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RESEARCH 



Definitions 

A shopping center is different things to ....t ifferent people.l 

To the customer it means a group of stores with ample park

ing, no traffic wonies, minimum walking distances, variety 

of merchandise, and a pleasant atmosphere in which to shop. 

To the merchant it ~eans a business location with adequate 

parking, tremendous drawing power, all service facilities, 

flexibility in floor space, substantial and well designed 

buildings, landscaping, - - in short, a location wherein 

all merchants band together to furnish services none could 

afford singly, and in turn, to receive services and trade 

which could not be given to him singly. 

Modern shopping centers are relatively new, the concepts 

are changing, new solutions are constantly sought, new 

problems arise. There is no tradition for the auto-age 

regional shopping center, no set of rules, few set concepts 

and a great deal of misunderstanding and misinterpretation, 

due mainly to the lack of common shopping center language. 

The following definitions are becoming standardized:2 

1. Neighborhood Shopping Center - serves 10,000 to 20,000 

people. It has a core of food and drugs. Sells mostly 

convenience goods. 

1 V. Gruen, "Shopping Centers", Progressive Architecture, 
Reinhold Publishing Company, June 1952, p.65 

2 Ibid. 



Definitions 

2. District or Suburban Center - Serves 20,000 to 100,000 

people. It has a core of a large supermarket or small 

department store. In addition to convenience goods, sells 

apparel, hardware. Adds depth to merchandise. 

3. Regional Shopping Center - Serves a population of 

100,000 or more. Has one or more major department stores 

as a core. Has great depth and variety in merchandise. 



History 

The Greek Agora may have been the ancestor of our present 

day shopping centers , either directly or by chance . The 

similarities are interesting . It was the :rJ arket place 

and , at the same time, center of city life . The Agora of 

Assos was made up of a mall, flanked on one side by the stoa 

or market hall, and on the other side there was a bazaar . 

The stoa was two- storied, with the back set against the 

mountain edge and promenade on the l·,Iall side . The bazaar 

was three floors, the top floor opening on the Mall, and 

the bottom floor, for service and storage, had its opening 

on the street down the mountain side. A temple at one end 

of the mall , a council house at the other and a theatre 

further down the mountain side conpleted the center. 

Temporary shopping facilities under a t ent were set up in 

the mall . 
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History 

The present day shopping center began as an experiment to 

go with suburban living. It grew out of early Sears and 

·:Jards branches built on a lot with a place for parking 

customer's cars. It evolved from a single unit into a 

series of stores under one management. Then, later the 

series of stores took on clear characteristics as tryouts 

became sucessful practices. Early developments we.ee the 

ventures in Baltimore at Roland Park, in Kansas City by 

J. C. Nichols, in Dallas by Hugh Prather, in Houston by 

Hugh Potter. The pioneers of the Twenties and Thirties 

created the pattern for the merchandising phenomenon that 

is the shopping center of today.l 

1 H?rnbeck, J .s., AIA, Editor, . ~esign 4or Hodern Herchan
dlsing, F. W. Dodge Corp., 19J4, p.l 6 



Preliminary considerations 

From the time a shopping center begins, as a neucleous of 

an idea, until construction begins, many factors. must play 

upon the considerations of the developers, the owners, the 

managers, the future tenents, the planners, the architects, 

(in short everyone who has anything to do \vi th the planning.) 

Many of these factors are beyond the control of the archi

tects, yet they will affect the future of the center and 

the archi teet will do \vell to heed their importance. Listed 

here are seven prerequisites that must exist for potential 

sucess: 

1. Ownership organization of high executive ability, energy, 

perseverance and responsibility. 

2. Qualified financial planning. 

3. Sufficient shopping potential in area chosen. 

4. Site big enough, sul table for econo1;1ical construction. 

5. Easy accessibility over highways with su1Ticient unused 

traffic potential. 

6. Key tenant (department store) lease or leases. 
/ 

7. Proper financing. 

The architect can hardly govern the ownership organi

zation except that he chooses to work with them and may be 

able to advise them, both in responsibilities and financial 



Preliminary Considerations 

planning. The job of choosing the site may fall in part 

upon the architect, in which case he will have to rely upon 

a survey of the shopping potential to guide in determining . 
the area and size of site required. Accessibility over 

highways, it has been found, may not be a good thing. The 

key tenant, sound financial planning and proper financing 

are closely linked and are in the hands of the management. 

