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ABSTRACT 
 
 
There has been a continual emergence of shopping centres in the 21st century. In recent 
years the prevailing shopping centres have been designed as an indispensable part of 
city centres having all the urban elements and qualities of traditional streets in 
combination with convenience, commercial efficiency, and high functioning design. The 
evolving shopping malls are challenged to add diversity to the range of shopping facilities 
and add on to the new experience keeping up with the ever-changing trends in society. 
 
This study aims to investigate if shopping malls are over-managed consumer spaces 
embedded in privatisation and commercialisation, thus creating a hindrance for true public 
spaces to emerge, or do they have a possibility of becoming a real public realm with true 
public spaces. Two case studies of shopping centres provided valuable insights on how 
stakeholders pursued planned public spaces in shopping centres and how the public 
perceives them. 
 
The placemaking model, highlighting the fundamental rights in a public space by covering 
the tangible and intangible aspects, has been central to this research. The results indicate 
that the malls should integrate more into the cities. They should focus on incorporating 
adaptive flexibility with the diversity of usage inclusive of changing demographics and 
increased urbanisation, which means a greater need for public spaces for mingling and 
congregation. 
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SAMMANFATTNING 
 
 
Det har skett en ständig uppkomst av köpcentra under 2000-talet. Under de senaste åren 
har de rådande köpcentrumen utformats som en oumbärlig del av stadskärnan med alla 
urbana inslag och kvaliteter av traditionella gator i kombination med bekvämlighet, 
kommersiell effektivitet och hög fungerande design. De utvecklande köpcentrana 
utmanas att lägga till mångfald i utbudet av shoppingfaciliteter och lägga till den nya 
upplevelsen som följer de ständigt föränderliga trenderna i samhället. 
 
Denna studie syftar till att undersöka om köpcentra är överhanterade 
konsumentutrymmen inbäddade i privatisering och kommersialisering, och därmed skapa 
ett hinder för att verkliga offentliga utrymmen dyker upp eller har de en möjlighet att bli en 
riktig allmänhet med verkliga offentliga utrymmen. Två fallstudier av köpcentrum gav 
värdefull insikt om hur intressenter förföljde planerade allmänna utrymmen i köpcentra 
och hur allmänheten uppfattar dem. 
 
Platsframställningsmodellen, som belyser de grundläggande rättigheterna i ett offentligt 
rum genom att täcka de konkreta och immateriella aspekterna, har varit centralt i denna 
forskning. Resultaten indikerar att köpcentra bör integreras mer i städerna. De bör 
fokusera på att integrera anpassningsbar flexibilitet med mångfalden av användning 
inklusive förändrad demografi och ökad urbanisering, vilket innebär ett större behov av 
offentliga utrymmen för mingling och församling. 
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1. Introduction 
 
1.1 Background   
 
Main Streets have been the primary source of retail in cities in many parts of the world. 
They have been the focal points for shopping and socialisation. In this rapidly urbanising 
world, it is the presence of urban public spaces that have been playing a vital role in 
manifesting the social structure and relationships in cities (Bodnar, 2015). 
 
The recent trends of urban privatisation challenge the identification of public spaces. 
Restricted accessibility is used to control private places. Public spaces belong to 
everyone, and anyone can passively observe or actively use them. The existence of 
public spaces helps promote healthy interaction between people and creates a sense of 
belonging, which is important for an inclusive urban society. Nevertheless, public spaces 
are no longer merely publicly controlled as social activities progressively take place within 
privately owned properties; streets, squares, and malls. There are also semi-public 
spaces such as shopping malls that have rules and regulations that impose certain 
restrictions but are open to the wider public. 
 
The commercialisation of cities has been a burning issue, and public spaces have been 
traded to keep up with the competition. Many public spaces have been privatised to 
worship consumerism. There has been a revolution of great commercial milieus taking 
over the common places and becoming emblems of their cities (Urban news). Shopping 
centres have evolved overtime by enclosing shopping malls and separating urbanity and 
shopping activity from each other. These enclosed and controlled consumption spaces 
simulate a city image inside the walls where people come for shopping, eating, 
entertainment, and other services (Kocaili, 2010). 
 
The rising trend now is the integration of the shopping mall with the surrounding urban 
fabric. There is a regeneration of existing shopping malls to compete with emerging 
shopping places. It is crucial for shopping centres to evaluate the presence of public 
spaces and the public realm. Can the inescapable Main Street phenomena make these 
indoor shopping malls become a real public realm? The placemaking model, used as a 
framework for this research, highlights the fundamental rights in a public space. 
 
1.2 Research problem 
 
Public spaces, being a vital part of Main Streets, have helped cities come alive. Many 
indoor shopping centres have now integrated these public spaces. This study aims to 
explore if the public spaces within shopping centres can thrive on their own or if they need 
the full social and urban fabric the city provides. The concept of public spaces and the 
public realm and the characterisation of Main Streets and Shopping Centres are central 
to this research.   
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The public realm is inclusive of the public space and the adjoining facades of the buildings 
(Karssenberg et al., 2016, p.15). Since the public realm takes into consideration more 
than just the streets and squares, it is more appropriate to use in this research. 
 
1.3 Objective and aims 
 
The objective of this research is to investigate: ‘the revival of Main Streets in shopping 
centres’ by exploring the characteristics of public spaces in Main Streets and analysing if 
those characteristics can be replicated or revived in the simulated environment of 
shopping centres. A comprehensive literature study will provide theoretical insight into the 
characteristics of Main Streets and Shopping Centres. 
 
By using shopping malls as a research object, this study aims to expand the existing 
academic research in two ways. The research will add mindfulness to the existing public 
spaces within shopping centres by applying these concepts to the two selected cases of 
shopping malls. The empirical outcomes will then be compared with the theoretical base 
for the analysis of the research. The Placegame-method and Power of 10+, created by 
PPS, will be significant. The Project for Public Spaces already provides neighbourhood 
scaled placemaking assistance to communities seeking preservation, restoration, and 
revival of commercial areas (PPS, 2002). 
 
1.4 Research questions 
 
The research begins with the academic literature on Main Streets and Shopping Centres. 
The central concept connecting these are the provision of public spaces and public realm. 
It is important to grasp the theoretical knowledge of public spaces, Main Streets and 
Shopping Centres before studying the on-ground empirical situation of the two cases. 
  
The main question of research; ‘The revival of Main Streets in shopping centres: 
simulacrum or the real deal?’ is divided into the following four sub-questions: 
 

1. What are the key dynamics, composition, and diversity of the urban fabric that 
make up a successful Main Street?    

2. What are the main reasons for the decline of Main Streets in cities?   
3. Are shopping malls over-managed consumer spaces embedded in privatisation 

and commercialisation, thus creating a hindrance for true public spaces to 
emerge? 

4. Can the Shopping Centres be perceived as a mature replication of Main Streets 
with all the elements that constitute real public spaces? 
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1.5 Disposition 
 
The sections of this research study have a distinct arrangement. First, the methodology 
section will explain which methods were chosen to conduct the research and how they 
were executed. It is also of importance to explain the Placegame and Power of 10+ 
developed by PPS, which is the main tool for conducting this research. Second, the 
theoretical framework will expand on the concepts that have been central to this research 
and will aim to answer the theoretical sub-questions of research. The third section to 
follow will include the history and the background of the selected cases along with the 
search results and analysis from each case. This section will also aim to answer empirical 
questions in the cross-analysis of the results. The final section will have a conclusion 
which will attempt to answer the main research question. This closing section will bridge 
the theoretical background and empirical findings and conclude with suggestions for 
future research.   
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



9 
 

2. Methodology 
 
This chapter has three sections. Firstly, Section 2.1 encompasses the research 
framework that was used together with combined strategies to embrace diverse 
perspectives for this research project. Section 2.2 gives the introduction and background 
of the two cases selected for this research. Section 2.3 covers the different strategies 
applied for the collection of required data. Section 2.4 addresses the validity and 
limitations set for this research. The final part of this chapter, Section 2.5, concludes with 
the methodological reflection. 
 
2.1 Research method: Case study 
 
This research is designed to explore and analyse the cases using ‘case study and 
combined methodologies’ (Groat, 2002: pp.341-373). A case study is an ambition to 
‘derive a(n) (up-)close or otherwise in-depth understanding of a single or small number of 
‘cases’, set in their real-world contexts’ (Bromely, 1986). Creswell (2013) states that the 
case study method ‘explores a real-life, contemporary bounded system (a case) or 
multiple bounded systems (cases) over time, through detailed, in-depth data collection 
involving multiple sources of information… moreover reports a case description and case 
themes’ (p. 97). 
 
Yin (1994) has also stressed on the methods and techniques that constitute a case study. 
Since the research consists of two cases, it can be described as a case design with 
multiple units of analysis, in a common context. The relation between the case and 
context is of importance since the design of public spaces considers a wider spatial 
context of urban planning. Flyvbjerg (2006) has also stressed that knowledge is always 
context-dependent, and it contributes to the understanding of wider discussions. 
According to Johansson (2003) and Gillham (2013), a case, specific to time and space, 
is the object of study that should be; a complex functioning unit, contemporary, and 
investigated with a multitude of methods in its natural context. Hence, the case study 
methodology captures the complexity of a single case by combining different research 
methods to triangulate; illuminating the case from different perspectives. 
 
Since a case study research design does not have a fixed set of methodological tools, 
this research uses a combination of qualitative and quantitative methods. These methods 
will allow for choosing a combination of techniques that will work best in answering the 
research questions of this project. The insights from both methods can be put together 
for producing results of enhanced quality as the research approaches the subject from 
different angles and dimensions (Yin, 2014). In order to achieve better quality results, it 
was essential to triangulate by combining different methodologies, which helps build and 
explore the complexity of the public spaces and the public realm and their functioning in 
Main Streets and Shopping Centres. According to Johnson and Onwuegbuzie (2004), the 
expansive and creative mixed-methods form of research will enable the combining of 
techniques, approaches, concepts or language into a single study allowing for the use of 
a philosophy that attempts to ‘fit together the insights provided by qualitative and 
quantitative research into a workable solution’ (pp.16). 
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The Double Diamond provides a visual map of the design process (Nessler, 2016). There 
are two main stages to the structure of the model; the first one where it is important to ‘do 
the right thing’ meaning identification of the right problem and the second stage where it 
is important to ‘do things right’ meaning the selection of the right way of solving the 
problem. The structured design approach of the model tackles research challenges in 
four distinct phases: 

• Discover/Research - insight into the problem (diverging) 
• Define/ Synthesis - the area to focus upon (converging) 
• Develop/Ideation - potential solutions (diverging) 
• Deliver/Implementation - solutions that work (converging) 

 

 
Figure 2.1. The double diamond: practical design method (ibid.) 

The first quarter covers the start of the project. The research was done to gather insight 
into the idea. Keeping a wide perspective, the ideas and gathered information was 
converged into formulating research questions. The second quarter allowed for the 
structuring of the information and identified possibilities. The research questions were 
confined to the ones that mattered the most. The third quarter represents the period where 
the development of a solution or a new concept takes place. Working through different 
scenarios and trial-and-error helped in refining the ideas. The final quarter is the delivery 
stage, which deals with the production and launching of the results. From phase A to 
phase B; the first diamond allows for opening to all possibilities of theories that are 
applicable and useful in this research while converging down to using the right 
information. The second diamond allows for building onto the validity of the concept 
through evaluation and testing of ideas while condensing the findings. 
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Groat (2002) talks about five primary characteristics of case studies: 
1. A focus on single or multiple cases studied in their real-life context; 
2. The capacity to explain essential underlying links; 
3. The importance of developing a theory; 
4. Using multiple sources of evidence; 
5. Generalising to theory (p.346) 

 
Based on these characteristics, a study of the cases was carried out, focusing on their 
individual realities and contextual relationship to their surroundings. They were studied 
through multiple sources to explore stakeholder engagement and contemporary urban 
design theories. 
 
2.1.1 Comparative analysis 
Two selected cases will be studied for this research so the evidence can be collected, 
analysed, and synthesised within and across these cases. The process of production of 
public spaces is compared between both cases to gather an understanding of the 
intention-outcome gap. The cross-case analysis is also expected to reveal logic with 
some pattern-matching between the two cases and the explanation through observed 
processes as Goodrick (2014) states that ‘comparative case studies involve the analysis 
and synthesis of the similarities, differences, and patterns across two or more cases that 
share a common focus of the goal.' The analysis also helps with identifying conflicting 
outcomes, as Campbell (2003) clarifies that it allows the researcher to incorporate 
complexity and communicate credible results.   
 

 
Figure 2.2. Multiple-case study approach by Yin (2004) edited by the author 

 
 
2.2 Case selection 
 
The cases are selected based on their inherent characteristics concerning the study topic. 
The research takes a European perspective; hence, the cases used are from Sweden 
and England. These two cases share some basic characteristics making them 
recognisable as shopping centres. However, their analysis was across varied dimensions 
pertaining to different regions, developers/operators, dimensions, and design concepts. 
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The local case, Täby shopping centre in Stockholm, Sweden covers an area of 84,000 
square meters and has 12.7 million visits footfall (Unibail-Rodamco-Westfield, 2018). 
Unibail-Rodamco-Westfield, Europe’s largest international owner of shopping malls, 
owns Täby Centre. It acquired Täby centre in 1997 and with its latest refurbishment in 
2015, the shopping centre now has 267 shops with 2670 parking spaces. With URW’s 
‘Better Places 2030’ agenda, their ambition is to create better places that respect top-
level environmental standards and contribute to better cities (ibid.). 
 
