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ABSTRACT

IS A COMMERCIAL COMPLEX AN URBAN CENTER?
A CASE STUDY: BILKENT CENTER, ANKARA

Aksel, Banu
Ms., In the Department of City and Regional Planning, In Urban Design
Supervisor: Prof. Dr. Raci Bademli

September 2000, 211 pages

This thesis analyses whether the commercial complexes are urban centers. First,
the term shopping and changes in shopping patterns and consumer behaviors are
analyzed. Then, the evolution of shopping places throughout history is discussed under
two headings: “commercial places” and “commercial complexes”. Later, following the
discussion of “shopping center” and “urban center” through economical, spatial and
social perspectives, the question whether a shopping center, which is today’s commercial
complex, is an urban center or not is answered. Finally, the answers to the question are
scrutinized in the case of Bilkent Center, Ankara, which is concluded to be a shopping
center which displaying urban center characteristics rather than an urban center per se.

Keywords: Shopping, consumer behavior, commercial place, commercial complex,

shopping center, city center



OZ

ALISVERIS KOMPLEKSLERI BIR KENTSEL MERKEZ MIDIR? ORNEK ALAN:
ANKARA “BILKENT PLAZA”

Aksel, Banu
Yiiksek Lisans, Sehir ve Bolge Planlama Boliimii, Kentsel Tasarim
Tez Yoneticisi: Prof. Dr. Raci Bademli

Eylil 2000, 211 sayfa

Bu tezde aligveris komplekslerinin birer kentsel merkez ozellifi gosterip
gostermedigi aragtinlmaktadir. Oncelikle, alhgveris kavrami ve degisen ahgveris ve
tiikketici davramglan incelenmektedir. Daha sonra, gegmisteki ve giiniimiizdeki aligverig
mekanlan, “aligveri yerleri” ve “aligveris kompleksleri” olmak tizere iki ayn baghkta
iredelenmektedir. Bir sonraki bolimde, ginimiiz aligveriy kompleksi olan “aligverig
merkezi” ve “kent merkezi” kavramlari ekonomik, mekansal ve sosyal gergeveler iginde
incelenmisg, “aligveris merkezlerinin™ bir “kent merkezi” 6zelligi tastyip tagimadis; ve bir
kent merkezinde bulunmas: gereken kavram ve fonksiyonlara hangisinin sahip oldugu
sorusu yanitlanmaya ¢aligilmigtir. Son olarak ise, verilen yanitin Tiirkiye i¢in gegerliligini
tartigilabilmek i¢in Ankara’da “Bilkent Center” iizerinde .¢alisma yapilmig ve Bilkent
Center’1n bir kentsel merkez 6zelligi tagiyan bir aligveris merkezi oldugu belirlenmisgtir.

Anahtar kelimeler: aligveri, tiiketici davramglar, aligveris mekanlan, aligverig
kompleksleri, aligveris merkezi, kent merkezi
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CHAPTER1

INTRODUCTION

1.1. The aim of the study

This thesis attempts to understand whether a shopping center acts as an urban
center. A detailed empirical research in Bilkent Center in Ankara is designed to
facilitate analysis.

Shopping centers now function as living spaces rather than just shopping spaces.
Shopping centers, providing a comfortable, peaceful and luxurious atmosphere,
especially during winter and summer seasons, have become an inevitable part of
our social lives. Since adopting and expanding “shopping time” people prefer to
spend time browsing in the shopping centers rather than just wandering around in
the city. For people, shopping centers have become social centers. The worldwide
extension of shopping centers caused people to believe that spending time and
entertainment are integral parts of shopping. As such a city structure gets easily
converted into a shopping center without need for major structural changes or

complex planning.

There has been an obvious shift of commercial activities from the city center to
shopping centers since the fifties. This shift first occurred in the twenties, when
the highly centralized urban pattern followed mass transportation lines. Then in
thirties, there was an increase in the use of automobile. After the World War 11,

“sprawl” picked up momentum and then, with the expressway developments and



the merchandising systems of modern shopping centers, has come what is called
“scatteration” (Chapin, 1965, 13-14).

While human behavior influences urban land use patterns as a determinant;
dominance, gradient and segregation; centralization and decentralization; invasion
and succession, are the social aspects that affect the land use changes in urban
areas. The dominance of offices and retailing, and high land prices and land taxes
in the central locations with no recreational and open spaces; decentralization of
the residential areas out of town away from the center; invasion of the open spaces
with the parking lots or with the buildings; invasion of the dwellings in the central
locations with the offices; are some of the examples of the processes that cities
undergo. Taking together these processes make city centers unlivable places and
sentence them to abandonment. At this point, shopping centers came to support
city centers. They were enclosed, controlled, totally pedestrianized, multi-
functional structures with adequate parking facilities, located on the most crowded
pedestrianized routes in town centers. Then, combining all the advantages of the
city centers, they moved to out- of- town locations. After this movement,
shopping trips to the city center and retailing functions at the city center declined.