In the discussion of Shopper's World later it will be shown 

how these factors work together to produce a successful 

center. 

Eleven planning principles that influence to what extent 

the potential will be realized are:l 

1. Sufficient parking quantity of highest quality for quick 

easy parking. 

2. Planning for dense foot traffic by completeness and 

depth of shopping facilities, a tenant pattern of strength 

and variety, grouping of tenants by careful premerchandising 

plan. 

3. Complete separation of customer and service traffic and 

elimination of service facilities for public conciousness. 

4. 

5. 

1 

Reasonable walking distances from parking to stores. 

Attractive pedestrian areas. 

"How to Plan A Shppping Center", Architectural Forum, 
March, 1954, p. 144 



Preliminary Considerations 

6. Weather protection by colonades or canopies. 

7. Architectural unity and sign control. 

8. Community activity areas - auditoriums, eating places, 

etc. 

9. Provisions for expansion which will not destroy successful 

basic concept. 

10. Center-wide conveniences as air-conditioning and pickup 

stations. 

11. Protection of surronding residential areas and roads to 

prevent blight with subsequent deterioration o£ center's 

business. 

One of the phenomena of the postwar building activity has 

been the mushrooming of nammoth shopping centers in and 

around all major trading areas. Shopper's World, near 

Framingham, Massachusetts, was among the first and heralded 

by many as a prototype. It opened early in 1)52 and by 

January, 1<754, it went bankrupt. The original plan called 

for a large department store at each end of a mall which was 

flanked by the smaller shops on two levels. Only one of 

the department stores was built, no tenant coul1 be found 

to occupy the site planned for the other building. The one 

department store built, being the necessary core of the 



Preliminary Considerations 

center, was not required to pay rent rates as high as the 

smaller stores. When a center is planned, financially to 

contain such a tenant, it cannot charge so much rent that 

that it can't attract that tenant, and falls to the mercy 

of the prospective tenants. In the case of Shopper's World, 

the one department store secured was in fact subsidized by 

the center, and the pedestrian traffic plan did not have the 

entirety originally planned. Yet the shops prospered and 

the manage:nent went bankrupt. At best, a moral can be drawn 

from this example: The center should not rely too heavily 

on any one development financially, and should be complete 

when it is built, allowing for expansion of shops which 

prosper. 

The big stores bring the customers but the small stores 

produce bigger gross rents. For instance, one existing 

center which has particularly developed the small tenant as 

a source of high income gets 37% of guaranteed rent from its 

small stores, which occupy 15% of the area. Another gets 

40% of its guaranteed rent from 26% of its area. The presence 

of well-merchandised small stores apparently contributed, 

too, to the well-being of the center as a whole. The highest 

volumes of sales by large stores seem to be produced in 



Preliminary Considerations 

centers containing a good representation of small stores. 

These advantages must be balanced against the fact that 

small stores generally have lower credit ratings. Also a 

high gross rent from small stores does not necessarily mean 

a high net rent, because the small stores always have higher 

development costs - sometimes as much as ~7.00 per square 

foot higher than large stores.l 

Prime factors affecting the sales volume of individual 

tenants are (1) relationship of tenants to parking; (2) 

store layout; (3) flow of pedestrian traffic past all 

stores; and (4) flexibility in master plan to permit 

expansion of strong stores.2 

What makes a shopping center?2 In general these are the 

ingredients for a good shopping center: 

1. A site layout t :nat will provide a store group with 

minimum walking distances, both from parking areas and 

within the store group itself. 

2. A store group that can be merchandised to provide the 

greatest interplay between stores. 

3. An arrangement that eliminates all poor store locations 

and difficult parking stations. 

1 "How to Plan A Shopping Center", Architectural Forum, 
March, 1954, p.l44 
2 Ibid. 
3 Hornbeck, J.S., AIA, Editor, Desi~n For Modern Merchan-
dising, F. W. Didge Corp., 19~, p.l 7 · 



Preliminary Considerations 

~. Separation of foot traffic and automobile traffic and 

elimination of all service facilities from the public 

consciousness. 