The international case, intu Trafford Centre in Manchester, UK, covers an area of 207,000 
square meters and has 30 million visits footfall (intu properties, 2019). Intu, operating 
Trafford Centre, leases space for retail, commercialisation activities, and leisure 
destinations to help retailers and brands flourish. Intu properties acquired Trafford centre 
in 2011 with 280 stores and services and having 12500 parking spaces. Intu’s focus is on 
building long-term businesses that deliver value for both their shareholders and 
stakeholders (ibid.). 
 
Both countries have been at the frontline of retail development and investigating the rise 
of consumer society and its impact on public spaces is of great relevance here and needs 
in-depth study. The two selected projects are successful shopping destinations, 
highlighting them as best practices in sustainable development in their respective 
countries. The study of the history and background of these cases along with the current 
management and status of these shopping centres will help with putting together the 
knowledge of the complexities involved in the urban design process and planning of retail 
centres.   

 

 
 

Figure 2.3. The location and difference in physical spaces of both cases (images via 
zoom.earth) 
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Analysis of the two selected cases takes place in the following order. First, the history 
and characteristics of each case is explored. The planning and design of public spaces 
as pursued by the involved stakeholders and actors is investigated. Second, the 
evaluation of the perceived public spaces by everyday users is done. The mismatching 
situations are highlighted and opportunities for improvement are pinpointed. Finally, the 
cases are analysed and both the processes are compared discussing the implications of 
the shift in design conceptions and actions. 
 
Both the cases will be examined and compared for their strengths and weaknesses based 
on the collected evidence. The comparative analysis of the two cases will reveal the 
similarities and differences across socio-cultural planning practices while addressing the 
messy complexities involved in the real-world urban planning of public spaces. 

 
2.3 Data collection 
 
Public space is the ‘unit of analysis’ (Yin, 1994) in this research, so it was important to 
build an understanding around their design and perception by the stakeholders and users, 
respectively. 
 
2.3.1 Literature review/Document analysis 
The initial step before proceeding to collect data on-site was to go through any available 
documents online. It was a preliminary and important insight into the records of the 
experts and the stakeholders’ perspective. The comprehensive planning documents were 
studied along with the newspaper articles that were published either during the pre-
planning, construction, and after the completion phase of the projects. It is important to 
accentuate that there was no specific mention of public spaces as a subject in the 
documents. 
 
The document analysis revealed the political clash encountered during the approval of 
the project as well as the financial struggle encountered for the completion of the projects. 
The historical background of the cases was presented and explained the cultural and 
social settings of both project sites in detail. Both shopping centres have undergone 
refurbishments and reconstructions and reviewing the documents gave an understanding 
of the strategies of urban development happening at that time. 
 
2.3.2 Interviews: Stakeholders and actors 
Interviews were planned towards the end of the document analysis. The initial plan was 
to gather and incorporate the views of different stakeholders such as the planners and 
architects, the management, and the public. The questionnaire contained a combination 
of open-ended and closed questions. They were structured and yet were flexible enough 
to adapt to the investigation. It was also of importance to hold onto the relevance of the 
research theme and regard the interpersonal relationship as Steinar (1996) stresses that 
‘a good interview question should contribute thematically to knowledge production and 
dynamically to promoting a good interview interaction’. The stakeholders involved in the 
planning and existing management of the shopping centres were selected as they play 
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an indispensable role in the project as well as an understanding of the main subject of 
the research; ‘public spaces’ in the shopping centres. It was crucial to know the 
perspective of experts and existing management. 
 
All interviewees were contacted individually by email or phone. The background of the 
project and a list of questionnaires (appendix) were sent to the interviewees as a 
preparation for the expected discussion. Six interviewees responded, whereas only three 
showed up for the actual interview. The interview conducted with each interviewee lasted 
20-30 minutes. 
 

Time of interview Correspondence Sector/ Organization Case Study 

4 April at 1:00 pm One-on-one Centre Management Team Trafford Centre 

12 April at 11:20 am Email Regional Managing director Trafford Centre 

29 April at 2:00 pm Skype Project Manager Täby centre 
Table 01: Information on the interviews 

 
 
 
2.3.3 Observations 
Observation is the key, and on its own, it can capture much of the reality of social 
behaviour and the built environment. The initial observation was the zoning of the plans 
and to study the public realm; the built and the physical environment. The site map was 
used to do the spatial analysis of the mall, and noted the following: 

o Physical attributes: How are the places and spaces designed? 
o Human traffic: Where do people spend their time? 
o The people: What do they do? How do they enjoy spending their time in the mall? 
o The types of interactions: What are the activities and interactions that take place? 

(Karimnia, 2018) 
 
Photographs were taken to capture the ambience of the urban and public spaces within 
and outside the shopping centres. It was also important to carry out these observations 
over a prolonged period to know more about the social life and activities that take place. 
Some of the variables that were kept in mind to have considerable influence on people’s 
movements were different times (rush hours), days (weekday and weekend) and different 
weather conditions (rainy and sunny). 
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Case Date and Time Conditions 

 
Täby Centre 

15 March, 2019 : 12am- 3pm 
19 March, 2019 :  9am- 3pm 
08 May, 2019 :  10am- 4pm 

4 degrees and rainy 
1 degree and sunny 
8 degrees and sunny 

 
Trafford Centre 

02 April, 2019 :  4am- 10pm 
03 April, 2019 : 12pm- 5pm 
07 April, 2019 : 11am- 8pm 

6 degrees and cloudy 
3 degrees and rainy 

8 degrees and cloudy 

Table 02: Selected times and conditions for observations 
 
 
2.3.4 Power of 10+: Spatial analysis 
The users of the space were observed in the public spaces within and outside the 
shopping malls. The observations were based on the spirit of ‘Power of 10+’ (PPS, 2009), 
the concept of placemaking which gives prominence to the range of ten reasons needed 
for any place to be successful. This framework allows for the recognition of quality places 
by the residents and stakeholders. This tool for evaluation generates constructive 
conversations around the success or failure of places at the human scale- ‘the place 
scale’. The principles behind the framework are inclusive of; 
 
1. The right vendors: The place should appear attractive and provide good quality service 
that is easily accessible and makes people happy. The merchandising, while being 
informative and distinctive, should also be innovative and competitive as people seek 
unique experiences. The locality of the place is of great importance because the 
customers should feel connected when they see or run into other community members. 
  
2. The right location: The place should be visible and easily accessible where the space 
provided allows consumers to navigate and orient themselves easily. The scale of the 
place also determines the ease of the flow. Availability of nearby amenities, management 
of parking spaces and the scale of both these have an impact on making it a memorable 
location. The inclusiveness and confluence of the place also make it sociable. 
 
3. The right mix: There should be a balance of innovative, owner-operated, local and 
international brands. The competition between vendors brings innovation, builds quality 
and adds variety as people love having a choice and the perceived power of selection. It 
should also serve multiple tastes and incomes and for this very reason, the prices should 
be kept at a reasonable level. 
 
4. The right mission: The place should promote local culture and economy. The intention 
of their business model should be to nurture vendors by adding diversity and creating 
new opportunities for entrepreneurs. It should be self-sustaining, promote socialisation 
and support the community’s health leading to overall satisfaction and happiness of the 
people. 
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5. The right public space: Since the place is designed for the people it should be 
welcoming so that everyone feels at ease. The activities offered should be attractive 
having formal and informal qualities. Flexibility is also a must for the place to sustain a 
variety of uses. The presence of art creates a connection to the place, and good seating 
provides comfort and chances for socialisation. The upkeep of the place is the key to 
ongoing public enjoyment and continued visits. 
 
6. The right connections: The place should reflect community identity while being 
accessible to organisations and neighbourhood links. Apart from the local revitalisation, 
there should be a cross-cultural retail opportunity to provide the feeling of giving back to 
the community. The place should also be well connected via transit routes, by car, foot, 
or bike, and by greenways. 
 
7. The right economics: It is important to see if the place has a sustainable foundation 
that is transparent and non-exploitative. Does the place boost job creation and encourage 
investment or business opportunities with fair rents? Fundraising for a cause is also an 
important aspect to support community health. 
 
8. The right promotion: The place should be observed for the event and demos. Public 
relations are enhanced through community connections and educational opportunities, 
making it a forum for interaction while building local value. Promotional activities, 
sponsorships, and fundraisers all impact the market image of the place and help to 
improve the community identity of the place. 
 
9. The right value: The place should offer quality products and experiences while boosting 
the local economy by creating job opportunities. There should be shared experiences of 
building community and affirmation of a sense of place. The sense of community 
ownership and psychological well-being should be enhanced. 
 
10. The right management: The place should capitalise on niche opportunities while being 
flexible, fair, firm, open-minded, and forward-looking. Maintaining good relations by being 
in front of the house and hosting both vendors and customers is equally important as 
being effective behind the scenes and getting the work done. 
 
 
The observation of the two Shopping Centres were based on the human scale- the place 
scale to identify the placemaking efforts based on the qualities of Power of 10+, as 
mentioned above of the place. 
 
 
 
 
 
 



17 
 

2.3.5 Place game: Surveys 
Besides the observations and interviews, surveys were also conducted to attain an 
understanding of how the public, the actual users of the space, perceived public spaces 
provided in the shopping centres and its immediate surroundings. The placegame, 
developed by The Project of Public Spaces (PPS, 2002), is a major tool for data collection. 

 
Figure 2.4. The Place diagram to help communities evaluate places. The inner ring 

represents the key attributes of a place, the middle ring represents its intangible 
qualities, and the outer ring represents its measurable data (PPS, 2009). 

 
Placegame aims to connect with the people, the users of public space, and work with 
them to recognise and implement the improvements suggested by them. The placegame 
consists of factors that are crucial for making a great place where the central themes of 
analysis are: Comfort & Image, Access & Linkages, Uses & Activities, Sociability. These 
themes are discussed further in Chapter 3. 
 
The placegame consists of self-completed questionnaires and closed-ended questions 
with ratings. Organisations like PPS, the European Placemaking Network, and STIPO 
among others, have used this method and it has involved a focus group of 30 participants, 
resulting in a large amount of data yielded in a short period. In this research, the 
placegame form was treated as a survey due to certain restrictions. The management 
denied special permission on the grounds of providing customers with the hassle-free 
shopping experience. Instead of focus groups, the sample size to be surveyed was 
chosen to be 30 so that the data can be effectively collected and analysed considering 
the resources and time constraints. The surveys conducted were on-site and online, for 
each case, and all participants received a briefing on the research purpose with 
guaranteed anonymity. It was a random selection of participants to ensure reflection of a 
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diversity of opinions without any bias. The placegame contributed to the diversity of data 
collection as the participants shared their perspectives on how they would rate the place 
and voiced their opinion in the discussion section. 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 

Figure 2.5. The identified stakeholders and triangulation of methods in studying the 
intentions and outcomes of the case studies (source: the author). 

 
 
2.4 Validity and limitations 
 
Due to the selected objectives and aim presented in the previous chapter, the study will 
not capture all possible dimensions of the public spaces surrounding shopping centres. 
The surrounding dimensions are important to understand the spatial and social 
constitution of the shopping centre. However, the focus of this research is on the planning 
and provision of public spaces represented and created within the shopping centres. 
 
The study is limited to two cases within Europe, one local and one international. The work 
analyses only the European context and that is why the results and conclusions might not 
be directly transferable to other contexts. A higher number of cases would have given this 
research a more solid analytical ground. 
 
The research was conducted in the spring season, and a struggle was made to include a 
variety of times such as weekdays and weekends and varying weather conditions for 
observations. Limited time for the project was also taken into consideration. Findings are 
based on a small sample of 30 surveys, which limits the ability to draw definite conclusions 
from received responses. The research interviews and questionnaires took place with 
informed consent to the interviewees and participants. The quality of research is based 
on the integrity of confidential responses received. 
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2.5 Methodological reflection 
 
Criticism of the case study research points to its lack of generalisable conclusions, biased 
case selection, subjective conclusions, and non-replicability, but Yin (2004), Stake (2005), 
Creswell (2014) have argued these disputes and suggested using a pattern-matching 
technique in the cross-case analysis. 
 
Case study research design allowed for a detailed analysis focusing on unique 
characteristics of selected cases. It was an ideal methodology for an in-depth 
investigation. The advantage of the case study strategy is that if there are limitations in 
one method, then they can be counterbalanced by the strength from an alternative 
technique of data collection.  A variety of methods were available for data collection, and 
it was important not to breach ethical considerations. All respondents, ensured of their 
anonymity and confidentiality, were to fill out the same survey to minimise the chances of 
response bias. 
 