Out of town shopping centers are expanding and this tendency will continue well
beyond the millennium. Today however, each town center, which is the natural
home for shops, services and the inhabitants, has to compete with other locations,
both spatial and aspatial, for the benefaction of retailers and developers. The
cumulative effect of the shopping centers on what depends, of course, on how
many are built. In America the history of shopping centers symbolize the

disappearance of cities.

Urban design as part of the planning process, which deals with the physical
quality of the environment, is the only solution for this problem. Land use,
building form and massing, circulation and parking, open spaces, pedestrian ways,

activity support, signage and preservation are the elements of physical form which



urban design should cope with. Among these, preservation, if not development, of
commercial activities at the urban centers, existing central urban spaces, urban
centers, squares, streets, plazas, and shopping areas, is the exact point which urban

designers should dwell upon.

This thesis will try to answer the following questions:

e Is “shopping™ a social activity?

e How “shopping places” develop throughout history?

e Does a “shopping center” act as an urban center?

¢ Do shopping centers in Turkey function as community-meeting places, centers
of social life, recreational areas or simply as consumption places?

e Do the shopping centers in Turkey act as urban centers?

1.2, The methodology and content of the study

In the following chapter the term “shopping” will be discussed. First, the question
what shopping will be answered. After a brief definition of shopping, whether the
shopping activity is an economic or social activity, or both, will be discussed.
Taking into consideration all these, changes in shopping patterns and consumer
behavior throughout history will be analyzed.

The discipline of economics argues that consumption provides utility that and has
the economic variables of price and income; in sociology, it may well be status or
social position and has sociological variables of family and status; in psychology,
it is a conditioned response to gain a level of well- being and has psychological
variables of motivation and habit; in anthropology, it has been interpreted in terms
of its symbolic role in ritual and has cultural variables of tastes and meaning (Fine
and Leopold, 1993,3). As Statt (1997, 3) stated the act of shopping as an integral
and intimate part of our daily life whether we have a lot of money to spend on it



or very little, who ever we may be in our lives, we are all consumers, all of our
days.

In the third chapter the spatial organization of commerce will be discussed.
Commercial activities appear in two different spatial organizations: commercial
places and commercial complexes. In commercial places the only activity type
which takes place is commercial, whereas in commercial complexes there are
various supplementing activities other than commercial activity like restaurants,
movie theatres, galleries, children’s play areas and so on. Commercial places
will be analyzed under two headings: temporary and permanent. And also
commercial complexes will be analyzed under two headings: shops under one

roof, and shops designed and managed under one roof.

In the fourth chapter, the question of whether a shopping center has an urban
center’s properties and structures will be discussed. First of all the city center and
the shopping center will be analyzed in terms of economic, spatial and social
perspectives. Then, the shift from the city center to the shopping center will be
examined. Finally, the urban centers and the shopping centers will be discussed
within the criteria for evaluating urban centers and shopping centers. These
criteria are accessibility, historical and cultural identity, amenities, new
technology, public safety and security, economic vitality, mixture of land use,

urban design and maintenance.

In the fifth chapter an empirical study will be held on Bilkent Center, which is a
shopping center in Ankara. First, Bilkent Center will be analyzed whether it is a
commercial complex or not. Then, the development of the city center of Ankara
will be examined. After, the existing structure of the city center and the sub
centers, the social, educational and employment structure of the city will be
studied.



After the analysis of the existing situation, the direct and indirect observations
will be undertaken. The direct observations will be made by the author herself
with a view to understanding whether or not Bilkent Center possesses the
characteristics of an urban center. Amenities of the center, accessibility to the
center, technological improvements of the center, public safety and security in the
center, economic vitality, mixture of land use functions and the urban design and
maintenance of the center will be examined. Later, the consumers’ observations
and views will be discussed in two parts: quantitatively and qualitatively. From
the indirect observations, information will be obtained relating to the gender, age,
marital status, number of households, district distribution, and car and credit card
ownership, and with whom, how, how often, for what and why they come to the
center; and how they describe “shopping”, “urban center”, city centers and sub-
centers of Ankara, Bilkent Center, and what their consumer- buying habits are.
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CHAPTER 2

WHAT IS SHOPPING?

2.1. Introduction

In this chapter the term “shopping” will be discussed. First, the question what
shopping is will be answered. Following a brief definition of what shopping is, the
issue whether the shopping activity is an economic or social activity or both, will
be discussed. Finally, changes in shopping patterns and consumer behaviors will
be analyzed and placed in proper historical perspective.