5. A management that is efficient and capable of obtaining 

cooperation from individual tenants for the benefit of the 

whole center. 

6. A unified architectural tuilding group that looks like 

a shopping center and not an assemblage of miscellaneous 

stores. 

7. Omitted from the above listing are the inflections, the 

interpretations, the iru1ovations th~t must be made in order 

to apply these ingredients to your site and local collaitions. 



Site 

Factors to be considered in selection of site:l 

1. Accessibility - the center must be accessible and may 

completely alter previous traffic patterns. If entrances 

and exits are too near a major intersection, the inter

ference with through tr<....fiic can c.reate a congestion 

problem. Traffic planning must make it easy to turn right 

into the center. 

2. Size - should be at least suf i." icient to provide the 

minimum acreage set up by the preliminary estimates from 

the market analysis. The allowance of space to grow is 

a safeguard for the future, particularly with centers in 

mushrooming suburbs. The site should be all in one piece, 

not cut up with minor streets or highways. There must be 

room enough for buffer zones. 1he shape of the site can 

exert undue inf luence upon the resulting layout of buildings. 

Beware the odd shaped area that may be purchased cheaper, 

for it may make good planning difficult or impossible. 

3. Parking - area possibilities so that development is 

not difficult and resulting in complicated or confusing 

solutions. 

~. Utilities - should be on or near the site. The problem 

of obtaining water, sewers, storm drainage, and power should 

be looked into before property acquisition proceeds too far. 

1 Hornbeck, J.S., AlA, Editor, Desi~n For Nodern Merchan
dising, F. W. Dodge Corp., 1~54, p.l 7 



Site 

5. Topography - The older idea that th7 flat open site is 
I 

best no longer holds. Two-level parking which permits 

two-level entrance to department stores is today a popular 

arrangement; some developers even create such a multi

level scheme when they have a level plot. Under certain 

conditions, a sloping site can also make construction of 

delivery truck tunnels easier and cheaper. 

6. Sub-surface Soil Conditions - should be investigated 

at the earliest opportunity, for, if unfavorable, they 

may make foundation work unduly expensive. Caution is 

advisable when such hazards as hydrostatic pressure, rock 

blasting, deep excavation, or others must be dealt with. 

7. Zoning -may prove to be the greatest problem in the 

selection of the site. Local opposition to re-zoning a 

tract of land for shopping center uevelopment may be 

expected, particularly if the center is to be close to a 

built-up single-family residential section. Where the 

center is to be located close to existing residences, 

buffer planting strips are essential to prevent adverse 

effects upon residential values. 



Parking & Traffic - Requirements 

The parking ratiol, number of car spaces provided for the 

total square feet of sales space, of 1000 square feet of 

gross building area (basement, first floor, mezzanines, 

and upper floors, but excluding service outside the stores 

such as boiler rooms, truck tunnels, and service docks) 

is an accurate way of arriving at the parking required. 

Twice as much parking area as gross building area produces 

6.7 cars for each 1000 square feet of building. A three 

to one ratio produces 10 cars per 1000 square feet of 

building. 

The two to one ratio is suitable only for a neighborhood 

center with a high parking turnover and a large percentage 

of walk-in trade. Elsewhere, the minimum satisfactory 

ratio is three to one, and more is preferable. 

In determining area, at least 300 square feet must be 

allowed for each car. This. figure includes a percentage 

assignable to moving lanes. But where there are access 

drives, pedestrian walks, storage magazine area and 

landscaped areas to be incorporated, ~00 square feet per 

car is the corredt allotment for estimating. 

To reduce walking distances, parking areas should be equally 

1 Hornbeck, J.S., AIA, Editor, Design For Modern Merchan
dising, F. W. Dodge Corp., 195~, p. 160 



Parking & Traffic - Requirements 

distributed around the shopping areas. The customer's 

parking his own car is cheaper, smoother, entails no 

waiting, and is best for rapid turnover. Attendant 

parking is justified only where higher class stores are 

grouped - generally on very expensive sites. 