The concept of Main Street has been contextualized to fit the selected cases within 
Europe so the generalisation of findings with only two case studies is not possible since 
the research cannot be repeated under the same circumstances to reveal the same 
results. However, an effort was made to keep the analysis of study results generalisable 
for similar cases that might be selected across Europe. The findings can be relevant to 
shopping centers within Sweden or UK as they do follow similar planning practices within 
the region and are exposed to consistent crisis of e-commerce and challenges of 
revitalisation in the future. 
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3. Theoretic approach 
 
Central to this research is the characterisation of Main Street and shopping centres, and 
the concept of public spaces and public realm in shopping centres. In this chapter, these 
theories will be explored and used as a base for forming the background of research. This 
section will also explore the idealised Main Street principles and the degree to which the 
malls hold onto them. 
 
The theoretical framework will be used to answer two research questions: 
1. What are the key dynamics, composition, and diversity of the urban fabric that make 
up a successful Main Street? 
2. What are the main reasons for the decline of Main Streets in cities? 
 
 
3.1 Characteristics of Main Street 
 
Main Street is ‘the main road in the middle of a town where there are stores and other 
businesses’, and the prominence of such streets in towns goes as far back as the 17th 
century (Cambridge Dictionary, 2019). Main Street is a generic phrase, primarily used in 
American context, to identify a prime retail street in many parts of the world. In England, 
the term High Street and in Swedish context, the term Storgatan are designated to the 
heart of traditional downtowns used with relevance to retail and socialising. Regardless 
of the terminology used, the idealized Main Streets serve as democratic spaces where 
people accumulate for entertainment and opportunities for social mixing and shopping. 
Even in this digital age, these streets and squares serve as meeting places that guarantee 
human interaction and are a vital feature of democratic societies. 
 
At the beginning of history, the Main Streets/High Streets were the hub of retail as well 
as socialising as they provided opportunities for associations and exchange. ‘Great 
Streets’ by Jacobs (1995) explores the qualities of great streets from around the world 
and divides them into eight categories; 

1. Places for people to walk with some leisure 
2. Physical comfort 
3. Definition 
4. Qualities that engage the eye 
5. Transparency 
6. Complementary 
7. Maintenance 
8. Quality of design and construction. 

 
Benfield (2016) contemplates that traditional Main Streets represent a model for 
promoting sustainable communities and are worth preserving. He claims that the model 
meets basic aspirations of smart growth, making the Main Streets location central, 
walkable, compact and by providing a diversity of shops and services integrated.  
Architects and planners now use the term ‘Main Street’ to represent a walkable 
commercial strip modelled after the traditional main streets of towns in the past. Benfield 
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(2016) states that ‘The Main Streets that are relatively healthy today evoke the past, not 
the present’ and he brings forth some of the key elements of Main Streets that are still 
thriving to this day. 
 
A Superior Pedestrian Experience 
The Main Streets are for walking, lingering and browsing. These streets should be short 
block lengths that are well-highlighted, convenient and entertaining with all its design 
features. 
 
Density, but at A Human Scale 
The street should be walkable with a significant density that is not overwhelming with 
congestion of pedestrians, which diminishes the pleasure. 
 
Viable Local Businesses 
The main streets should contain a mix of micro- and macroeconomic forces. There should 
be chain stores and local businesses to provide an experience of authenticity and locality. 
 
Nature 
A little bit of nature can go a long way, especially when it comes down to making a street 
feel pleasant and alive with the provision of some trees in human-made places. 
 
Nearby Residences 
Presence of residential housing in the surrounding or residential apartments above the 
commercial Streets helps provide a steady clientele to the businesses on Main Street. 
 
Dover and Massengale (2014) have also summed up the essence of the Main Street 
experience, stating: 

“While Main Streets vary, one thing is constant: a successful Main Street in a 
sustainable, walkable town or city is a place where people want to get out of their 
cars and explore. There are many factors that contribute to that, including things 
to do (like shopping or going to a concert), interesting sites to look at (including 
people – we like to people-watch), and a level of physical and psychic comfort. As 
we walk along, we like to feel safe and secure. Beauty is also important to make a 
place where we want to be.” 

 
Main Streets now lie at the heart of every community and help revitalise town centres by 
adding to the community’s history, identity, pride, prosperity, economic health, sense of 
place and the quality of life (UrbanMain, 2018). The National Trust for Historic Prevention 
(2019) quotes: 

‘Our Main Streets tell us who we are and who we were, and how the past has 
shaped us. We do not go to bland suburbs or enclosed shopping malls to learn 
about our past, explore our culture, or discover our identity. Our Main Streets are 
the places of shared memory where people still come together to live, work, and 
play.’ 
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According to Benfield (2016), the decline of real Main Streets is because of the dramatic 
change in the scale of the retail economy as the successful business chains want to 
expand and proliferate leaving little or no room for small businesses. The Main Street 
model can not uphold such amplification. Another factor adding to the fading of Main 
Streets has been the suburban sprawl that has drained the life and investment of small 
downtowns. It gave birth to generic shopping malls that dominated retail and cultural life 
in the era from the 1970s through the 1990s. 
 
 
3.1.1 Public Spaces in Main Streets 
 
The concept of the public is complex and typically framed as binary; public or private. 
Public space is a physical space that is used differently by multiple publics. Over the last 
few decades, public spaces have been the centre of research by many renowned 
urbanists. The dimensions of study on public spaces in the 20th Century have varied and 
ranged from The Image of the City (Lynch, 1960), The Death and Life of Great American 
Cities (Jacobs,1961), and The Social Life of Small Urban Spaces (Whyte, 1980) to name 
a few. Over time, several theories and methods have evolved on how to study public life. 
Public spaces are a crucial part of the urban structure and have been studied by 
diversified approaches including but not limited to Personal Space (Sommer, 1969), 
Defensible Space (Newman, 1972), Life Between Buildings (Gehl, 1971), Great Streets 
(Jacobs, 1995), Representation of Places (Bosselmann, 1998). In the past decade, the 
public space has gained momentum when it comes to urbanism studies and talks have 
been on how to turn a place around (PPS, 2002), keeping urbanism on track (Schaick et 
al., 2008) and designing cities for people (Gehl, 2010). 
 
Streets and public spaces define the character of a city and frame the image of the city 
(Lynch,1960). The connectivity and organisation of streets and systems of public spaces 
have long contributed to the successful urban development and defining of the cultural, 
social, economic, and political functions of cities. The connective matrix between the 
streets and public spaces embraces inclusivity, safety, connectivity, accessibility, multi-
functionality, and livability but, unfortunately, this interplay and multi-functionality of 
streets and public spaces are often neglected and overlooked (Karssenberg et al., 2016). 
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Figure 3.1. ‘City at eye level’: the function of a building is seen first on the level of its 

plinths, the level of the eyes (Karssenberg et al., 2016) 

 
Carmona et. al. (2010) talks about several overlapping and collective layers of public 
spaces that are an ‘open and inclusive stage for social interaction, political action, and 
cultural exchange’ (p.144) and she further argues that public space rarely ever achieves 
a utopian state as the ‘public’ is a fragmented society belonging to different socio-
economic groups and further divided by age and gender. Such a fragmented society will 
relate to public space in their unique and complex ways. 
 
Carr et al. (1992) state that ‘public space is the stage upon which the drama of communal 
life unfolds’ (p.3). Banerjee (2001) states that ‘The sense of loss associated with the 
perceived decline of public space assumes that effective public life links to a viable public 
realm … where the affairs of the public are discussed and debated in public places… 
however, there is another concept of the public that derives from our desire for relaxation, 
social contact, entertainment, leisure, and simply having a good time’ (pp.14-15). Jacobs 
(1995) has rightly sought out cues for provision of well designed public spaces as he 
mentions, ‘If we can develop and design streets so that they are wonderful, fulfilling places 
to be -- community-building places, attractive for all people -- then we will have 
successfully designed about one-third of the city directly and will have had an immense 
impact on the rest’ (PPS, 2009). 
 
Dover and Massengale (2014) created six basic principles; streets are places that are 
shaped, comfortable, safe, connected, interesting, and memorable. The public spaces 
should regard both the physical and social needs of humans. They are truly successful 
when they attract a diverse set of people and keep their users engaged. Recent trends in 
retail have been the declination of shopping streets and the emergence of shopping malls. 
Have the commercial spaces integrated and merged with the public spaces of Main 
Street, or misplaced them over the years? Haas and Olsson (2014) have argued that the 
public spaces transmute and reinvent themselves and identifying the characteristics of 
the space as a public good, private good or common good is dependent on much more 
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than the complexity of its design process. Garvin (2016) addresses that it is not just the 
physical structure but opportunities to socialise in places. 
 
3.2 Characteristics of Retail centres 
 
Main Streets have played a vital role in forming the urban and social fabric of cities. With 
the ’new experience economy’ (Pine & Gilmore, 1999, in Banerjee, 2001, pp.14) these 
streets have deteriorated and disappeared, and instead, the birth of generic shopping 
streets and other dull public spaces have evolved over the years. From the centres of 
production to centres of consumption (Haas and Olsson, 2014, p.59), the continuous 
expansion of shopping malls has had an ‘urban renaissance’ when it comes to green and 
social aspects of planning and design. These new, refurbished, and ‘simulated’ 
environments have tried and, in many cases, have successfully captured almost 
replicated pictures of inner-city places and their dynamics. The malls initially modelled the 
traditional Main Street, but with changing times the physical environment of these malls 
have become more controlled to enhance security and incorporate maximum comfort. 
 
The perception of shopping malls is as a system of spaces (Berezko, 2016). A lot of 
thought and details have gone into their planning, design, and maintenance. Shopping is 
put forward as something that can enrich city life, and the integration of shopping and city 
life has now gone further than ever before. Leong (2001) has explored how shopping has 
evolved over the years and expanded in size and scope to saturate all public activities, 
and he states that “shopping has become one of the only means by which we experience 
public life” (p.134). Most prominent researchers, such as Jacobs (2002), Bergman (2003), 
Hemmersam (2004), and Gehl (2010), acknowledge this important function of retails and 
it has become an imperative for urbanity. 
 
Coleman (2006) has explored the contemporary types of planning spaces and layouts of 
enclosed shopping malls, their evolution, and design over the years. He talks about 
shopping environments being complex and dynamic have influencing cities around the 
world. Their reinvention and diversification demand to address the challenges faced by 
social, planning, and retail economics. The design and development of the shopping 
centre are greatly affected by the sole most important factor; meeting the public 
expectation. Public preferences and satisfaction must be catered and met through the 
shopping environment. The good urban design of the shopping mall should adjust to the 
demographic changes, accommodate the increasing expectations of the public, their 
shopping habits and feeling of safety and at the same time make the experience 
memorable through its catering facilities of leisure and entertainment. 
 
The retail expert, Gibbs (2011), has also explored various dimensions and complexities 
of contemporary retail and how it adds on to the beauty, prosperity, and livability of urban 
spaces. He believes that the commercial prominence is directly proportional to the 
complexity of the surrounding settlement. The character, dimension, and scale of public 
space and mixed-use provided exerts influence on consumers to purchase as well as 
engage in social interaction and entertainment. The retailers need to keep up with the 
changing trends and styles and need upgrading since in the retail sector 
‘image is everything’ (pp.2-3). 
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Shopping centres have a certain building type with their unique business model that 
appeals to a distinct centre and has specific tenant types, size ranges, location criteria, 
and site plan standards. The store’s location, interior as well as exterior architecture, and 
thousands of other details are calculated precisely and designed to extend the shopper’s 
visit and economic spend at the mall. When the designing and calculation go too far, it 
can result in turning a city into a lifeless shopping centres which was the case in the 1960s 
and 1970s when streets were turned into pedestrian malls in several cities, resulting in 
tearing of downtowns (Gibbs, 2011). 
 
3.2.1 Public Spaces in Retail centres 
 
The rise of consumer society is an important perspective for investigation because of the 
intermingling of spatial concepts on retail (Kärrholm, 2012). The wider scope of spaces 
for shopping activities are inclusive of; consumption space, retail space, and shopping 
space but in this research, the urban and public spaces designed for retail and shopping 
within the mall are of key interest. 
 
Public spaces contribute to a flourishing society, and retail also plays a vital role in 
contributing to the activity generation in the city. Up-to-date and well-maintained public 
spaces are a necessity for competitive shopping centres. The public circulation spaces 
(Coleman, 2006) within shopping malls include; open spaces, covered spaces, enclosed 
spaces, hybrid spaces, which are differentiated and defined by the degree of enclosure 
provided to the public space (pp.334-338). 
 
Banerjee (2001) argues that the reinvented streets and places should create public life 
and consumption and whether these activities take place in public or private space does 
not seem to matter. Oldenburg (1999) exclaims that non-places have replaced places. At 
another instance, Carmona et al. (2010) argue that, over time, with the diverse and 
changing society, the complexity of public spaces has also been changing and their 
management has also become increasingly complex, and we need to come to terms with 
it. Shopping malls have been considered the centres of consumption and pure 
entertainment in cities as Sorkin (1992) addresses that multinational companies produce 
public spaces that are merely for consumption and Mattsson (1999) has further argued 
that shopping malls are a ‘total institution’ where the outside world is intentionally locked 
out in order not to divert the shoppers. 
 