The discipline of economics argues that consumption has the economic variables
of price and income and provides utility. “In sociology, it may well be status or
social position and has sociological variables of family and status; in psychology,
it is a conditioned response to gain a level of well-being and has psychological
variables of motivation and habit; in anthropology, it has been interpreted in terms
of its symbolic role in ritual and bas cultural variables of tastes and meaning (Fine
and Leopold, 1993, 3)”. As Statt (1997, 3) states, we are all consumers, all of our
days. And also he states, the act of shopping is an integral and intimate part of our
daily life whether we have a lot of money to spend on it or very little, who ever

we may be in our lives.
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2.2, Definition

Buying and selling is as old as mankind. As Gruen and Smith (1960, 17) states,
the prehistoric man exchanging the deer he had slain for a necklace of pretty
shells, as the modern housewife acquiring a package of frozen food in exchange
of some money. The aim of a shopping trip is not necessarily only that of buying
certain goods that are immediately needed. We, as today’s consumers, are
shopping in two categories: “needs™ and “wants”. “Needs” shopping occupies top
of mind and is immediately associated with food shopping and survival. It is a
matter of routine, repetitious, predictable and more often than not boring. “Needs”
items are typically listed and the expectation is that everything listed will be
acquired. “Wants” shopping can only be considered when “needs” have been
satisfied. “Wants” shopping is personal, enjoyable, indulgent and frequently
exciting. What exactly is to be bought is often unknown, but can involve the fun
of a hunt and the reward of a successful purchase.

Shopping is accorded as a cultural phenomenon in contemporary postmodern
society, where it is identified as a realm of social action, interaction and
experience which increasingly structures the everyday practices of urban people.
The people actually do shopping as shopping for and/ or shopping around,
sometimes for needs, sometimes for wants. Shopping can be viewed as a
significant “public behavior” and a predominant aspect of people’s lives in
general. It is also regarded as a paradigmatic case illustrating the fundamental
shift in the structuring principle of society from production to consumption. From
Goss’ (1993, 18) point of view shopping is the “dominant mode of contemporary
public life” in the postmodern urbanite tours through public places. Besides,
shopping is encouraged to be an activity in itself to be enjoyed as Lunt, P. and
Livingstone, S. (1992, 86) point out. Shopping was-expanded as a leisure pursuit
that in the United States, shopping is the second popular leisure pursuit- six hours
per person a week- after watching television (Nicholson- Lord, 1992 cited in
Lury, C. 1996, 29).



Shopping, embraces not only the literal forms of consumption which involve
purchase and economic exchange, but also the practices of browsing, looking and
consuming the environment of various built consumption spaces including
markets, department stores, boutiques decorated in the most avant-garde manner,
shopping centers and the air- conditioned office tower atria (Shields, 1992, 11).

“Consumption can be described as the purchase and use of goods while acting as a
bridge between individual and his experience of the urban environment (Miles and
Paddison, 1981)”. Henceforth consumption plays in the construction of urban life
in everyday contexts (Miles, 1998, 52). When we look at the history of shopping,
in a sense, we see the history of community, communication and human
settlements. Because consumption “is not only a form of relation with objects but
also of an “active” relation with the world, a systematic activity on which the
whole of our cultural system is based, and a global living style (Ugkan, 1999, 77-
87).”

While Richard Bennett (cited in Hornbeck, 1957, 92), defines shopping as
“looking at, pricing, or buying merchandise displayed for sale” while the looking
at and the pricing are the foundation of the buying act. Solal, (1999, 74)
determines shopping as a social activity and adds “We all go shopping places in
part to shop, to see and be seen, to be entertained, often by nothing more than the

passing crowd, to relax”.

“Shopping” is an entirely different type of activity than “buying”. Buying is the
result of a programmed objective. For Gruen (1973, 69), the activity of shopping
is considered with a certain degree of lack of purpose in a free time and with a
great amount of money. In time shopping has become a kind of professional work.
It involves the comparing of price, style, and quality, but it also influenced by the
desire of spending some time for sociability and a wish for exposure to human
experiences and entertainment. “Shopping is an affluent society and a life pattern
in which people have leisure time on their hands” (Gruen, 1973, 69).

10



Shopping trips are usually classified in two headings: first trips related primarily
to the purchase of convenience goods and the other trips related to shopping
goods. Convenience goods include items such as groceries and drugs, where as
shopping goods include the merchandise such as clothing, home furnishing,
household electrical devices, and furniture. It must be recognized that in trying to
minimize the time and effort of the shopping activities, people sometimes
combine both types of shopping in one trip (Voorhees, et al., 1955,1).

2.3. Shopping As A Social Activity

Socialization is thought of as an interactional process that a person’s behavior is
modified to conform to expectations held by members of the group to which he
belongs. Secord and Backman (1964, 71) defines socialization as the learning
processes associated with interaction between persons All shopping provides
consumers with an opportunity for social interaction. Getting out of the house
even for “needs” shopping for many people provides a valued break in their day-

the socialization.

As stated before shopping is a primary human activity in which almost every
individual takes part, almost daily. And it is known that people must have some
relations with each other while shopping, therefore, the act of consuming is a
more complex one than that of simply buying and selling. From the point of view
of the shopper, shopping may be a chore, a social pleasure, a relaxation, or an
impulse (Beddington, 1991). Indeed, the people involved at either end of the
process may not even Ssee it as the provision and consumption of a service at all

but as an important social or professional role in their lives (Statt, 1997, 4).