Parking & Traffic - Schemes 

There are two preferred patterns for parking arrangement: 

angle or perpendicular . Perpendicular or 900 parking is 

generally favored because it combines economy of space 

with ease of circulation . It allows two-way movement, eli

mination of expensive curbing , better sight lines, and 

greater safety. When used, a width of 65 feet is required 

for two rows of cars separated by a central two-way aisle. 

Angle parking allows for easier entering of a stall and for 

one- way traffic and also narrower bays . Where 4-5° parking 

is used, minumum width of bays can be 50 feet, with one-way 

movement . With two- way movement, 60 feet is required . 

Angle pat t erns are advisable only for areas where the space 

is restricted or where local pr eferences govern. 
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Parking & Traffic - Schemes 
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Parking & Traffic - Service Drives & Tunnels 
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The amount of apron space will depend on the over-all length 

of the tractor-trailer, and the width of the opening into 



Parking & Traffic - Service Drives & Tunn51s 

which it must back. This is shown in the table above with 

minimum distances given. 

The angle parking docks will depend also on the angle used. 

Overhead clearance should be 1~ feet for standard trailers 

range up to 12 ft. 6 ins. in height. Special loads such as 

heavy machinery may need greater clearance. 

Maximum width of standard transport units is eight feet, 

so that a minimum clearance of ten feet should be allowed. 

If there is a right angle turn in a narrow driveway extra 

space must be allowed on the inside of the turn, as illus

trated in the sketch on right. 

Truck tunnels have a basic effect on the design of a center -

they are accompanied by full basements with convienent and 

desirable rental space. Gruen and Smith think it may be 

more than coincidence that the highest total revenue per 

square foot seems to be produced by projects with largest 

amount of basement area (coupled .with underground delivery). 

Thus it is possible that truck tunnels may be more important 

as rent producers for basement space than they are as 

service conveniences. 



Parking & Traffic - Service Drives & Tunnel~ 

The underground tunnel leads directly to the developement 

of the mall plan. The mall is pleasant, presents no oar 

hazards, produces strong locations, shortens walking dis

tances, and can cover the mall. The tunnel is expensive 

but when it can be afforded, it offers the ideal solution 

to the problem of separating customers and deliveries. 

Without a service tunnel, the mall scheme requires that 

service courts be provided. The problem then becomes one 

of screening the courts from view. Such courts must be 

large enough to permit truck·maneuver within their area, 

and if not carefully handled, give a "backyard" appearance. 

If a service tunnel is used, a control center is practical 

for controlling the entrance and exit doors, as well as the 

protective devices mentioned later. Southdale, see examples, 

has found that this control center has eliminated the need 

for watchmen in the stores above. Almost every element of 

a shopping center can use storage space separate from the 

store or office area. The areas open to the public can best 

be utilized and more compact if space is provided in the 

basement for storage. 



Parking & Traffic - Pedestrian Strips 

Raised walkways between rows of parked cars are not needed. 

l-1ost people prefer to walk toward the shops on the wider 

car driveways. "Where you have plenty of cheap land," states 

Hugh Potter of Houston,"we should favor putting in a wide 

pedestrian strip. But where land is tight, we eliminate 

the strip but usually provide some bumper protection." If 

such strips are used, they have to be at least seven feet 

wide to allow for bumper overhang and the passage of two 

people abreast. There is general doubt whether walkways 

are worth the cost and the space involved. 
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Building Group - Plan Types 

The Strip is made efficient and economical by placing 

stores side by side with common end walls, a,,,united front 

and service concentrated in the rear. As the size of the 

center increases, the advantages are outweighed by the 

disadvantages. It becomes too elongated, foot traffic is 

diluted, and walking distances are increased. The strip 

plan is adaptable to small neighborhood centers. 

The Court is attained by shaping the strip plan into a 

court or series of courts with its basic advantages 

retained while new ones are added - visual distances are 

decreased, walking distances can be lessened, and f~ot 

traffic improved since more key store locations are created. 

The court is adaptable to neighborhood and district centers. 