The urban public realm constitutes the non-commercial parts of shopping centres, i.e. 
sidewalks, streets, plazas, and parking areas. ‘These public spaces are defined by the 
surrounding storefronts and buildings and can have a tremendous influence on 
commerce’ (Gibbs, 2011. pp.83). With an increase in privatisation of shopping centres, 
the streets have become spaces that are not just public or private but have become more 
of a common good like Mehta and Bosson (2010) talk about the ‘third places and the 
social life of the streets.’ 
 
Public space, as an essential element in the functioning of a democratic society, is made 
up of networks of streets, sidewalks, and parks and it makes urban centres an integral 
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part of the cultural richness of cities (Cavers et al., 2014). Theories on public space, to 
determine what parameters exactly constitutes such a space, go far back in history. 
Shopping malls designed around the concept of security; 1) have camera surveillance 
and guards patrolling the mall corridors, 2) establish activity regulation and stringent dress 
code, 3) impose certain restrictions such as no political debate/protests or photography, 
4) dictate acceptable or inappropriate behaviour, 5) and institute curfews by age or 
opening hours that limit access to certain populations. Due to these regulations and 
limitations the spaces in a shopping mall, at best, are considered quasi-public as they do 
allow for social interaction (Bonham, 2013). 
 
Voyce (2006) does suggest, however, that these designs are there not to limit access but 
as part of the mall’s overall structural design for “consumption and movement” (pp. 270).  
Even the seating provided within the mall, Hopkins (1991) insists, is not designed for 
peoples’ comfort for longer stays, but to rest your feet for a few minutes and then continue 
shopping (pp.271-2). Instead of public spaces acting as a ‘social glue’, ‘the society is 
being stratified by giving privileges to some groups over others, suggesting that only those 
with the financial means to shop are welcome. 
     
So, it can be inferred that the design of the malls is for movement and consumption and 
with this very purpose in mind the surrounding open spaces are limited in their utilisation. 
The private ownership of the mall has taken away the essence of public spaces. This 
research will shed light on the current situation of public spaces within the mall. In 
addressing the design challenges for the virtual era, Jonsson (2014) sought to identify 
geographical connections between public spaces and social media and has concluded 
that social networking has nowadays become a powerful tool for gathering diverse 
opinions and also for increasing the quality of public space. He has argued that social 
networking should also be a part of studying and observing public spaces. 
 
3.3 Placemaking 
 
Placemaking started to become a movement in the 1960s (Jacobs, 1995 & Whyte, 1980). 
Building communities around a place has been on the rise when it comes to the provision 
and creation of public spaces. The strategy focuses not only on the quality of life but also 
on the economic and social well-being of the community. The multi-faceted approach to 
the planning, design, and management of public spaces is crucial to all sorts of 
sustainability as it enhances the urban experience making best use of urban design 
principles capitalizing on the assets and potentials of the place. 
 
 
‘Everyone has the right to live in a great place. More importantly, everyone has the right 
to contribute to making the place where they already live great.’ 

- Fred Kent 
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According to PPS (2009), the public spaces, as the heart of every community, should be 
collectively reimagined and reinvented to strengthen the connection between people and 
the places they share, and the success of public space is dependent on these four 
qualities; 
 
Access and Linkages 
A place should be easily accessible, both visually and physically. The place should be 
able to use a variety of transportation options to reach the destination conveniently. The 
place should embrace good connections with adjacent buildings, making it visible both 
from a distance and up close. Said space should have multiple entrances that should be 
functional for seniors and for the people with special needs allowing them to move around 
easily. The road and paths through said space should take people where they want to go, 
they should be easy to get to and get through. 
 
Comfort and Image 
A place should feel comfortable. The comfort of a space is also inclusive of perceptions 
about safety, cleanliness and maintenance, and the availability and choice of sitting 
places. Physical comfort like protection from wind, shelter from the rain, and appropriate 
shade from the sun are required to ensure the usage of space under any weather 
condition. Overall, it should be a pleasant atmosphere with comfortable seating. The 
place should make a good first impression. 
 
Use and Activities 
The place should offer a variety of activities and experiences to its users. Different people 
can have different desire for the usage of public space under varied circumstances. 
Diversity of activities add life to the places, and they are the reason why people visit said 
places. The variation of activities ensures that there are choices and there is something 
for everyone to participate in, making it more socialising and fun. The ultimate determinant 
of a place’s success is its management and diverse usage throughout the course of a 
day.  
 
Sociability 
A good place should create opportunities for interaction and socialisation. It is a difficult 
quality for a place to achieve but once acquired it becomes an irresistible feature and 
serves as a magnet where people come together to mingle. These spaces captivate users 
to want to stay longer for human interaction. Said spaces reflect the community and add 
to the understanding and appreciation of social differences. Places that foster sociability 
add to a stronger sense of place and community attachment and can well sustain 
themselves. This attribute is a challenging one to achieve for any place. 
 
 
The Shopping malls selected as cases will be surveyed using the placemaking strategy 
to analyse the qualities as mentioned above. However, the Placemaking model does not 
incorporate the aspects of democratic practices and social justice of public spaces, a 
crucial point in determining the publicness of a public space. Low (2019) argues for public 
space sprawl at different levels and has captured and merged the factor of social injustice, 
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which is inclusive of fair distribution of space, procedural justice, social and political 
recognition, and interactional justice for all. She insists that even with these constraints 
and policies, that are profit-driven rather than socially just, ‘contemporary public space is 
socially, culturally, economically, and politically productive’. 
 
 

 
 

Figure 3.2. Public Space typologies that contribute to a flourishing society (ibid.) 
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4. Case study I: Täby Centre 
 
The case study of Täby shopping centre is in three parts. The first part corresponds to 
the introduction and history behind the construction of Täby centre. This part will also 
explore the different stages of expansion that were carried out through the years. The 
second part reveals the built-form and characterisation of the shopping centre; the 
pursued idea during the planning and design of the centre in comparison with 
contemporary on-ground perception. The third part will discuss the possible 
improvements that can be made to enhance the current situation and meet the 
standards perceived by the stakeholders and stipulated by the surveyed visitors of 
Täby shopping centre. 
 
4.1 Introduction and background information 
 
In the early '30s, life in Täby village revolved around churches, and they were the main 
social centres in the area. It all started to change when the first trade booth came to 
Täby in 1885. Also, communication with Stockholm improved via Roslagsbana. The 
new area started establishing, and the railway stations started becoming new hubs 
and small centres expanded around them. (Täby, område för område) 
 
With the expanding communication networks; trains and cars, there were talks about 
building one big centre for the entire region. Lindström, a portal figure in architecture 
and urban construction that time was also the visionary behind the idea of Täby Central 
city planning, which was called ‘The European City’s Idea’ (ibid.) The farm, Tibble Gård 
was seen as the ideal location for the construction of a big future centre. The approval 
for plans for the area came in 1962. It was going to be Sweden’s first indoor centre 
and one of the largest in Europe and Täby's urban plan was considered ‘a good 
example of a planner’s vision as it was incomparable and obvious - not diffused and 
undistinguished as in most other new suburbs’  Rebecka Tarschys, DN 1968'  (ibid.) 
 

 
Figure 4.1. Old Farm Buildings provided space for new Täby Centre 

(Arkitekturprogram, 2019) 

 
Located in the north-eastern part of Stockholm, Täby Centre inauguration took place 
in 1968. It was the very first indoor shopping centre with a glass-vaulted ceiling. In 
1991, the centre expanded to three stories tall shopping lanes covered by an arching 
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glass roof. The inspiration was from the mix of shopping stores in Drottninggatan, 
which is 110 meters long and three stories building with offices. The extension to Täby 
Centre doubled the centre’s surface to 50,000 square meters with a total of 160 stores 
(Wiberg, 2012). 
 
In 2002, the owner initiated the renovation and expansion of the centre in collaboration 
with the municipality. The designed plan was to be carried out in multiple stages 
(Wikipedia, 2018). Completed in 2015, the current plan of Täby centre consists of 
84,000 sqm of retail floor area with 267 shops and 2700 indoor parking spaces 
(Unibail-Rodamco-Westfield, 2018). 
 
4.2 Characterization of the Shopping Centre 
 
The operator of Täby Centre, Unibail-Rodamco-Westfield, emphasises its foundation 
in creating better places with the retailers. One can find shops with local and 
international brands and almost everything ranging from clothes, gadgets, toys, 
jewellery, decor, sports, and makeup. Aside from this, there are several restaurants, 
fast food places, and cafes. The availability of two grocery stores, a gym, mini-golf, 
and cinema also makes it a big attraction for people of all ages. 
 
The shopping mall serves as a neighbourhood centre (term by Gibbs et al., 2011. 
pp.37) with an area of 84,000 square meters anchored by two supermarkets, which 
can be located at the edges and have their separate entrance and exit ways. The 
centre has direct visibility from the roadway on one side, transit access on the other, 
which gives them a competitive advantage over other shopping centres. 
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Figure 4.2. Ground Floor and First Floor plans of Täby shopping Centre. The 

entrance and exit points of the mall are marked with red arrows and parking places 
are marked with ‘P’ in the plans (Source: Taby C (2019), illustration by the author). 

 
The built form of Täby Centre is a mix of Double Reverse L centres and Lifestyle/Main 
Street centres (terms used in Gibbs et al., 2011). Coupling of two L centres back to 
back offers major benefits such as a walkable urban street with shopping on both 
sides, maximum visibility for retailers and consumers, easy accessibility, and parking. 
The anchor stores have direct frontage to the roadway allowing for easy accessibility. 
The only challenge is the hindrance of pedestrian access from adjacent land. With 
such built-form, some retailers get limited views from the roadway, and some must 
cover double-frontage costs. The Main Street form allows for excellent walkability, and 
shops line the passage on both sides. The consumer enjoys convenient parking as 
well as a quasi-urban experience. The linear alignment of the mall offers excellent 
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visibility and views across the square, which creates a great semi-urban shopping 
environment. 
 
The Nordic Council of Shopping Centres has awarded Täby Centre on several 
occasions and the centre has featured in the annual public survey as “Stockholm’s 
Favourite Centre” (Unibail-Rodamco-Westfield, 2018). The importance of people in 
the centre can be seen in the envisioned expansion plans of Täby as the design of the 
city values and stresses the importance of people in the centres, creating value and 
architectural quality contributing to social sustainability (Arkitekturprogram, 2019). 
 
4.2.1 Pursued public realm  
 
This part is about how the stakeholders, the most important drivers, characterise the 
public realm, pursued during the planning and development of the shopping centre. 
 
The stakeholders at Täby municipality are at par with the diversification and 
sustainable development. Placemaking is already in practice through the involvement 
of residents, businesses, and municipalities in creative planning and design. The use 
and advancement of public places are gaining momentum in fast-growing Täby as it 
will strengthen the bonds between people and place and will also help strengthen the 
identity and local connection (Arkitekturprogram, 2019). 
 
The Project Manager at Täby municipality sees the centre as 'a successful project 
where the surrounding residential has restaurants at the bottom, so it is a ‘living 
city’. The connections with the surroundings have been advanced over the 
years. There are double platforms for trains, which will be developed and 
strengthened further'. The square outside Täby shopping centre was a huge project, 
designed by a Danish architect. The municipality had the budget of one billion to spend 
on the project. It was a positive outcome at first, but now the square is facing 
maintenance issues with the material, which is too expensive or unique to find when 
replacement is needed. The municipality is looking forward to resolving the temporary 
issues and developing the square further in the Autumn of the year 2019. Realising 
that there are issues, the municipality has considered resolving them promptly, and 
the work towards betterment is underway. Dialogue with residents and referent groups 
is also under consideration as the municipality wants to get maximum usage out of the 
facilities it plans on providing. 
 
In 2017, Täby Square was the first one to receive Safety Certification in Sweden. The 
certification follows a model assessed by nine themes of the physical environment that 
affect safety in the form of; lighting, protection, information, clarity, design, 
management, the mix of people, diversity of functions, and social control (Täby, 2019). 
'Well-designed sociable places with diverse functions is one of the very 
important objectives for the municipality, and one of their main goals is to be 
50% green' - Project Manager at Täby. 
 
 
The Project Manager at Täby believes 'there will be positive growth in the 
surroundings. At present, most of the visits are due to shopping and eating out 
at the mall. The future of the centre is perceived to attract more restaurants and 
adventures and ‘people will always want to go there!’' 



33 
 

 
4.2.2 Perceived public realm 
 
The pursued public realm has faced many challenges to be in alignment with what is 
perceived on-ground. This part includes the results of open-ended questions in the 
surveys. 
 
The surveyors like the spaciousness and variety of stores in the mall. Some people 
visit the place for peace it offers. Several surveyors frequently visit due to the 
connectivity of the mall. 
 
When surveyed in a group, the people also discussed the ratings and changes they 
would want to see in the centre. People would like to see more restaurants and sitting 
places, and as for shopping, they want the mall to hold onto their favourite brands as 
‘too many closed down’ too frequently. 
 