Shopping, this very old and basic form of communication has directly affected
social living, and inevitably created its own public sphere since it came into being
(Uckan, 1999, 77- 87) For Baudrillard (1988 cited in Miles, S., 25), consumption

is a new and specific mode of socialization related to the rise of new productive

11



forces and the monopolistic restructuring of a high output economic system.
Besides he examines new forms of shopping as providing a context in which
people experience shopping as a social activity. The shopping center especially
creates a fantasy world in which desires and identities are created. Livingstone
and Lunt, (1992, 20- 21) add to what Baudrilard stated before that consumption
choice is not to be understood as the individual shopper satisfying a need but as a
mode of involvement with the organization of goods.

Shopping is a social activity that links the world of production and the world of
ownership and control. It is a highly public moment in the circulation of goods.
When people express their preferences at the point of sale, this is a moment of
public expression of consumption (Lunt and Livingstone, 1992, 86). That is why
consumption, as Bourdieu (1984, cited in Miles, S., 22) points out, actively
involves signs, symbols, ideas and values which are used as means of marking off

one social group from another.

As pointed out before consumption is interactive in a social sense. It provides an
arena, which distinguishes one social group from another, often through
inequalities associated with access to resources. Yet it is simultaneously
integrative in providing an arena within which consumers can feel that they
belong to something, whether that can be a particular fashion code or a
community of shoppers (Miles and Paddison, 1981, 815).

Shopping can be understood through a series of oppositions: from decision
making to pleasure, from utility to involvement and desire, from individual
resource to social environment. Shopping is not just about the provision of goods
and information for the consumer, involving marketing goods in terms of qualities
that satisfy particular needs. The shopper is seduced into an activity that involves
individual control and the construction of a cultural experience (Lunt and
Livingstone, 1992, 86). The rationality of the consumer emerges from perceiving
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consumption as a choice not just between different kinds of goods but between
kinds of relationship (Miller, et al., 1998, 23).

The act of shopping changes predominantly in terms of gender and sexuality. All
manner of researchers have noted that gender and sexuality are important aspects
of shopping. The involvement of men in shopping was boosted in the 1980s by
the development of what Mort (1996, cited in Miller, et al., 1998, 11- 13) calls “a
commercial language capable of speaking to young men” by the advertising,
marketing and retailing industries. As Deem (cited in Lunt and Livingstone, 1992,
98- 99) points out that the conception of shopping is problematic for women when

men assume that going shopping is time off.

Consumerism appears to have become part of the every minute of modem life.
Consumerism is ready in everywhere and every time and it is temporary. It is
arguably the religion of the late twentieth century. It apparently invades our
everyday lives and structures our everyday experience and yet it is continuously
altering its form and reasserting its influence in new forms. “Sociologists have
traditionally seen people’s relationship to production as being the fundamental
determinant of their life experience. In this context, the impact of consumption is
largely ignored. Whereas commentators have traditionally focused on
developments in the production process and how it is that production imparts
influence on social structures (Miles, 1998).” In this context, consumption has far
too long been perceived to be little more than a by- product of production.
Campbell (cited in Miles, 1998) defines consumption as “the selection, purchase,
use, maintenance, repair and disposal of any product or service”, and McCracken
(cited in Miles, 1998), who describes consumption as a thoroughly cultural
phenomenon, argues, “In Western developed societies culture is profoundly
connected to and dependent upon consumption. Without consumer goods,
modern, developed societies would lose key instruments for the reproduction,
representation, and manipulation of their culture....”. For Bowlby (1993, 95),
shopping is both the first and last sign of the expansion of the commercial sphere
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into everyday life: “all the world’s showroom, every man or woman as
advertisement for himself or herself, aiming to “impress” and please his or her

consumers”.

Falk and Campbell (1997) accept shopping as a more significant phenomenon
than academics and intellectuals have traditionally assumed. They accept
shopping more significant as an experience in the lives of the men and women
who undertake it, and more central as a phenomenon for an understanding of
modern and postmodern society. For Falk and Campbell (1997), shopping
occupies the semi- private arena of the personal and the trivial. Shopping is an
activity that involves making politically and morally consequential decisions
almost every day. Shopping is ambiguous in nature because it is essentially a
private experience that occurs in a public setting and an activity somewhere

between privacy and sociability

Consumption as cited in Steven Miles book of “Consumerism”, among the
classical social theorists; Marx discusses the process of “commodification”
whereby all aspects of social life become subject to the laws of the marketplace,
Veblen recognizes the social significance of consumption in its own right and
Simmel is another theorist who recognizes the increasing significance of
consumption to the construction of modern social life. Simmel sees money and
exchange as being central to the experience of modemity. For him consumption
provides the consumer with a sort of buffer zone between him or herself and the
everyday tensions characteristics of modernity that he foresaw the formative role
that consumerism plays in the construction of everyday life in the late twentieth

century (Miles, 1998, 20).
2.4. Change in shopping patterns (consumer behavior)

Definition of consumer behavior would be: “The mental, emotional and physical
activities that people engage in when selecting, purchasing, using, and disposing
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of products and services so as to satisfy needs and desires (Statt, 1997, 6).”
Throughout history, consumer-buying habits changed. As a desire for one stop
shopping came into vogue, shopping became virtual, the automobile came into
wider use for everyday living and refrigeration became a “must” for most homes
(Charvat, 1961, 8).

