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Argumentation of choice
of the studio

I chose this studio because currently, the built
environment is facing a lot of challenges related to the
scarcity of space. Such challenges as increasing
digitalization, population density, and sustainability goals
are causing us to reevaluate the quality of our
surroundings. How do we create space for buildings
according to our current needs while also respecting the
historic value of the built environment? This studio will
allow me to gain a better understanding of what heritage
means, and how it can be valued while adapting to
changing trends in society.

Graduation project

Title of the graduation
project

Recreational Place Attachment in Inner City Shopping
Centers

Goal

Location:

Centrum Rotterdam, The Lijnbaan

The posed problem,

There is an increasing snowball effect of
vacancy in key shopping streets within
the Netherlands due to high rent prices.
The Lijnbaan shopping center is one of
them. Horeca (mostly fast-food chains)
and International Stores ( mostly
footwear & clothing) can afford these
prices and are beginning to dominate
the program of these shopping streets.
However, these branches are
increasingly being replaced by online
shopping. The physical shop is not
needed anymore, demonstrating a lack
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of diversity and choice in programs
influencing the incentive for shoppers to
visit shopping centers. The experiential
value becomes increasingly important
for retailers to increase the number of
visitors, the length of stay, and the
desire for shopping by visitors. To make
shopping “fun” again, new forms of
leisure need to be incorporated into the
shopping center model.

research questions and How can the Inner City Shopping Center
perform as a recreational space to
create place attachment?

design assignment in which these result. A recreational public space that
stimulates movement, meeting, rest and
play for users.

The design will focus on a better connection between the stores and surrounding
streets/squares to improve the recreational quality of the public space. This mostly
includes the redesign of the facades in connection with the streets and questioning
the future of mobility. There is a big pay&go culture that is all concentrated in the
promenade. The overcrowded nature is influencing the quality of the potential
meeting points that are meant to offer a place for recreation. To improve this, the
design will mainly focus on the design of the facades of stores in connection with the
exhibition and side streets as well as the meeting squares. The role of future mobility
and retail concepts will also play an important role in the redesign.

Process

Method description
1. Literature Review: Defining the various actors contributing to the
recreational value of shopping centers.
The research will first develop a general understanding of the factors.
that define recreational behaviour, to thus be able to identify
recreational activity and spaces in shopping centers. Additionally,
more literature review is needed on place attachment,
meaning defining the elements that make up form, function and meaning.
2. Case Studies: The Lijnbaan
After establishing the various actors involved in defining the recreational
user, the form, function and meaning of a space, the three proposed relationships
(Cognitive, Behavior & Emotional) can be applied to the context of a shopping center.
The research of these networks will be supported by the analysis of the case study
the Lijnbaan
3. Network Analysis: Tracing place attachment by users to recreational
activity in shopping centers.
e On-site documentary analysis through photos & film
e A plan and mapping analysis
e An analysis by conducting interview




¢ Studying municipality reports of current ambitions, restrictions and opportunities
* News reports on the current branches present at the case-study to understand
changes in retail trends and demands.

4. Recreational Value Assessment: Creating recreational place attachment

in shopping centers.

After conducting the research, it is important to assess the recreational

value present in the chosen case study to understand what actions need

to be taken for a redesign of the shopping center. This will be based on the HA
Matrix, which uses both the Shearing Layers of Brand (Surroundings, Site, Skin,
Structure, Space plan, Surfaces, Services, Stuff, Spirit of Place.) and the values by
Riegel. Brands model allows for the evaluation of the relationship between people
and place in different layers. For the value assessment of recreational space, a
different set of values will be proposed for the HA Matrix that will replace Riegels set
of values.




Literature and general practical preference

e Backstrom, K. (2011). Shopping as leisure: An exploration of manifoldness
and dynamics in consumers shopping experiences. Journal of

Retailing & Consumer Services, 18(3), 200-209.

e Perera, K. J. T., & Sutha. (2018). Factors influence on consumers’

leisure shopping behaviour in shopping malls and its future research direction-
literature review. International Journal of Scientific and Research
Publications, 8 (2), 203.

* Guiry, M., Magi, A. W., & Lutz, R. J. (2006, December). Defining and
measuring recreational shopper identity. Journal of the Academy of Marketing
Science, 34(1), 74-83.

* Haynes, J. B., & Talpade, S. (1996). Does entertainment draw shoppers?
The effects of entertainment centers on shopping behavior in malls.

Journal of Shopping Center Research, 3(2), 29-48.

e Norberg SC (1980) Genius Loci: Toward a Phenomenology of Architecture.
New York: Rizzoli

e Sergi V (1997) Public Space and Social Identity. In: Remesar A(Eds.),

Urban Regeneration: A Challenge for Public Art, Universitat de Barcelona.

e Williams DR, Roggenbuck JW (1989) Measuring place attachment:

Some preliminary results. Proceedings of the National Recreation and

Parks on Leisure Research. San Antonio, Texas, pp: 1-7.

e Canter, D. 1977. The Psychology of Place. London: Architectural

Press.

e Matthew C, Tim H, Taner O, Steve T (2003) Public Places-Urban Spaces:
The Dimentions of Urban Design, Architectural Press Oxford, Boston,

USA, pp: 312.

e Altman, ., & Low, S. M. (1992). Human Behavior and environments:
Advances in thoery and research. In Place Attachment (Vol. 12, pp.