The topmost suggestion was the addition of more seating and opening of a variety of 
restaurants as people enjoyed socialising as much as shopping in the mall. One 
person also suggested that the ‘opening times for the restaurants on Saturdays must 
improve, 6:00 pm is very poor when you want to buy dinner’. 
 
4.3 Reflection and possible improvements 
 
The section includes reflections and possible improvements based on the power of 
10+. The right mix of vendors was evident with the variety of restaurants, brands, and 
services the shopping centre has on-board. They had used the space to nurture 
vendors by adding diversity and creating new opportunities for entrepreneurs, 
especially when Masterchef and Linasmatkasse had an event there for the public and 
served to promote socialisation and support community’s health. Such a diverse mix 
of vendors also supports the mission of the place to promote local culture and add 
diversity by creating opportunities for entrepreneurs. However, many stores closed 
down not long after opening. People wanted to see their favourite vendors stay. The 
right promotion was evident from their events and online offers for new members, but 
they could build local value by creating community connections and providing 
educational opportunities making it a forum for interaction. It is only through these 
shared experiences of community building that they can have the right value. 
 
Täby centre has an ideal location with existing residential surroundings that will be 
extended further and further strengthen the connections. Tech-savvy customers can 
connect more meaningfully with the shopping centre and all the amenities it has to 
offer. The retailers are using technology to connect digitally with shoppers and 
customers. There is a digital map available for easy navigation of the centre and apps 
for fast-breaking promotions and discounts. The availability of free Wi-Fi has been 
trending and is commonplace in malls, and it adds to the experience of a place and 
makes easier sharing of information. The retailers can also access shopping patterns 
of the consumers and use the cues to reshape and redesign in order to attract more 
customers. Charging stations and interactive kiosks have also become mainstream in 
shopping centres. They are available at all sitting areas provided in corridors. The 



34 
 

internet and retailers are attracting consumers to their shops by providing ‘click and 
collect’ options. 
 
The provided public spaces could be enhanced further as a recent research on Public 
Space Analysis (Nilsson, 2019) have also revealed that some spatial interventions on 
the square right outside Täby Shopping Centre would increase not only the multi-
functional usage of the square but also add a visual element and diversity to the 
functioning of the square. Hence, increasing the overall attractiveness and sociability 
of the public space in the square. 
 
Internal public spaces are well-designed and maintained. There were people seen in 
groups and couples, and the spaces within the mall are old-people and kids-friendly 
as well. Senior citizens were observed to have enjoyed reading newspapers while 
being seated on the sofa in the hall. Several people were observed standing in the 
corridors and talking. Many people were passively socialising on their phones, if not 
actively engaged in any activity. More than 50% of the people were holding shopping 
bags of some kind. Senior citizens were also seen resting and socialising on the sitting 
areas outside the anchor stores after getting groceries. 
 
The right value and economics were hard to observe with the limited information from 
observation. The management was not forthcoming when approached for information 
regarding the mall, and its various aspects, including customer satisfaction and 
retention. It might be that they only meant to safeguard their data privacy, but it could 
also connote an attitude of hostility towards possible suggestions for improvement. 
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4.4. Images: Täby Shopping Centre 
(All photos are courtesy of the author unless specified otherwise) 
 

 
Figure 4.3. Main front entrance of the shopping mall with adjacent sitting, courts and 
residential area. The entrance to the side of the mall to the train station is bridged 

 
 
 

Figure 4.4. Well connected with the surrounding neighbourhood and can be reached 
on foot, bicycle, and local commute: bus or train 
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Figure 4.5. Modern architecture- interior ceiling design and sitting places with long 
corridor walks 
 

 
Figure 4.6. Extended vision across both floors and the modern architecture gives a 
wow factor 
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Figure 4.7. Blend of interior and exterior light with open and easy access to vibrant 
elevators 

Figure 4.8. Spacious sitting place outside with play area for the kids 



38 
 

 

 
Figure 4.9. Natural light and store display contributing to the public realm 

 
   
 

 

 

 
 
 
 
 

Figure 4.10. Restaurants sitting open to natural light 
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Figure 4.12. Changing and feeding area for babies, well- maintained washrooms with 
public sitting area 

 
 

Figure 4.11. The light from glass-vault ceiling goes to all levels and the presence of 
a giant clock on both ends of the mall stretch add to the public realm 
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Figure 4.13. Sitting places in the hallway leading to a restaurant 

 
Figure 4.14. Espresso house with sitting places on different levels surrounded by trees 

 
 
 
 



41 
 

 
 
 

 
Figure 2.15. Extensive view from the sitting area 

 

 
Figure 4.16. Exit way from the Centre 
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Figure 4.17. Glass-roof covered stairways outside lead towards the library and 
residential apartments, and the open parking outside the anchor stores does not feel 
abandoned or unsafe 
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5. Case study II:  Trafford Centre 
 
The case study of Trafford Shopping Centre is in three parts. The first part corresponds 
to the introduction and history behind the construction of the Trafford Centre. This part 
will also explore the different stages of expansion that were carried out through the 
years. The second part reveals the characterisation of the shopping centre; the 
pursued idea during the planning and design of the centre in comparison with 
contemporary on-ground perception. The third part will discuss the possible 
improvements that can be made to enhance the current situation and meet the 
standards perceived by the stakeholders and stipulated by the surveyed visitors of 
Trafford Shopping Centre. 
 
5.1 Introduction and background information 
 
The intu Trafford Centre is a leisure complex and a large indoor shopping centre in 
Great Manchester, England. It is within the Trafford Park industrial state and is situated 
5 miles west of Manchester city centre. Developed by the Peel Group (property 
investment company former name Peel Holdings), it is a property of intu Properties 
(formerly Capital Shopping Centers Group PLC.), a British Real Estate Investment 
Trust that focuses on Investment and development of shopping centres and 
commercial property (Wikipedia, 2019). 
 
The site of intu Trafford Centre spreads over 300 acres of former wasteland, which 
was owned by the Manchester Ship Canal Company. In 1986, John Whittaker of Peel 
Holdings acquired Manchester Ship Canal Company, and he wanted to build an out-
of-town shopping centre. Manchester City Council opposed the idea of developing a 
large shopping centre, believing that it would negatively impact the economy of the 
city centre. However, as the property developer, John Whittaker, was the majority 
shareholder and the development proposition was in the interest of the shareholders, 
Manchester City Council gave up all but one of its seats for a payment of 10 million 
pounds and liberated itself from a possible conflict of interest (Wikipedia, 2019). 
 
The planning application submitted to Borough Council by Peel Holdings was called 
in for inquiries on environmental and legal disputes. In 1993, the Court of Appeal 
rejected the permission but reinstated it again in 1995. In 1996, the matter of 
constructing a mega mall fell to the House of Lords, and thus the whole of the planning 
process has been one of the longest and most expensive in the history of United 
Kingdom (Wikipedia, 2019). 
 
Twelve years after the conception of Trafford Centre, it opened in 1998 with 280 stores 
occupying an area of 207,000 square meter area covered on three floors and has 
12500 parking places. With the cost of 600 million pounds, the construction span was 
of 27 months and employed 3000 workers (Manchester Evening News, 2018). On 
opening, it was the largest shopping centre in the UK, and to date, it is the second 
largest of its kind. Ten percent of the UK population lives with a 45-minute drive of this 
shopping centre, and thus, it attracts more than 35 million visits annually (ibid.). In 
2011, the Peel Group sold the centre to Capital Shopping Centres (now intu 
Properties) and the chairman of Peel Group became the deputy chairman of Capital 
Shopping Centres. The deal was made for 1.6 billion pounds and was the biggest 



44 
 

European property deal of that year and remains the largest property transaction in 
British history (ibid.). 
 

 
5.2 Characterization of the Shopping Centre 
 
Intu properties aim to create better shopping destinations that are equally accessible 
from all sides. For this very reason the major leisure activities and shopping is centred 
on four main areas spread over two floors; 
Peel Avenue: High Street shops and department stores are present on this stretch 
inside the mall. 
Regent Crescent: This stretch houses lifestyle and fashion retailers. 
The Orient: A food court accommodating 1,600 seating and having themes from 
around the world. The bars and restaurants are spread on two floors and have a giant 
screen and a swimming pool right in the centre for donations. 
The Great Hall: This entrance into the mall is glazed with a large chandelier in the 
centre and houses a sweeping marble staircase that adds a wow-factor. 
Barton Square: This is the expansion of intu Trafford Centre linked to the centre of the 
mall by a bridge. It accommodates retail opportunities and leisure facilities and has its 
own immediate parking spaces. 

Figure 5.1. Before and after the Trafford Centre (Wikipedia, 2019) 
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Figure 5.2. Floor plans of Trafford Centre, UK. The entrances and exit point are 

marked with red arrows and parking places are marked with ‘P’ in the plans (Source: 
Intu Properties (2019), illustration by the author). 

 
The built form of Trafford Centre is a mix of Market Square centres and Lifestyle/Main 
Street centres (terms by Gibbs, 2011). A great challenge with such built form is 
creating a quality urban environment with the possibility of future expansion because 
of the limited building area and the surrounding parking fields (Gibbs, 2011). The form 
of Main Street centres is inward-oriented and has a great sense of urbanism since it 
encourages great walkability creating a circulation loop with shops on both sides. 
There are quite many entrances and exit points, so the mall is surrounded by parking 
on all sides and thus is isolated from any adjacent properties or landholdings. 
Pedestrians also have to walk quite a lot to enter the building from the parking lots. 
The food court, designed in a trapezoid shape in the middle, gives the retailers better 
exposure from the roadway and at the same time compromises urbanism and 
walkability by increasing the distance between two outside ends. The angular form 
allows and promotes cross-shopping. There is also short-term parking in front, which 
limits the walking distance for the ones visiting the mall to only eat at the food court. 
The challenge with such built-from is to maintain movement across the open ends and 
also the potential expansion is limited. 
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5.2.1 Pursued public realm 
 
In this part of the case study, we focus on how the stakeholders characterised the 
public realm which was pursued during the planning and development of the shopping 
centre. The initiator of the project has been the most important driver for the ideation 
and the development and extension plans for the project. 
 
“The centre’s identity is upmarket with a broad range of high-end retailers. The 
initial idea/concept was to create a destination that would become the North 
West’s (and one of the UK’s) premier shopping and leisure destinations” - The 
Regional Managing Director 
 
The idea of a super-regional shopping centre and its perceived impact on other towns 
in the region was controversial, and the process to obtain planning permission was 
difficult. However, upon opening, the Trafford Centre was the largest shopping centre 
in the UK, creating 7,000 jobs for the local area. The shopping centre welcomed its 
millionth visitor within the first week, and by the end of the first year, over 26 million 
people had visited the centre (Manchester Evening News, 2018). 
 
John Whittaker, the developer of this mega mall, wanted a lavish design that was 
future proof and offered a unique shopping experience. He stated that “It is the 
people’s palace, it is something to attract shoppers to give them the Dallas effect” 
(Wikipedia, 2019). Trafford Park is a one-stop solution for entertainment as it offers 
flying, skiing, running, and boarding enjoyment accumulated at one place for all who 
want to experience and discover. The location was chosen due to its excellent 
connectivity credentials, which gives fast access to an extensive and wealthy 
catchment. 
 
“We continue to strive to be the best leisure and shopping destination in the UK. 
The centre benefits from its transport connections which are improving all the 
time and is a major employer in the area (circa 8,000 people) and a huge 
economic driver for the region” - The Regional Managing Director 
 
The Regional Director identified that the centre has sections that host traditional High 
Street/service retailers but also has premium retailers clustered together. The design 
of the centre, though, gives a very premium and theatrical environment and has been 
inspired by various architectural styles from around the world and not just the 
traditional British High Streets. 
 
In the brief discussion with the management team at the Trafford Centre, it came to 
light that 90 staff members work exclusively on the security in the centre although no 
additional details could be made public. There are surveillance cameras that record 
all the cars entering and leaving the premises of Trafford Park, which has made it more 
secure over the years. 
 
The manager also acknowledged that the public spaces offer commercial 
opportunities as well as ways of improving the well-being of visitors and staff. There is 
scope to develop additional health and leisure attractions in these areas, which can 
enhance the public realm further. An extensive car parking surrounds the centre and, 
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foreseeing potential changes in habits and technology (electric or autonomous 
vehicles), further challenges and opportunities will arise. 
 
The internal public spaces give a “wow” factor with the quality of finishes and 
architectural touches. Externally, there is much greenery, and this is well cared for and 
creates a very pleasing environment for visitors’ arrivals. “The quality of the materials 
and design will create a space that shoppers will be able to enjoy for many years to 
come” (Place NorthWest, 2019). As shopping centre owners, 'intu has embraced 
online shopping and offers 'click and collect' facilities and Amazon lockers in 
their centres, recognising that they are the means of driving footfall, and that 
there is a high prospect of customers coming to collect something purchased 
online making further purchases whilst in their centres' - The Regional Managing 
Director. 
 