Bourdieu (cited in Miles, 1998, 22) did not see consumer’s consumption settings
as being the end product of social structures, but rather as an interaction between
the individual and the society. You are what you eat, where you live, what you
wear, where you go, what you listen, what you drink; the list of correspondences
is endless as the choices that confront us. “The continuing relevance of poverty,
unemployment and class as modes of stratification has been undermined by the

rise of market segmentation for classes of consumption” (Fine and Leopold, 1993,

3).

One of the variables affecting consumer behavior is the change in the location of
the population, particularly with the shift out of big cities (Davies, 1995). Besides
the change in locations of people there are also significant shifts in demography,
with more older people, more, but smaller, households, and lower birth rates
(Eurostat1992 cited in Davies, 1995, 17- 18).

A further change in consumer patterns is the emergence of new consumer
lifestyles and values based on the broadening horizons of consumers. These may
be associated with higher levels of personal mobility- higher rates of car
ownership, more foreign holidays etc.- (Davies, 1995, 19). As the mobility of the
people increase so does the opportunity for going anywhere on earth for shopping.
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Table 2.1. : The total number of cars and number of cars per thousand
numbers of people in Turkey till 1974
Reference  : DIE Study (Hiirriyet Newspaper, 3 July, 2000)

Year | Total number of cars Car/ 1000 people
1974 313,160 8

1980 742,252 17

1985 083,444 20

1990 1,649,879 29

1995 3,058,511 50

2000 4,498,653 68

2005 7,394,539 106

2010 12,154,572 164

The increase in credit card ownership is another important factor influencing the
consumer behavior. The invention of the credit card made it difficult to
distinguish people having a lot of money from those with little. Credit card

owners tend to use their credit cards to their limits.

Table2.2. : Credit card ownership in Turkey
Reference : Arasta, 1998, Vol.3, pp.27

Credit Card National International Total

Visa 643,601 2,506,858 3,150,459
Master Card 233,777 693,693 927,470
Others 27,997 36,203 64,200
Total 904,375 3,236,754 4,142,129

One of the most significant reasons for the change in shopping patterns is the
change in retail pattern. In most of developed countries the supermarket and
hypermarket firms have the largest share in gross retail sales hardly leaving a
place for corner shops to survive. The hypermarkets and supermarkets offer the
consumer under the same roof a large selection of goods that she/ he may look for
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ranging from grocery to cleaning products and even a possibility to have a quick
meal. So the consumers with limited time prefer to shop at one stop.

Table 2.3. : Retailers total sale area and number of shops
Reference : ARASTA, 1998, Vol.7, pp.36
Total Sale Area [Number of Shops |Average Sale Area

Hypermarkets 288,857 55 5,251
Supermarkets (+) 191,565 99 1,935
Supermarkets (-) 132,221 142 931
Markets (+) 255,880 474 540
Markets (-) 423 679| 2,534 167
Big Retailer 1,371,222 20,446 67
Smaller Retailer 2,290,750 134,750 17
Total 4,954,174 158,523 31

*Ref Information Resources Inc.

Today there are S5 hypermarkets and 3252 supermarkets in Turkey. Until 1995
the increase in the rate of the supermarkets was 85 percent while the number of
the hypermarkets increased from 27 to 55. The quick consumption products’
retailing market of Turkey is distributed among the grocery shops, middle-sized
markets and supermarkets as 56%, 16% and 28% respectively. (ARASTA, vol.7,

pp.38)

Table 2.4. : Retailers' projections for the year 2000
Reference : Ekonomist, 1999, Vol. 30, pp. 17
* : Personal Research 1999
City Retailer Firm Existing  Proposed for year 2000
ADANA
Yonca Gida 7 4
ANKARA*
Begendik 3 4
Bildirici
Binkoz 2
Canerler 17
Contour 3
Cagdag2000 7
Cankaya
Endi 5 35
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Table 2.4. : Continued
GIMA 13
GIPA 7 2
Hacibeyli
Hosta 3
Makromarket 9 11
Metro 1
Migros 2M 2
Migros 3M 4
Migros m 4
Nazar 20 7
OYPA 6
Ogiitler
Real 1
Soykan 7 2
$ok 19
Tempo 4 2
Yimpag 7
Begendik 15 4
Canerler 24 11
Endi 15 35
Nazar 18 7
Soykan 13 2
Tempo 3 2
BALIKESIR
Inan 11 39
BURSA
Ozdilek 4 2
IZMIR
Aksan 2 5
Besas 24 76
ISTANBUL
Akmer Cars1 1 1
Baymar 1 1
Cetinkaya 12 1
Dogan&Raks 25 25
Diinya Genglik Mrkz 8 5
Escortland 100 50
Gotzen 1 1
Huzur 6 1
Ismar 61 60
Kaynak 2 2
Kogtag 5 10
Marketim 70 80
Maxi 2 2
18
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Table 2.4. : Continued

