, Bilbao), are often cited as a successful example of iconic architecture in place marketing.

Retailers have responded, albeit on a more modest scale. Retailers’ commissioning of major architects for distinctive buildings has arisen from a growing awareness of ‘good’ design’s power to boost the prestige, marketability, and sales of products (Barrenche, 2005, p.1). The explicit implementation of this strategy was launched by the 1990s by J. Sainsbury, who sought to differentiate it’s out of town superstores through a small number of unique designs (Kirby and Kent, 2002). In urban environments too, iconic design can act as a focal point for new development and regeneration, finding one of its most dramatic examples in the Selfridges store in Birmingham. Distinctive architecture has the potential to transform the brand into a location, while simultaneously communicating brand identity. 
While iconic designs make a clear architectural statement, other buildings may be significant for their experiential content, and ambiguity as shop or place of entertainment/leisure. The ‘third space’ concept emerged during the 1980s, in which the brand’s “core function is complemented by an emotional extra of almost equal value” (Mikunda, 2004, p.4). These spaces, such as themed entertainment centres (e.g. Niketown), afford retailers the opportunity to engage in co-creation with consumers. More recently hybrid centres have emerged, that combine internal and external environments to provide “a visually richer environment” (Coleman 2006, p.130). 
The Design Dimension

Such richer environments obvious resonate with the Design dimension, relating to the more detailed design elements of individual structures, such as fascias, windows, and logos. These elements have been used to identify the retail brand, and their standardisation by multiple retailers has been a major contributor to the uniformity of town centres. However, this is not a static process, and there is a continuing search for new signifying materials and allusions to previous advertising and promotional campaigns and a fashioning of new material. Retailers need to evaluate the meanings of their brand transmitted through the design of their name and logo on the shop front fascias, and their internal signage transmitted both through visual images and text. While the visual impact of re-branding is measured in terms of positioning and communication, the contextual and environmental impact is arguably less well understood.

Window displays have an important external perspective by linking shopfronts (including fascias, shop windows and upper floors, and interiors) to the environment of the shopping street (Mitchell 1986). Windows come to integrate brand communications by reinforcing the market position of the company, as well as creating focal points of interest (Harris and Walters, 1992). They provide differentiation through promotional and window display plans, and with the development of Visual Merchandising within the store, contributes to the total impact of display, marketing advertising and publicity activities for the retailer to succeed in a particular community (White and White, 1996).  In historic locales there will be a tension and some cases, severe constraints on such aspects of design in terms of ensuring visual uniformity and homogeneity in order to satisfy preservation/conservation agendas, such as in Regent Street in London (Kent, 2006). 
The Contextual Dimension

The specific character of a locale could be regarded as the result of accretion, with new land uses - and architecture - superimposed on those existing previously, analogous to a palimpsest, in which new meanings overlie old ones and marking the surface of the city inevitably involves the erasure of one set of social relations by another. Moreover, the re-use of buildings has a social function in that the rebuilt site may construct its signification within the web of a pre-existing civic order, and the regeneration process becomes a revision of spatial politics (Wharton, 2001).  The imaginative re-use of buildings for other purposes (including retailing) may provide a point of differentiation, such as for example, the Selexyz Dominican bookshop in central Maastricht, housed in the setting of a 13th century Dominican church (Glancey, 2008).  In Covent Garden in London, the central market buildings and surrounding spaces became the focus for leisure/retail activities (Draper-Stumm and Kendall, 2000). Over the past thirty years ‘Covent Garden’  has expanded through the surrounding streets, providing a hybrid environment of outdoor shopping with the old covered market and opportunities for specialist retail, restaurant and leisure facilities.

Within a locale, the combination of historic and modern architecture, and the juxtaposition thereof, may create distinctiveness. Buchanan Street in Glasgow provides a pedestrianised shopping area with both old and new shopping centres leading off it and effectively creating an artery between the parallel but separate shopping Sauchiehall and Argyle Streets. One aim has been to re-create a European city street, though its lighting, paving and street furniture. The Princesshay centre in Exeter is a retail development which accommodates both old and new into a new shopping area to one side of the existing 1950s postwar city centre. However, the centre architecture is contemporary without being particularly notable. In this respect, Gunwharf Quay in Portsmouth, incorporating old quayside and new marina, mixed use outlet centre, and 110m. Spinnaker Tower, is arguably more successful in creating a distinctive place.

Another temporal aspect may be ‘temporary’ architecture. Stores originally designed to have lasting qualities, increasingly demonstrate a diminished sense of permanence. Barrenche (2005) highlights the problem of short seasons in retailing contrasted with the longevity of the building. Evidence exists that architects are turning to designs that assume the likelihood of short lifespan. In this context the visual environment may substitute for the physical presence and the pre-eminence of the physical world of products is supplemented or replaced with information (Miller et al., 1998). From a functionalist perspective too, non-structural means, such as projections, may change the apparent identity of elementary, ‘big shed’ buildings (Pawley, 1998).

Still more temporary are the structures found in markets and festivals. St. Ann’s Square and Albert Square in Manchester city centre are transformed every December by a continental Christmas Market which is a major retail attraction in the festive shopping season.  Indeed, temporary architecture may develop a more permanent aspect. A quintessential element of Paris, the bouquinistes - the hundreds of booksellers whose open-air stalls line the banks of the river Seine - have located there for centuries and carry Unesco world heritage status, and are regarded as an integral part of Paris’s cultural landscape (Christafis, 2008). 
Discussion – Conceptualizing the Role of Architecture

This paper has sought to consider the potential role of architecture in contributing to urban retail servicescape, through nested spatial, structural and design dimensions.  It has also emphasized the contextual dimension, and here the importance of temporality should be recognized.  Thus, the existence of a temporal continuum relating to the relative permanent/temporary nature of the structures (or elements of them) in a locale runs through all the dimensions described above. Thus, for example, in the UK the ‘listing’ of historic buildings may on the one hand constrain development, but on the other maintain place continuity, ‘meaning’ and ‘authenticity’.  Of course, the exact nature 
of the architectural elements of the urban servicescape will be influenced 
by the 
networks of relationships and power (Healey 2002; Julier 2005) existing within a place.

This has resonance with the previously noted social aspect of the servicescape (Baker et al., 1992, 1994) which has been recognized in earlier conceptualizations of the shopping destination ‘product’ (Warnaby and Davies, 1997). This ‘social environment’ (Bitner, 2000) could influence the role of architecture in terms of the process by which the actual architectural elements of the servicescape are envisioned, developed, and maintained.  These process issues could include:

· Policy and Planning Issues - including: the motivation to engage in development activities (relating to all the above dimensions), clear objectives, workable processes for implementation, land use planning systems (including listing, preservation orders etc.), urban management systems (e.g.  TCM, BIDs). 

· Stakeholder Issues – relating to the conceptualization of places as networks of relationships, and the importance of relationships and stakeholder interaction (Warnaby et al. 2002, 2004). Stakeholder types could include: 

Users: i.e. firms/tenants, shoppers, communities; 

Facilitators: i.e. planning authorities, investors, governments, pressure groups (motives, consensus, conflict);
Creators: i.e. designers, architects, builders (creativity and compromise). 
Thus, there are various avenues that could provide foci for future research. This paper provides only an exploratory consideration of the role of architecture in the urban retail servicescape, incorporating only brief examples of how this role may be manifested.  More extensive, perhaps case-study based research would hopefully provide more in-depth consideration of the role and impact of architecture within the urban retail servicescape in relation to the above nested dimensions, and in so doing shed more light on some of the contextual influences and process issues outlined above.
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