The Trafford Centre expansion is not over yet. Intu Trafford Centre bosses revealed 
earlier this year that they are planning to create a second level with 110,000 square 
feet of new retail space and will cover the open-air square with a new glass roof as 
part of a £74m project. With planned floor extensions, Trafford Centre will surpass the 
MetroCentre as the largest retail shopping centre in the United Kingdom (Wikipedia, 
2019). 
 
5.2.2 Perceived public realm 
 
This section includes the results of the open-ended questionnaire. The main driver of 
the public realm i.e. the character and design concept of the mall has huge 
investments put into it. This section reveals and confines the results of the surveys. 
 
Multiculturalism is evident from the architecture and interior of the shopping mall. It 
welcomes not only the residents but also tourists so all can enjoy the unique 
experience and feel somewhat connected to the place. 
 
Surveys revealed that the top reason for people loving the Trafford Centre was that 
they could find anything and everything under one roof. The mall is spacious, and the 
interior decor keeps them attracted. Free parking was another major reason for people 
spending the maximum time at the centre. Other shopping malls have paid parking, 
which restricts the shopping and socialising time at those malls. 
 
When asked about the possible improvements people would like to see made, the top 
suggestion was to add more seating so people can also relax as they enjoy their 
extended shopping. Another recurring suggestion was the clarity in signage; especially 
on routes that lead from the parking garage to different entrances. Some surveyors 
even brought up the issue of poor connection with the surroundings and suggested 
that the transit access could be improved. One surveyor stated that the ‘local 
community involvement could significantly improve the experience’. 
 
5.3 Reflection and possible improvements 
 
The reflections and possible improvements stem from the power of 10+. The iconic 
nature of the mall dominates all other aspects. The grand physical structure speaks 
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for itself. The shopping mall being highly commercial and the business model and 
organization behind it is focuses on consumerism. With many stakeholders involved, 
the interest is in meeting the demands of all consumers with the right mix of brands by 
having a diversity of vendors. 
 
The mission of the place is the satisfaction of its customers. Free Wi-Fi is a big 
attraction for youngsters, and the mall has successfully incorporated free Wi-Fi, which 
is a win-win situation. There is intu digital, which is a digital platform that allows 24/7 
shopping. It acts as a sales and marketing channel for the vendors, and when visitors 
login to the platform, it helps brands and retailers track every move of their consumers, 
which in turn helps retailers improvise changes in their interior architecture or products 
in-store. The sidewalks and furnishings, trees, and lighting have been advanced over 
the years. The centre can also improve with its plazas, squares, greens, and court 
spaces in the mall. Way-finding signage can also be enhanced, especially within the 
corridors and leading to the parking garage. 
 
The right public spaces were lacking as the focus on commercial nature has taken 
away the publicness of the space. The concept of designed public spaces in the retail 
area seems missing. The seating area provided is not for socialising purpose and is 
not comfortable for longer stays. The centre's food court and bars are the only areas 
with massive and comfortable seating areas. Many zones contributed to negative and 
dull spaces, like the area next to the elevators and wide stairs leading from parking to 
the mall felt abandoned. There was not enough lighting, and it felt excluded and unsafe 
as compared to other zones in the mall. The lighting in these zones can be enhanced, 
and the area can be made vibrant by the addition of some colour or art on the walls 
and seating spaces. While considering the size of the mall area, there are not enough 
elevators and escalators, which is a concern for handicapped and strollers’ 
accessibility. There were families, friends, and couples observed shopping, and hardly 
any senior citizen spotted during the observation. 
 
The ideal location of the shopping centre, towards the outskirts of the city, adjacent to 
the highway can entertain public activities, like marriage halls, or booking of festivities. 
The local ethnic and cultural presence can make this place shine more by promoting 
socialisation and the right values. There is a broad range of retail and leisure, and the 
shopping centre could also use flexible workspaces and healthcare facilities, for 
example. There is a need for expansion and strengthening of existing connections. 
There is a 5-lane highway that leads to the entrance of the Trafford Park, but it is still 
often choked with traffic. The congestion was perhaps due to ongoing maintenance, 
but it is a hindrance for anyone wanting to access the mall. The new metro-link under 
construction could aid in solving the problem and promoting local transit access to the 
mall. 
 
Increasing retail size by adding on to Barton square opens opportunities for boosting 
the right economics with a positive impact on future public spaces. There already are 
several donation fountains situated and spread throughout the mall. The mall could 
also introduce recycling on-ground for promotion of a strong, sustainable foundation. 
The right management that is active on-ground and behind the scenes is evident as 
the place hosts both their vendors and customers by maintaining good relations, 
leaving them satisfied. 
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5.4. Images: Trafford Shopping Centre 
(All photos are courtesy of the author unless specified otherwise) 
 
 

 
Figure 5.3. One of the main entrances into the Centre with wide open parking space 

 
 
 

 
Figure 3.4. Spacious free parking in garage and dock area in-between the garage and 
the mall 
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Figure 5.5. Grand welcoming corridors with grand chandeliers at the entrance 

 
 

 
 

Figure 5.6. Indoor themes from all over the world; China, Egypt, Italy, New Orleans, 
Morocco, America, to attract tourists 
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Figure 5.7. Donation fountain and sitting places around the fountain 

 
 
 

                                 
Figure 5.8. Presence of Greek statues (a symbol of mythology) make a design 
statement and keep up with the architecture of the era. A unique remarkable attraction 
with over-the-top design to attract tourists 
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Figure 5.9. Image: Artificial trees and vaulted roof over the corridors add to the public 
realm 

 
 
 
 

 
Figure 5.10. Multiple levels of staircases with sitting places under them 
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Figure 5.11. Personalisation through hundreds of sculptures on display in the 
Shopping Centre adding to the ambiance 

 
 
 
 
 

 
Figure 5.12. Large themed food court, The Orient. The layout contains open-fronted 
counters of restaurants. The sitting area is in an arch shape and central to it is a 
swimming pool and a giant screen for the advertisement of events 
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Figure 5.13. Toilets serving the food court with little or no room for expansion or 
enhancement. They provide no facilitation for the disabled or baby changing 

 
 
 

 
Figure 5.14. Cars for elderly and elevators are not conveniently reachable as they 
require significant walking distances to be covered from within the corridors and the 
parking 
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Figure 5.15. Dome with detailed art adds to the public realm 

 
 

 
Figure 5.16. Pillars and columns in the corridors and corners add to the public realm 
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Figure 5.17. Sitting places are either isolated, insufficient or not too comfortable for 
spending long hours. It is apparent with their arrangement that their design is not for 
socialisation or relaxation, rather for short stays to rest feet while shopping 
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Figure 5.18. Bus stop outside the entrance and the stairways leading to the mall 

 
 
 
 
 
 

 
 
 

Figure 5.19. Exit ways from the Centre can be enhanced by the provision of public 
sitting places and the public realm can also be improved through artwork and colors 
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6. Analysis 
 
This chapter contains three parts: The first part, Section 6.1, presents and analyses 
findings from the survey ratings of the local case study. The second part, Section 6.2, 
presents and analyses findings from the survey ratings of the international case study. 
This chapter ends with Section 6.3 with comparative insight between the two cases. 
This part describes and analyses the differences across the findings and aims at tying 
the research to the theoretical perspectives by answering these two research 
questions: 

1. Are shopping malls over-managed consumer spaces embedded in privatisation 
and commercialisation, thus creating a hindrance for true public spaces to 
emerge? 

2. Can the Shopping Centres be perceived as a mature replication of Main Streets 
with all the elements that constitute real public spaces? 

 
6.1 Analysis of the local case 
 

 
Figure 6.1. Results from the placegame surveys conducted at Täby Centre 

 
The figure represents the numbers from the ratings in the surveys (Appendix-II). The 
ratings in the four categories; comfort & image, access & linkages, uses & activities, 
and sociability added to 480 points in each category. 
Overall, the Comfort & Image of the mall ranked highest among all categories with the 
score of 412 points out of 480. The shopping mall holds and maintains its image to 
attract consumers and keep them coming back. The shopping mall embodies 
intangible attributes of being attractive, safe, clean, green, and walkable. The 
Sociability of the place ranked lowest with the score of 363 points and it was an equal 
ranking with the Uses & Activities in the centre. The mall is welcoming, neighbourly, 
and incorporates diversity but can also add to being interactive and friendly by adding 
onto the street life, social networks, and evening use. The disparity between the 
highest and lowest rankings speaks of the domination of over-managed consumer 
spaces where public spaces need to be magnified to boost sociability. 
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Figure 6.2. The scale (0-120) illustrates place rating result from 30 surveys on Täby 

Centre and the individual bars in the graph represent the intangible elements of 
What Makes a Great Place by PPS (2009) 

 
The intangible attributes, the subcategories of main themes in the surveys (Appendix-
II) people are highlighted here to give an in-depth understanding of the dispersion of 
the main themes of placemaking; Image & Comfort (green), Access & Linkages (blue), 
Uses & Activities (yellow), and Sociability (red). Hence the scale in Figure 6.2. shows 
the rating score in each sub-category summed up to 120. The analysis of the graph 
shows that the Evidence of Volunteerism and Frequency of Community Events were 
marked lowest, which has also contributed to inferior Sense of Pride and Ownership 
among the visitors and consumers of Täby Centre. 
 
The Quality of Maintenance at the mall was rated top-notch, and the Presence of 
Children and Seniors was also prominent in the rankings as well as observations. The 
graph indicates that the malls success is perceived in its focus on providing for a 
diverse public with safe and maintained environment. 
 
6.2 Analysis of the International case 
 

 
Figure 6.3. Results from the placegame surveys conducted at Trafford Centre 
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The figure represents the numbers from the ratings in the surveys (Appendix-I). The 
ratings in the four categories; comfort & image, access & linkages, uses & activities, 
and sociability added to 480 points in each category. 
In the ratings of the 30 surveys that were conducted, the Comfort & Image of the mall 
ranked highest with the score of 387 points out of possible 480. The spirituality and 
historic nature of the malls adds to its attractiveness and charm. The Uses & Activities 
ranked second. The Sociability within the mall raked the lowest with the score of 342 
points, and with the huge contrast between that and the Image of the mall, it was 
formulated that the privatised consumer spaces overshadow the public spaces. The 
malls need to incorporate fun, real, celebratory, and sustainable intangibles. There 
should be well-designed spaces that serve as public gathering places. Perhaps the 
improvement in Access & Linkages of the mall can help improve the Sociability to an 
extent. 

 
Figure 6.4. The scale (0-120) illustrates place rating results from 30 surveys on 

Trafford Centre and the individual bars in the graph represent the intangible 
elements of What Makes a Great Place by PPS (2009) 

 
The intangible attributes, the subcategories of main themes in the surveys (Appendix-
I) are highlighted here to give an in-depth understanding of the dispersion of the main 
themes of placemaking; Image & Comfort (green), Access & Linkages (blue), Uses & 
Activities (yellow), and Sociability (red). Hence the scale in Figure 6.4. shows the rating 
score in each sub-category summed up to 120. The graph revealed that the 
Volunteerism in the mall scored the lowest of all. The comfort of the Sitting Areas was 
second lowest. Transit Access was also below par with potential for improvement. 
 
The Overall Attractiveness of the mall scored highest. The Quality of Maintenance and 
Mix of Stores and Services were top-ranking attributes. The results infer that to the 
greatest extent the focus of the mall is perceived to be in commercialization. 
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6.3 Comparative analysis and reflections 
 

 
Figure 6.5. Comparative Analysis of the two selected cases 

 
Both cases revealed interesting results with more similarities and fewer differences in 
ratings of their key attributes. The individual analysis of cases revealed that the 
consumer spaces create a hinderance in public spaces if they are highly privatised 
and over-managed, but with some interventions and placemaking, they hold the 
possibility of becoming a public realm with true public spaces. The comparative 
analysis will answer the question of whether the shopping centres can be perceived 
as a mature replication of Main Streets with all the elements that constitute real public 
spaces. 
 
It is important to compare both shopping centres with the urban fabric and elements 
of Main Street, discussed in Section 3.1. It is important to note that Main street 
attributes are an indispensable part of these two shopping centres. The key 
ingredients of successful Main Streets; the architecture and public realm of the mall, 
unified features of urban design, street cafes for quick food and social interaction, 
incorporation of nature in the interior designing of the malls for making street life 
pleasant, and the provision of public spaces are all encountered within these two 
shopping malls. 
 
Both shopping centres incorporate a superior pedestrian experience with their design 
features. The design of both shopping centres embody pedestrian friendly corridors 
for strolling and shopping generating activity making the mall an active day and 
evening place. The presence of viable local businesses and diversity provides an 
experience of authenticity and locality. The nearby residential zone and the presence 
of significant density at Täby centre makes their public spaces stand out more than 
Trafford centre. Trafford centre lacks viable public transportation and can become 
overwhelming with the congestion of people in the shopping centre over weekends 
and holidays. The incorporation of the missing characteristics and maturing of the 
deficient aspects can add to superior success of these shopping centres. 
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The coming years are also forecasted to be challenging ones for anchor stores and 
retailers in general. The crisis is affecting shopping centres across the UK. The rise of 
online shopping has caused a downward spiral, and many centres have already seen 
a downturn in retail due to political and retail uncertainty in the country (Harry, 2018). 
In the last year, Sweden has also seen a 12% decline in planned shopping centres 
and retail outlets. The Trade Investigation Institute (HUI) has forecasted no need for 
new retail space in the next 15 years because the physical presence of shopping 
centres is difficult to justify when more and more people choose to shop online (SN, 
2019). 
 