1-328). Plenum Press. https://ia801403.us.archive.org/29/items/IrwinAltmanSethaM.
Loweds.PlaceAttachment/%201rwin%20Altman%20%26%20
Setha%20M.%20Low%20%28eds.%29%20-%20Place%20Attachment.pdf

* Baghaee, S., Nosratabadi, S., & Aram, F. (2021, 03 09). Driving factors
behind the social role of retail centers on recreational activities. Cogent
Business & Management, 8(1), 1-22. https://doi.org/10.1080/23311975.2021.
190521

e Dilaveroglu, B., Polatoglu, C., & Ciravoglu, A. (2021). A Review of
Actor-Network Thoery as a Potential Tool for Architectural Studies. Eurasian
Journal of Social Sciences, 9(1), 44-60. 10.15604/ejss.2021.09.01.005

e Gorter, C., Nijkamp, P., & Klamer, P. (2003, May 16). The attraction

force of out-of-town shopping malls: a case study on run-fun shopping in
the Netherlands. Tijdschrift voor Economische en Sociale Geografie, 94(2),
219 - 229. TU Delft Library. https://doi.org/10.1111/1467-9663.00250

e Gosseye, J. (2013). Collectivity and the Post-war European Shopping
Centre. Architecture and Education Journal, 4(8-9), 245 - 264. https://recil.
ensinolusofona.pt/bitstream/10437/6514/1/4236-14098-1-PB.pdf

e Hashemnezhad, H., Heidari, A. A., & Hoseini, P. M. (2013, Winter).




“Sense of Place” and “Place Attachment”. International Journal

of Architecture and Urban Development, 3(1), 5-12. Retrieved

04 13, 2023, from

https://ijaud.srbiau.ac.ir/article_581 a90b5ac919ddc57e6743d8ce32d19741.
pdf

e Kuipers, M., & de Jonge, W. (2017). Designing from Heritage, Strategies
for Conservation and Conversion. TU Delft. https://core.ac.uk/download/
pdf/354552628.pdf

e Peterson, E. K., & Urban, A. (2022, December). Socializing at the
Shopping Mall: A review of literature to reassess the social value of the
american mall. Aresty Rutgers Undergraduate Research Journal, 1(4), 1-6.
Research Gate. 10.14713/arestyrurj.v1i4.211

e Prus, R., & Dawson, L. (1991, Spring). pychology, 3 Shop ‘Til You Drop:
Shopping as Recreational and Laborious Activity. The Canadian Journal of
Sociology, 16(2), 145-164. https://doi.org/10.2307/3341271

e Schulz, C. N. (1979). Genius Loci: Towards a Phenomenology of
Architecture. Rizzoli. https://marywoodthesisresearch.files.wordpress.
com/2014/03/genius-loci-towards-a-phenomenology-of-architecture-
partl_.pdf

Reflection

1. What is the relation between your graduation (project) topic, the studio topic (if
applicable), your master track (A,U,BT,LA,MBE), and your master programme
(MSc AUBS)?

The graduation project connects with the studio topic because it explores how the
heritage of a building can be valued from different perspective. The Lijnbaan holds a
historical and monumental value, while the shopping center itself holds a economic,
social and recreational value. With changes in societal trends, the meaning of these
values change too which will have an influence on the method of intervention of a
heritage building. How can the shopping center be revitalized by respecting its
historical value and adapting to the changes related to its economic, social,, and
recreational value? This is where the studio topic and graduation topic become linked
with the master track Architecture. The answer to such a question leads to a proposal
of how to intervene architecturally that respects the different values of the shopping
center. This decision is supported by prior research and analysis on case studies and
theoretical frameworks, which makes the project a research & design assignment,
hence connecting with the master programme.

2. What is the relevance of your graduation work in the larger social, professional
and scientific framework.

Societal Context

Shopping centers make up an important part of the urban fabric of cities. It not only
serves as a commercial space but also as a place for the community to meet and
play. Particularly in post-war Western Europe, shopping centers became a product of
urban reconstruction and urban development plans that were funded by
governmental authorities, who perceived these retail structures as a building block for




constructing a more egalitarian society. A growing trend existed in the correlation
between the spatial and the social. Architects and Urban Planners of the 1960s were
fantasizing about the reconstruction of urban environments for the restructuring of
oppressive societal structures by paying more attention to creating spaces that could
satisfy people’s desires and stimulate spontaneous interaction. It is therefore
important to investigate the relationship between people and places in shopping
centers, especially during a time when the future of physical retail space in urban
centers is relatively uncertain. The growing trend in recreational consumption
behaviour has led this research to focus on the bonds between users and recreational
space in inner city shopping centers.

Academic Context

There are many studies that indicate that by integrating recreational activities in
shopping centers, customer satisfaction and participation can be improved. More
retail centers are using this as a strategy to create an attractive shopping experience.
However, there is limited knowledge of the motivation for recreational activity and
recreational space in shopping

centers. Many studies are involved on the benefits of recreational activity for social
sustainability and how to influence consumer behaviour through recreational
activities, but not so much on how recreation can create place attachment and how
recreational consumer behavior has reshaped shopping centers. These questions
form a gap in the field of recreation and place attachment, which is important to
explore because this knowledge can be an asset for the revitalization of the 20th-
century shopping center.