Migros 248 75

Mr. Bricolage 1 5

Nokta 6 8

Real 2 4

Office 1 Superstore 15 10

OYPA 25 50
KONYA

Adesa 8 1

Afra 5 5

Groseri 6 2
KUTAHYA

Simpasg 7 1
MUGLA

CNS 1 ]
SAMSUN

Bahar 11 1
YOZGAT

Yimpas 41 40

Changes in the shopping and consumer behaviour, the increase in credit card
ownership, car ownership, shortening life- span of products, refrigerators with
deep freezes and the increase in the number of workingwomen favour modern
rétailing. Today people prefer to obtain their needs from one store at a time not
each one from different stores. The least cost in less time became the most
important factor that affected their preferences. The research by Kongar and
Berksoy in 1991 (cited in ITO, 1998, vol.4, pp.8), which was quested with the
consumers living in Istanbul shows that more than 10% of the consumers shop
with their families and prefer large-scale retailers. These factors have led to the
organization of wholesale and retail trade also affecting their spatial distribution.

Within the overall trend of growth in consumption there is a shift in consumption
towards specialized products and services, and also behavioral patterns are
becoming more fragmented (Groeppel and Bloch, 1990, cited in Davies, 1995,
18).
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Figure 2.1.  : Window shopping
Source : Arasta, 1998, vol. 8, 54

In many cities window-shopping (Fig. 2.1.) would appear to be a fading activity.
There are, for one thing, fewer windows to shop. But real thing still works. Where
there are display windows, people window- shop, and the stores that have them
enjoy a competitive edge greater than before. With an attractive window, even a
small, five meters wide store can draw up to three hundred shoppers an hour. How
many become buyers is harder to tell, but the number of lookers and buyers
correlate with the number of pedestrians. Window-shopping is highly selective.
Pedestrians slow down or stop sometimes even exchange comments with the

people they are with. Most window shoppers are women (Whyte, 1988, 33).
Studies on several stores in New York indicated that, on the average, half of the

persons entering a store made purchases. However, this ratio varied from nearly

“a third” to “two thirds”, depending upon the store (Voorhees et al., 1955,1).

20



Figure 2.2.  : Shopping and leisure together at the shopping center
Source - Arasta, 1999, vol. 13, 56

Virtual shopping is the shopping through computers in virtual space, one minute
from United States, and other second from Paris. The number of the internet users
in the world were 213 in 1981, whereas it reached 25 million in 1994 (Cumhuriyet

22 July 1999). The shopping in the internet accustom people not to go to shopping
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either in the city center or the shopping center. Above and beyond the virtual
shopping destructs the people relationships established through consumption

The types and level of workforce participation is also an important factor which
affects consumer demand and more particularly shopping behavior patterns.
Increased female participation in the formal workforce generates demands for
time- saving products, for individualized products and for forms of retail

provision that are suited to use outside working hours.

2.5. Conclusion

Throughout the world, shopping has always been and still is an important part of
the daily life of the family (Redstone, 1973, xvii- xix). Commerce as represented
by retail stores plays an important role as a meeting point between men and
products, and men and men. The shop whether it is a grocery shop or a
hypermarket offers the opportunity of a face- to- face encounter between our mass

production society and the individual (Gruen, 1973, 13- 18).

Miles (1998) describes consumption as an act, while accepting consumerism as a
way of life. For him consumerism is the cultural expression and manifestation of
the apparently ubiquitous act of consumption and not only significant at a social

and economic level but also in the context of cultural change.

Today shopping becomes indistinguishable from all those activities covered by
the term “recreation” or “leisure”, such as walking around the streets, taking in the
sights in general, and effectively using public space as if it were a hypermarket of
simulative or relaxing experiences. Both Baudrillard and Bauman see shopping as
a form of seduction by the commodity calculus; empty games for empty people.
They argue that it is no more clear “what (who) is the object of consumption, who
(what) is the consumer” (Bauman, 1993, cited in Daniel et al., 1998, 8).
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They argue that it is no more clear “what (who) is the object of consumption, who
(what) is the consumer” (Bauman, 1993, cited in Daniel et al., 1998, 8).

Shopping is also about the commercial sphere and commercial capitalism, but, in
contrast to the account of an all- consuming capitalism, it attends to the diversity
of forms of capitalism. The “new retail geography” finds a messier and more
disparate field of action which consists of a spectrum of retailing firms and
markets, operating through distinctive geographies of shopping malls, department
stores, supermarkets, discount ware houses, corner shops and so on. In turn, these
geographies offer different kinds of shopping experience and demand different
kinds of shopping knowledge. New forms, markets, geographies and behavior
patterns of shopping (see Fig. 2.3) are constantly being formed (Miller et al,
1998, 9).