The planning and design of efficient public spaces are crucial and valuable for all kinds 
of sustainability. The socialising and leisure activities within the mall can have an 
enormous impact on the public spaces, and the consumption within the mall will 
remain constant. It is important to understand these evolving trends to plan well-used 
public spaces that contribute to the public realm and a thriving public urban life by 
encouraging citizen participation. 
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7. Conclusion 
 
In pointing out some direction for future research, the conclusion aims to answer the 
main question of this research: 
 
‘The Revival of the Main Streets in Shopping Centres: Simulacrum or the real deal?’ 
 
In this day and age, the accommodation must be made with changes in both 
consumers’ shopping habits and the retailers' expectations. The future of the industry, 
whether it be Main Streets or Shopping Centres, the threat of online shopping looms 
over both. E-commerce has been taken over at a fast pace, crippling retailers. To 
survive in this digital age, the malls will need to reinvent themselves. The malls that 
have succeeded in the digital transformation of their business have been prominent 
and have benefitted from e-commerce. The recent trend has been retailers attracting 
consumers to their shops by providing ‘click and collect’ services to drive footfall. The 
combination of physical and online platforms creates increased profitability. Buzz of 
the mall is the new and exciting offers to its loyal consumers. Malls can spend a fortune 
on refurbishments to catch up with the urban renaissance and latest market trends, 
but the burning question is if they can ever be at par with the ever-changing trends? 
 
Open public spaces and sustainable design for shopping centres are the rising trends 
when it comes to the design and planning. Shopping malls are here to stay and the 
types of social spaces it seeks to produce should be factored in. Malls should 
contemplate that, aside from shopping, which is the biggest attraction that they can 
offer to attract everyday visitors. Malls have been adding open spaces for public 
interaction and socialisation. The trends helping to create this change are inclusive of 
changing demographics and increased urbanisation, which means a greater need for 
public spaces for mingling and congregation. 
 
The public spaces can be productive and powerful if they are community driven. There 
should be active participation for the inclusion of citizens, which requires a materiality 
dialogue between the designers and the public. While designing public spaces, 
differences are to be kept in mind. Instead of retailers just focusing on ‘staying in 
business’, sense of place and vibrancy through environmental and other interventions 
should be provided within the shopping malls. It is also of interest to study the patterns 
of public behaviour of human beings (update on William H. Whyte's pioneering work 
from 1980, The Social Life of Small Urban Spaces in The Guardian, 2019) to get the 
most out of the provided public spaces. Investments in public space can generate 
positive effects on the socioeconomics of the surrounding. 
 
The new malls or the refurbishment of the existing malls should focus on incorporating 
adaptive flexibility with the diversity of new shops, restaurants, services, and 
entertainment to provide consumers with all amusement and relaxation under one 
roof. The new places need to have the right characteristics, and there should be 
something profound about the loss and decline of the old empty malls. Malls of today 
should fulfil the social function of squares and parks and incorporate natural ambience 
into their design. Mall experiences have been transformed already by leveraging 
technology and taking the experience to the next level. The shopping centres should 
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now explore new formats focusing on the experience and convenience of consumers. 
The overall centres should become more integrated into the cities and not be isolated. 
 
The Shopping Centres are real public spaces in becoming, they already are and have 
the potential to be even better than the traditional ones. Continuing research in this 
field should remain faithful to the idea of Main Street Revival in Shopping Centres, 
expanding upon the existing works. Inspiration should be drawn from the value these 
public spaces hold and the roles these spaces have played historically. The planning 
and design of public spaces within the shopping centres require a critical analysis of 
what sorts of evolutions and threat are underway that incorporates people’s 
experiences and use of the city. The ideals of placemaking model along with the 
democratic aspect of social justice in public spaces should be kept in mind and 
enhanced though the urban planning. 
 
 
 
 

 

 

 
 

 

 

 

 

 

 

 

 

 
 
 
 



65 
 

References 
 
Arkitekturprogram (2019). Täbys Regionala Stadskärna. Samhällsutvecklingskontoret 
Antagen av stadsbyggnadsnämnden. Retrieved: 11 March 2019, form: 
https://www.taby.se/globalassets/3.-dokument-per-dokumenttyp/information/taby-
arkitekturprogram.pdf 
 
Banerjee, T. (2001). The Future of Public Space: Beyond Invented Streets and 
Reinvented Places, Journal of the American Planning Association, 67 (1), 9-24. 
 
Benfield, K. (2016). What Makes a Good Main Street Work? Placemakers. Retrieved: 
10 June 2019, form: http://www.placemakers.com/2016/12/13/what-makes-a-good-
main-street-work/ 
 
Berezko, O. (2016). Principles of urban structure in social spaces of shopping malls. 
Lviv Polytechnic National University, Institute of Architecture. 
 
Bergman, B. (2003). Handelsplats, shopping, stadsliv, En historik om butiksformer, 
säljritualer och det moderna stadslivets trivialisering. Stockholm and Stehag: 
Symposion. 
 
Bodnar, J. (2015). Reclaiming Public Space. SAGE journals. 
 
Bonham, J. (2013). Are Shopping Malls, Private or Public Space?: The Affect on 
Hanging Out at the Mall. 
 
Bosselmann, P. (1998).  Representation of Places: Reality and realism in city design. 
Berkeley: University of California Press, c1998. 
 
Bromely, D.B. (1986). The case-study method in psychology and related disciplines. 
Wiley 
 
Cambridge Dictionary (2019). Cambridge University Press. 
 
Campbell, S. (2003). Case Studies in Planning: Comparative Advantages and the 
Problem of Generalization, Ann Arbor, MI: University of Michigan. 
 
Carmona, M. (2010). Public Places, Urban Spaces: The Dimensions of Urban Design. 
Routledge 
 
Carr, S., Francis, M., Rivlin, L.G. & Stone, A.M. (1992). Public Space. Cambridge: 
Cambridge University Press 
 
Cavers, A.G. & Sanchez, N.I.C. (2014). The Role of Shopping Centres as Simulated 
Public Space: The Shopping Centres Centro Mayor, Bogotá, Colombia 
Retrieved: 10 May 2019, from: 
http://www.scielo.org.co/scielo.php?script=sci_arttext&pid=S0123-
42262014000100031 
 



66 
 

Coleman, P. (2006). Shopping Environments. Evolution, Planning and Design. Oxford: 
The Architectural Press. 
 
Creswell, J.W. (2013). Qualitative Inquiry and Research Design: Choosing Among 
Five Approaches. London: SAGE 
 
Creswell, J.W. (2014). Research Design: Qualitative, Quantitative and Mixed Methods 
Approaches. Thousand Oaks, CA: Sage Publications 
 
Dover, V. & Massengale, J.M. (2014). Street Design: The Secret to Great Cities and 
Towns. Wiley 
 
Ergun Kocaili, B. (2010). Evolution of Shopping Malls: Recent trends and the Question 
of Regeneration. 
 
Flyvbjerg, B. (2006). Five Misunderstandings About Case-Study Research. Qualitative 
Inquiry, 12(2), p. 219-245. 
 
Garvin, A. (2016). What Makes a Great City? Washington DC: Island Press 
 
Gehl, J. (2010). Cities for People. Washington: Island Press. 
 
Gehl, J. (2011). Life Between Buildings: Using Public Space. Washington, DC: Island 
Press. 
 
Gehl, J. & Svarre, B. (2013). How to Study Public Life. Washington, DC: Island Press. 
 
Gibbs, R. and Gibbs, R.J. (2011). Principles of Urban Retail Planning and 
Development. John Wiley & Sons, Incorporated 
 
Gillham, P. and Edwards, B. (2013). 'Moves of Resistance: Occupy Wall Street and 
the Struggle to Protest.' Paper presented at the Annual Meeting of the American 
Sociological Association, August 2013, New York, NY, USA. 
 
Goodrick, D. (2014). Comparative Case Studies, Methodological Briefs: Impact 
Evaluation 9, UNICEF Office of Research, Florence. 
 
Groat, L. (2002). Case Studies and Combined Strategies. In: Architectural Research 
Methods. Chichester: Wiley, pp.95-114. 
 
Groat, L.N. & Wang, D. (2013). Architectural Research Methods. Second Edition. John 
Wiley & Sons. Hoboken, New Jersey. 
 
Haas, T. & Olsson, K. (2014). Transmutation and Reinvention of Public Spaces 
through Ideals of Urban Planning and Design, Space and Culture, 17 (1), pp.59-68. 
 
Harry, J. (2018). BBC News. More than 200 UK shopping centres 'in crisis'. Retrieved: 
15 May 2019, from:  https://www.bbc.com/news/uk-england-45707529 
 



67 
 

Hemmersam, P. (2004). Shopping- Integrating the Fragmented City. Nordic Journal of 
Architectural Research, 2/2004, v.17, 97-108. 
 
Hopkins, J. S. P. (1991). West Edmonton Mall as a Centre for Social Interaction. The 
Canadian Geographer, 35(3), 268-279. 
 
Intu Properties (2019). intu Trafford Centre. Retrieved: 11 March 2019, from: 
https://intu.co.uk/traffordcentre 
 
Jacobs, J. (1961). The Death and Life of Great American Cities. New York: Random 
House 
 
Jacobs, A.B. (1995). Great Streets. Cambridge: MIT Press 
 
Johansson, R. (2003). Case Study Methodology. Royal Institute of Technology 
 
Johnson, R.B., Onwuegbuzie, A.J. (2004). Mixed Methods Research: A Research 
Paradigm Whose Time Has Come. Educational Researcher, VOL.33. No.7, pp.14-26 
 
Jonsson, M. (2014). Social Media behaviour and Public Space. Design challenges for 
the virtual Era. 
 
Karimnia, E. (2018). Producing Publicness. Investing the Dialects of Unintended 
Consequences in Urban Design- Practices in Stockholm and Malmö 
 
Karssenberg, H., Laven, J., Glaser, M. & Hoff, M. (2016). The City at Eye Level. 
Second and Extended Version. Lesson for Street Plinths. Eburon Academic 
Publishers 
 
Kärrholm, M. (2012). Retailising Space: Architecture, Retail and the Territorialisation 
of Public Space. S.1: Ashgate 
 
Leong, S.T. (2001) a. Evolution or Retail Types, in Harvard Design School Guide to 
Shopping, edited by Chung et al. Köln: Taschen, 28-37. 
 
Leong, S.T. (2001) b. ...And Then There was Shopping, in Harvard Design School 
Guide to Shopping, edited by Chung et al. Köln: Taschen, 128-155. 
 
Leong, S.T. (2001) c. Captive, in Harvard Design School Guide to Shopping, edited 
by Chung et al. Köln: Taschen, 174-191. 
 
Low, S.M. (2019). Why Public Space Matters? Public Space Research Group. The 
Graduate Centre, City University of New York. 
Retrieved: 6 September 2019,  from: https://www.cfp.abe.kth.se/research/current-
research-pro/why-public-space-matters-1.888493 
 
Lynch, K. (1960). The Image of the City. Cambridge MA: The MIT Press. 
 



68 
 

Manchester Evening News (2018). The Trafford Centre is 20 years old: Here's how it 
took shape... and what happens next. Retrieved: 15 March 2019, from: 
https://www.manchestereveningnews.co.uk/news/nostalgia/trafford-centre-15116417 
 
Mattsson, K. 1999. Reclaiming and remaking public space: Towards an architecture 
for American democracy. National Civic Renewal, 88(2), pp. 133- 144. 
https://doi.org/10.1002/ncr.88206 
 
Mehta, V. & Bosson, J.K. (2010). Third Places and the Social Life of Streets, 
Environment and Behaviour, 42 (6), 779-805 
 
The National Trust for Historic Prevention (2019). 70 years saving places together. 
Retrieved: 10 May 2019, from: https://savingplaces.org/#.VG9sdzQc6So 
 
Nessler, D. (2016). How to apply a design thinking, HCD, UX or any creative process 
from scratch. Retrieved: 12 May 2019, from: https://www.designcouncil.org.uk/news-
opinion/design-process-what-double-diamond 
 
Newman, O. (1972). Defensible Space: Crime Prevention through Urban Design. 
Macmillan, New York. 
 
Nilsson, J. (2019). A Public Space Analysis and Design Proposal for Täby Torg. 
Understanding Public Life and Designing for it. 
 