The Ring or closed court creates equal trade locations, 

increases foot traffic, and reduces walking distances. 

Court may be used for parking if large enough and gives 

the stores excellent contact with parking areas. 

The Mall is essentially two strips face to face. This 

grouping has advantages which increase as the size of the 

center is increased. Building area is increased with a 

decrease in walking distances. Volume of foot traffic is 

increased and more strong store locations are created. If 
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center is large enough to d warrant expense of undergran 

deli very a single service road below the mall v!ill serve 

the stores on both sides. The mall may be covered or in

closed to provide complete weather protection. This 

type is adaptable to any size center, from the neighbor

hood arcade to the impressive regional mall. 

The Cluster plan is a carefully plotted informal grouping 

of stores which can range in size. It may combine all 

four of the basic types - s t rip, ring, court and mall - to 

produce a tightly integrated store grouping with maximum 

interplay between stores. Extreme care must be taken with 

this plan to maintain close contact between parking and 

shopping areas, and to avoid "lost" store locations.l 

The Latin American concept of all shopping facilities 

under one roof has been adapted in a few instances, but 

generally these have been cases of markets offering 

specialized merchandize such as fresh foods or curios, 

gifts, and novelties. The principle advantage would 

be a large interior space which could be divided by 

screens and serviced with few complications. This plan 

does limit the size of the shops and would prevent any 

v. Gruen, "Shopping Centers", Progressive Architecture, 
June, 1952, p.67 
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great freedom on the part of the tenants in their merchan

dising programs. 



Building Group - Elements 

The elements of a shopping center fall, generally into two 

categories, the large store or stores which pull the 

shopper into the center, and the small shops which provide 

the variety of merchandise and services. In the large 

regional centers, shoppers travel from twenty to thirty 

minutes away. The supermarkets draw shoppers from ten 

to perhaps fifteen minutes away. These are the stores 

which bring large crowds into the center. The small 

stores then profit from their location in the midst of 

the crowd, and in turn provide the shopper with a better 

selection of goods in more various price ranges as well 
' 

as the convenience of completing a shopping trip in one 

area of plentiful parking. The greater the range of goods 

and services available to the shopper the more likely the 

whole center will prosper. Then it follows that the 

number of shops in a center is based upon the sales paten-

tial of the area. 

It is when the center is limited by sales potential or 

size of site that careful planning of the goods and services 

must be considered in order that the advantages of a 

grouping of stores can be fully realized. Shoppers who 

are making their weekly (or semi-weekly or daily) trip to 
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the su 

Permarket are not usually interested in trying on 
fur coats 

or pricing silver tea services. They may be 
attracted into a t s ore displaying the latest styles in 

inexpensive Play clothes or a soda fountain for some 

refreshments. A group of dry goods stores, dress shops, 

mens shops and childrens shops benefit from the larger 

crowds attracted by the variety of goods offered more than 

they suffer from competition. Actually the competition 

helps the stores to stay alert and maintain their stocks 

to satisfy the shopper, leading directly to a more 

successful shopping center. 

A shopping center can fill the needs of a community or 

neighborhood as a common meeting or social center, and a 

center which fills this function will profit from the 

good-will and friendliness created. If shopping is fun, a 

pleasure and not a chore, and if crowds gather for purposes 

other than shopping, then the sales potential is increased 

and more non-rental sources of income have a better chance 

of success. Entertainment attractions after the shops are 

closed will draw crowds from greater distances, and an 

invi tlng atmosphere "\·!ill cause them to return when they 

can see more of the goods offered by the shops. 



Building Group - Elements 

A complete shopping center will offer both goods and 

conveniences. Laundries and dry cleaners are now expected 

in every center of any size. Whether they are laundromats, 

pick-up stations, or complete plants may depend upon 

zoning regulations. Other service offerings may be of the 

office type, ranging from insurance to doctors and lawyers. 

Again, consideration must be given to the selection of 

services which will benefit the center as a whole. Some 

designers feel that offices can be better accommodated in 

separate office buildings than in second floors over stores. 

Such a scheme allows special parking space, separated from 

the shopper. 