First, we use shopping as a term to denote a network of activity that the actual
point of purchase of a commodity; “shopping for goods remains a social activity
built around social exchange as well as simple commodity exchange” (Shields,
1992, 102). After, we accept shopping as normally as everyday activity and also
as utterly unreflective, that, it intersects with all kinds of discourses those are as
much passed on by people through conservation. Then, we define shopping with
the social relations and the goods themselves. Finally, we get that “shopping is
about place and identity” (Miller et al., 1998, 14- 19).
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CHAPTER 3

COMMERCIAL PLACES AND COMMERCIAL COMPLEXES

3.1. Introduction

In this chapter the spatial organization of commerce will be discussed.
Commercial activities appear in two different spatial organizations: commercial
places and commercial complexes. In commercial places the only activity which
takes place is the commerce, whereas in commercial complexes there are various
activities other than commercial activity like restaurants, movie theatres, galleries,

children’s play areas and so on.

Kapans, hans (khan), kervansarays (caravanserai), bazaars, panayirs, bedestens
and ¢argis are the places of Turkish commerce. Agoras, forums, market places,
fairs, shops, covered arcades, department stores, mail order stores, neighborhood
shopping centers, community shopping centers, regional shopping centers, super
regional shopping centers, hypermarkets and product specialized mass

merchandisers are the places of European and American commerce.
3.2. Commercial Places
Commercial places are the places of commerce with any activity other than

retailing. That makes them only economic structures. There is only an integration

of men and men, and men and product in terms of money.
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3.2.1. Temporary Commercial Places
3.2.1.i. Bazaars

The temporary bazaars are the food retailing places since 15® Century (Dogru,
1995). In addition to food other special house wares are introduced by the small
merchandisers. They are set up on special day of the week mostly on the small
streets in the city lined on both sides with stands or big parking areas of public
buildings. When they locate on the streets, they make the streets pedestrianized

and they leave the area as a mass of garbage.

Figure 3.1 Persembe (Thursday) Bazaar in Istanbul
Source - Ozdes, 1998, 211



3.2.1.ii. Fairs

Fairs are the exhibition places of goods. The national fairs of the past have gained
in time international status. They do not show a strictly local character. They serve

as periodic meeting places for the professional merchants.

3.2.2. Permanent Commercial Places

3.2.2.i. Kapans

The Kapan was the building for wholesale trading of food or textile where
incoming products were weighed and/ or registered for tax and commercial
purposes. Unkapani, Pamukkapani are the famous kapans of Istanbul that were
built in Ottoman times (Dogru, 1995). They took their names from the products

that were sold in them.

3.2.2.ii. Shops

Shop was the result of the market booths. At the beginning they varied in size
from one room with shelves for storage and a workshop at the back; or with an
additional room mostly above, for the merchant to accommodate or to provide

security for the shop (Girourard, 1985, 23).

Today the mostly seen commercial places are the shops. But today’s shops are
different from the original ones. Modern shops vary to a large extent in terms of
their sizes. Although there are shops with a lot of rooms, and many floors selling
different products like cloths, shoes, cosmetics and even food, there also exist still

shops with the merchant’s accommodation within it.
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Figure 3.2.  : Shops
Source : Photographs taken by Banu Aksel

Shops sometimes take place on a small street, or on a large traffic route, or ina
big shopping center, or under an apartment block. Mainly one side of it faces the
street or the pavement and this side of the shop is window and used to display the
products. Widow shopping is a term which was introduced after the use of glass in
shops, refers to the act of watching the displayed goods without an intention of

buying.

3.2.2.iii. Department Stores

Department store is the “cathedral of modern commerce” as Zola (cited in Falk
and Campbell, 1997, 97) points out, and the palace for the middle classes for Falk
and Campbell (1997, 97). Different products and goods, which are mass-produced
household commodities and clothing, (Shields, 1992) for different income groups
are available in the department stores (Sayili, 1992). Paul Géhre (cited in Geist,
1983, 51) describes the department store as a collection of various businesses

under one roof and one management.
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Figure 3.3.  : Inside of Lafayette Department Store in Paris
Source : Arasta, 1998, vol. 4, 63

Department stores mostly locate in the central city or a big shopping center.
Because it does not have any other activity than retailing it should be supported
with heavily pedestrian routes. In Europe there has been a continuous growth in

the number and size of department stores till nineteenth century.

Figure 3.4.  : Floor plan of Selfridges Department Store in London
Source - Brochure of Selfridges
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3.2.2.iv. Mail- Order Stores

The mail- order store considers the customer like a file card. They are the final
stages of the capitalist development of retail trade, a development that ends in

about the middle of the nineteenth century (Geist, 1983, 40).
3.2.2.v. Supermarkets
Supermarket is the first self-service retailing unit trading with a limited range of

non- food items occupies not more than fifteen percentage of the sales area for

storage and service facilities. The average sales area varies between 1000m*-

2500m” with at least 10- 12m? parking space for each customer car (Roberts, 1991
cited in Siimer, 1993, 30).

Figure 3.5.  : Inside views from supermarkets
Source . Arasta, 1998, vol. 7, 40
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The department store of the nineteenth century is the supermarket in the twentieth
century. The supermarket, is rough and basic for Zimmerman (cited in Falk and
Campbell, 1997, 97), and no more than a “warehouse”, just a station between the
factory and the home for Falk and Campbell (1997, 97). The interior spaces of the
supermarkets have many features competing for attention, special promotions or
displays, an avenue of specialist stores, a service counter, an excess of

information, shopping carts, kiosks and so on.