Oldenburg, R. (1999). The Great Good Place. Cafes, Coffee Shops, Bookstores, Bars, 
Hair Salons, and Other Hangouts at the Heart of a Community. New York: Marlowe & 
Company 
 
Place NorthWest (2019). Vinci confirmed for £75m Trafford Centre extension. 
Retrieved: 02 July 2019, from: https://www.placenorthwest.co.uk/news/vinci-
confirmed-for-75m-trafford-centre-extension/ 
 
Project for Public Spaces (2009). Great Public Spaces. What Makes a Place Great? 
Retrieved: 15 February 2019, from: https://www.pps.org/article/grplacefeat 
 
Project for Public Spaces (2002). Place Game. Retrieved: 15 February 2019, from: 
https://www.pps.org/article/place-game-community 
 
Project for Public Spaces (2009). The Power of 10+: Applying Placemaking at Every 
Scale. Retrieved: 15 February 2019, from: https://www.pps.org/article/the-power-of-10 
 
Sommer, R. (1969). Personal Space: The Behavioral Basis of Design. Englewood 
Cliffs, NJ: Prentice-Hall. 
 
Sorkin, M. (1992). Variations on a Theme Park: The New American City and the End 
of Public Space. New York: Hill & Wang. 
 
Stake, R.E. (2005). Case Study. In N.K. Denzin and Y.S. Lincoln (Editions), Handbook 
of Qualitative Research. Thousand Oaks, CA: Sage, pg. 236-447. 
 



69 
 

Steinar, K. (1996). Interviews: An Introduction to Qualitative Research Interviewing. 
London: SAGE. pp.124-159. 
 
SN (2019). Senaste Nytt. Inget behov av nya köpcentrum på 15 år. Retrieved 20 May 
2019, from: https://www.sn.se/nyheter/inget-behov-av-nya-kopcentrum-pa-15-ar-
sm4898565.aspx 
 
Täby (2019). Täby utvecklas. Retrieved: 12 March 2019, from: 
https://www.taby.se/taby-utvecklas/taby-centrum/ 
 
Täby, område för område. Retrieved: 25 March 2019, from: 
https://www.taby.se/globalassets/3.-dokument-per-
dokumenttyp/information/kommun--politik/guidebok_2_kvartersguide_del1.pdf 
 
Täby C (2019). Retrieved: 12 May 2019, from: 
https://www.tabycentrum.se/ 
 
The Guardian (2019). Lizarding to lingering how humans really behave in public 
spaces. Retrieved: 02 August 2019, from: 
https://www.theguardian.com/cities/gallery/2019/aug/01/lizarding-and-flex-allure-
how-do-you-use-your-city-plaza-in-pictures-field-
guide?fbclid=IwAR2CGbaxBCsQAH1u5jqhir22olVj9iRVyDBPLVlbzx0RCQh58Y14w
HxTgpE 
 
Unibail-Rodamco-Westfield (2018). The premier Global developer and operator of 
flagship shopping destinations. Retrieved: 08 March 2019, from: 
https://www.urw.com/en/portfolio/standing-assets/standing-portfolio/shopping-
centres/taby-centrum 
 
UrbanMain (2018). The National Main Street Centre. Retrieved: 8 March 2019, from: 
https://www.urbanmain.org/mainstreetapproach 
 
Urban News. Swedish National Heritage board. Retrieved: 11 March 2019, from: 
https://www.boverket.se/contentassets/5c983ab67c7e46f997853b80215ea016/urban
_news.pdf 
 
Van Schaick, Jeroen & Van der SPEK, Stefan. (2008). Urbanism on track: application 
of tracking technologies in urbanism. IOS Press. 
 
Voyce, M. (2006). Shopping Malls in Australia: The End of Public Space and the Rise 
of Consumerist Citizenship’?. Journal of Sociology, 42(3), 269-286. 
Whyte, W.H. (1980). The Social Life of Small Urban Spaces. New York: Project for 
Public Spaces. 
 
Wiberg, J. (2012). Fastighetsvarlden. Efter 20 år ska täby centrum ömsa skinn. 
Retrieved: 11 March 2019, from: https://www.fastighetsvarlden.se/fokus/projekt/efter-
20-ar-ska-taby-centrum-omsa-skinn/ 
 
Wikipedia (2018). Täby Centre 
Retrieved: 08 March 2019, from: https://sv.wikipedia.org/wiki/T%C3%A4by_centrum 



70 
 

 
Wikipedia (2019). Trafford Centre 
Retrieved: 08 March 2019, from: https://en.wikipedia.org/wiki/Trafford_Centre 
 
Wikipedia (2019). Main Street 
Retrieved: 06 September 2019, from: https://en.wikipedia.org/wiki/Main_Street 
 
Yin, R.K. (1994). Case Study Research: Design and Methods. 2nd ed. Beverly Hills: 
SAGE    
 
Yin, R.K. (2014). Case Study Research: Design and Methods. Newbury Park, CA: 
Sage. 
 
 
 

List of figures 
 
Figure 2.4. The double diamond: practical design method (ibid.) 

Figure 2.2. Multiple-case study approach by Yin (2004) edited by the author 

Figure 2.3. The location and difference in physical spaces of both cases (images via 
zoom. earth) 

Figure 2.4. The Place diagram to help communities evaluate places. The inner ring 
represents the key attributes of a place, the middle ring represents its intangible 
qualities, and the outer ring represents its measurable data (PPS, 2009) 
 
Figure 2.5. The identified stakeholders and triangulation of methods in studying the 
intentions and outcomes of the case studies (source: the author). 
 
Figure 3.1. ‘City at eye level’: the function of a building is seen first on the level of its 
plinths, the level of the eyes (Karssenberg et al., 2016) 
 
Figure 3.2. Public Space typologies that contribute to a flourishing society (ibid.) 
 
Figure 4.1. Old Farm Buildings provided space for new Täby Centre 
(Arkitekturprogram, 2019) 

Figure 4.2. Ground Floor and First Floor plans of Täby shopping Centre. The 
entrance and exit points of the mall are marked with red arrows and parking places 
are marked with ‘P’ in the plans (Source: Taby C (2019), illustration by the author). 

Figure 4.3. Main front entrance of the shopping mall with adjacent sitting, courts and 
residential area. The entrance to the side of the mall to the train station is bridged 

Figure 4.4. Well connected with the surrounding neighbourhood and can be reached 
on foot, bicycle, and local commute: bus or train 

Figure 4.5. Modern architecture- interior ceiling design and sitting places with long 
corridor walks  



71 
 

Figure 4.6. Extended vision across both floors and the modern architecture gives a 
wow factor 

Figure 4.7. Blend of interior and exterior light with open and easy access to vibrant 
elevators 

Figure 4.8. Spacious sitting place outside with play area for the kids 

Figure 4.9. Natural light and store display contributing to the public realm 

Figure 4.10. Restaurants sitting open to natural light 

Figure 4.11. The light from glass-vault ceiling goes to all levels and the presence of a 
giant clock on both ends of the mall stretch add to the public realm 

Figure 4.12. Changing and feeding area for babies, well- maintained washrooms with 
public sitting area 

Figure 4.13. Sitting places in the hallway leading to a restaurant 

Figure 4.14. Espresso house with sitting places on different levels surrounded by 
trees 

Figure 5.15. Extensive view from the sitting area 

Figure 4.16. Exit way from the Centre 

Figure 4.17. Glass-roof covered stairways outside lead towards the library and 
residential apartments, and the open parking outside the anchor stores does not feel 
abandoned or unsafe 

Figure 5.1. Before and after the Trafford Centre (Wikipedia, 2019) 

Figure 5.2. Floor plans of Trafford Centre, UK. The entrances and exit point are 
marked with red arrows and parking places are marked with ‘P’ in the plans (Source: 
Intu Properties (2019), illustration by the author). 

Figure 5.3. One of the main entrances into the Centre with wide open parking space 

Figure 6.4. Spacious free parking in garage and dock area in-between the garage 
and the mall 

Figure 5.5. Grand welcoming corridors with grand chandeliers at the entrance 

Figure 5.6. Indoor themes from all over the world; China, Egypt, Italy, New Orleans, 
Morocco, America, to attract tourists 

Figure 5.7. Donation fountain and sitting places around the fountain 

Figure 5.8. Presence of Greek statues (a symbol of mythology) make a design 
statement and keep up with the architecture of the era. A unique remarkable 
attraction with over-the-top design to attract tourists 

Figure 5.9. Image: Artificial trees and vaulted roof over the corridors add to the public 
realm 



72 
 

Figure 5.10. Multiple levels of staircases with sitting places under them 

Figure 5.11. Personalisation through hundreds of sculptures on display in the 
Shopping Centre adding to the ambiance 

Figure 5.12. Large themed food court, The Orient. The layout contains open-fronted 
counters of restaurants. The sitting area is in an arch shape and central to it is a 
swimming pool and a giant screen for the advertisement of events 

Figure 5.13. Toilets serving the food court with little or no room for expansion or 
enhancement. They provide no facilitation for people with disabilities or baby 
changing 

Figure 5.14. Cars for elderly and elevators are not conveniently reachable as they 
require significant walking distances to be covered from within the corridors and the 
parking 

Figure 5.15. Dome with detailed art adds to the public realm 

Figure 5.16. Pillars and columns in the corridors and corners add to the public realm 

Figure 5.17. Sitting places are either isolated, insufficient or not too comfortable for 
spending long hours. It is apparent with their arrangement that their design is not for 
socialisation or relaxation, rather for short stays to rest feet while shopping 

Figure 5.18. Bus stop outside the entrance and the stairways leading to the mall 

Figure 5.19. Exit ways from the centre can be enhanced by the provision of public 
sitting places and the public realm can also be improved through artwork and colors 

Figure 6.1. Results from the placegame surveys conducted at Täby Centre 

Figure 6.2. The scale (0-120) illustrates place rating result from 30 surveys on Täby 
Centre and the individual bars in the graph represent the intangible elements of 
What Makes a Great Place by PPS (2009) 

Figure 6.3. Results from the placegame surveys conducted at Trafford Centre 

Figure 6.4. The scale (0-120) illustrates place rating result from 30 surveys on 
Trafford Centre and the individual bars in the graph represent the intangible 
elements of What Makes a Great Place by PPS (2009) 

Figure 6.5. Comparative Analysis of the two selected cases 

 
 

List of tables 
 
Table 01: Information on the interviews 
Table 02: Selected times and conditions for observations 
 
 
 



73 
 

 
 
 
 
 

Appendix I- Placegame in English 
 
 
 

 
 
 
 
 
 
 
 
 
 
 

 
 
 



74 
 

 
 
 
 
 

Appendix II- Placegame in Swedish (translated by the author) 
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Appendix III- Interview outline 
 
Interview outline for Täby centre: 
 
1.   Can you define and describe your role in the development of Täby Centre? 
2.   What was the initial idea/concept behind the planning and design? What do you 
 remember that changed during the development process? 
3.   Why was this location chosen/seen ideal for this specific project? What is the 
 target group? 
4. How would you define the current identity of the Täby Centre? If you could do 

it all over, what would you like to change? 
5.   Is the concept of Main Street (traditional street) and its potential elements 

enrooted in the designing of the Centre? 
6.   Was the planning and design with respect to public spaces in mind? 
7.   What other stakeholders were involved in the planning? How much of the 

design was affected by other actors’ needs? 
8.   Were the residents involved in the planning process? How and to what extent 
 were their perspectives taken into consideration? 
9.   How would you evaluate the project in terms of: 

 a. comfort & image    b. access & linkages    c. uses & activities    d. sociability? 
10. What have been the impacts on sustainability and surrounding neighborhoods? 
11. How are the public spaces within the mall being managed and maintained in 

accordance with the design concept? 
12. Any room for improvement seen with respect to public spaces? If yes, then any 

plans realized or initiatives taken for needed changes? 
13. Are the prescribed improvements made in collaboration with the surrounding 

community? 
14. How do you imagine the future of Täby Centre? 
15. How do you imagine the future of public spaces within and around the Centre? 
16. Do you see online shopping as a threat to the succession of shopping Centres? 
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Interview outline for intu Trafford centre: 
 
1.   Can you define and describe your role in the development of Trafford Centre? 
2.   What was the initial idea/concept behind the planning and design? What do you 
 remember that changed during the development process? 
3.   Why was this location chosen/seen ideal for this specific project? What is the 
 target group? 
4. How would you define the current identity of the Trafford Centre? If you could 

do it all over, what would you like to change? 
5.   Is the concept of High Street (traditional street) and its potential elements 

enrooted in the designing of the Centre? 
6.   Was the planning and design with respect to public spaces in mind? 
7.   What other stakeholders were involved in the planning? How much of the 

design was affected by other actors’ needs? 
8.   Were the residents involved in the planning process? How and to what extent 
 were their perspectives taken into consideration? 
9.   How would you evaluate the project in terms of: 

 a. comfort & image    b. access & linkages    c. uses & activities    d. sociability? 
10. What have been the impacts on sustainability and surrounding neighborhoods? 
11. How are the public spaces within the mall being managed and maintained in 

accordance with the design concept? 
12. Any room for improvement seen with respect to public spaces? If yes, then any 

plans realized, or initiatives taken for needed changes? 
13. Are the prescribed improvements made in collaboration with the surrounding 

community? 
14. How do you imagine the future of Trafford Centre? 
15. How do you imagine the future of public spaces within and around the Centre? 
16. Do you see online shopping as a threat to the succession of shopping Centres? 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
 



TRITA -ABE-MBT- 19654

www.kth.se