3.2.2.vi. Discount Stores

Discount store provides the customers cheap products and generally located in

cheap and easily accessible peripheral areas (Dunne et al., 166).

3.2.2.vii. Hypermarkets

Hypermarket is another self- service store, operated by a single retailer with a
wide variety of food and non- food items with minimum capital, running costs and
consequent competitive pricing. Besides a wide range of consumer and durable
merchandise available in hypermarkets, small shopping units within the shopping
frontage and also restaurants within the main building or in other buildings

adjacent to the car park are situated (Corporation of Glasgow, 1971).

Figure 3.7.  : Inside views from hypermarket
Source - Arasta, 1999, vol. 12, 58
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The word, hypermarket, coming from the French language hypermarche implies
the developed idea of supermarket and extends the techniques of self- service as
direct as from the merchandiser to the customer. Hypermarkets are mostly located
outside the city on green fields (Corporation of Glasgow, 1971) where land is
cheap and available. The definition of hypermarket is given in the book of
Corporation of Glasgow (1971) as a single- level simple structure with windows
along the frontage only having 50,000t gross sales areas on ground floor, where
storage and sales area both are arranged in the same place, and seventy percent of
the products are food whereas the least non- food products, and has a minimum of

1,000 cars parking.
3.2.2.viii. Product Specialized Mass Merchandisers
The product specialized mass merchandise have a sharply defined role, but instead

of size of coverage they have a depth of stock, covering an almost encyclopedic

variety in their chosen slot.
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Figure 3.7.  : Inside view from a product specialized mass merchandiser
“Office Superstore”
Source : Arasta, 1999, vol. 10, 63
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3.3. Commercial Complexes

Commercial complexes existed in all stages of commerce throughout history.
They are the structures encompassing various activities beyond commerce. They
were sometimes a palace, sometimes a mosque, sometimes an exhibition hall,
sometimes a movie theatre but always a socialization and integration place for

people.
3.3.1. Commercial Complexes Under One Roof
3.3.1.i. Agoras

“Agora” is a Greek word that was originally used to refer to an assembly of
people till 7" century. It had come to mean “market place” and became the center
of economic, political, social, and religious activity in the Greek city (Kelly, 1980,
338). Morris (1974) and Ugkan (1999) point out that agora was a public place
where people of the Greek city got together and it was the prototype of the urban
public sphere. In this point of view agora might be physically small but hosting a
variety of social activities with different contexts it gave life to city (Ugkan, 1999,

78) and it was the daily scene of the social life, business and politics of the city.

Agora was located between the main gate and the entrance to the acropolis
(Mortis, 1974) at the crossroads that connected the city to the rest of the world
(Ugkan, 1999, 78) until the city settled near sea because if it was a harbor city,
agora was placed near the port (Ozdemir, 1991,7). Agora was a sacred place
settled as near to the center of the city as possible (Morris, 1974) where the
temples, monuments, altars and the palace of the kings were located (Zucker,
1966, 31).
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Figure 3.8.  : Agora of Athens
Source : Moris, 1974, 25, 29

The agoras varied in terms of form, order and content. Most of them had a width
between 4.5 and 5.5 meters, and had a main street of 11 meters to about 18 meters
broad (Wycherley, 1986, 42). After the 5% Century B. C., they had a strict and
regular form that was a single structure placed to create an enclosed space
(Ozdemir, 1991).

3.3.1.ii. Forums

“Forum” was the continuation of the Greek tradition of “Agora” by Romans.
While the agora was affected by the sense of finity in designing, the forum of
Romans did not consider the human scale and tried to be inspiring and
overwhelming (Spreiregen, cited in Ozdemir, 1991, 29). It was the place where
human activities integrate while bartering trade. Forum had a multi- purpose
function, combining market and civic activities with political business (Morris,
1974). In time, the combination of functions was gradually changed and the forum
became more and more public domain (Zucker, 1966) that Fletcher (1961)

describes forum as a center of civic life.
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Figure 3.9.  : Forum Romanum
Source : Morris, 1974, 49

Roebuck (1974, 33) states that the forums were located mostly at a route center,
on a defensible site, in an area fertile enough to produce the agricultural surplus.
Forum had a gridiron layout of five small streets in one direction and seven large
streets crossing at an angle of 90° (Zucker, 1966, 46) where traffic was banned
(Gruen, 1960). The forum had a regular shape of parallelogram as Morris (1974)
stated and had a basilica with shops, a public treasury, a curia, and a prison
(http://www.infoplease .com/ce5/CE019096.html).

3.3.1.iii. Panayirs

In medieval times, the traveling panayir was an important feature of the economic
and social life (Ozdemir, 1991, 40) because it was the place where the local
people had a chance to integrate with the other city dwellers and it was the place
where the inhabitants of the city could sell their surplus or the local products to
the other parts of the world. Panayirs were mostly situated on the great routes of
travel from north to south (Ozdemir, 1991, 40).
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