The following non-rental sources of income may profit the 

management of the center if they are planned: 

Utilities - electricity, chilled water, steam 
Garbage collection 
Watchmen's services 
Window cleaning 
Porter and sanitation service 
Haintenance in tenant premises 
Advertising space on mall 
Leasing of gasoline station . 
Public accomodations ~ pay tollets, lockers, telephones 
Sales promotion activities 
Rental of assembly areas 
Children's concessions 
Taxi sta:ads 



----------------------~----~B~u~il~d~i~ng~~G~r~o~u~p~-~E~l~e~m_e_n_t_s 
The following is a partial list of elements which may be 

incorporated in a shopping center: 

§.TORES 

Supermarket 
Drug store 
Department store 
Hardware store 
Small appliances 
Ra~io, T.V., phonograph 
Children's furnishings 
Variety atore 
Jewelry 
Furniture 
Fabric 
Tabacco 
Lamps 
Luggage, leather goods 
Dress shops 
Men's stores 
Florist 
Bakery 
Candy 
Sporting goods 
Records, music 
Gifts 
Shoes 
Bookstores 
Cosmetics 
Toys 
Artist's supplies 
Camera-shop 
Decorators studio 
Paint and wallpaper 
Pets and pet supplies 

SERVICES 

Beauty salon 
Barber shop 
Laundry 
Cleaners 

STUDIOS 

Commercial art 
Dance 
Language teachers 
Photograp:her 
Piano, music teachers 
Radio studios 

PUBLIC 2ILiliTAil'HfuNT 
AHiJ GAT~--UNG · 

rlestaurant 
Movie 
Bowling 
Skating 
OFFICES 
Doctor 
Dentist 
Insurance 
Optometrist 
Investment 
Architect 
Realtor 



Building Group - Basement_ 

The basement is a useful storage area and low-rent sales 

area. It can contain several services provided by a 

shopping center such as an income producing children's 

playroom with a carnival and zoo, a shoe repair; barber, 

beauty shop, post office, toilets and locker space. It 

can be the nerve center of the center with the "lost and 

found" department \including lost children), emergency 

phone switchboard, fire control center, burglar alarm 

center, a.nd the public address system and canned music 

center. The basement sales areas would be reached both 

from the store above (furniture stores almost require 

large low-rental areas) and from the public areas in the 

basement. 



Building Group - Store Front Design 

The usual way of h · andllng shopping center store fronts is 

for the dev ~loper to assume the cost of a standardized 

front. In th eory, the tenant who wants something different 

if he is allowed to have it - pays the difference. Actually 

tenants with strong bargaining power negotiate extras. 

The system nonetheless fosters standardization, especially 

for non-chain tenants, the very ones who depend most on 

individuality and who should be the spice of a center. 

Seeking individuality at Northland, which like Southdale 

was designed by Victor Gruen and Associates, the developer 

there assumed the cost of tenants' stores although tenants 

chose their own architects. Variety was gained, but cost 

ran high and supervision horrendous problem \vi th about 

eighty individual store jobs trying to get finished simul

taneously with the center itself. 

At Southdale, instead, the tenant was given a store front 

allowance, plus some interior finish allowanc·es, and chose 

not only his own architect but also a contractor who was 

not the center general contractor, so that each job would 

get its own supervision and workmen. Allowances for fronts 

were enough to buy something good, not enough to buy fussy 

arcades; $48.00 per front foot on court or lanes; $66.00 



Building Group - Store Front Design 

per front foot on exterior. This, incidentally, is an 

indication of construction cost savings permitted by the 

enclosed court - also taking into account the fact that 

interior \valls (in effect, the real fronts) are more elab

orate than exterior. 

Other allowances were .8~ per square foot for ceiling; 

.75, electrical distribution; .53 to ~1.53, ductwork. 

Flooring, fixtures,and lighting were paid in full by tenants. 

No transferring of allowances from one item to another was 

allowed. The system worked so well that hindsight suggests 

only one possible refinement - slightly higher allowances 

per front foot for small stores than for large o 



Personal Interviews 

Mr. James Ennis, manager of Cobbs Department Store in 

Indiana Gardens, seemed to be satisfied with his location 

and planning, but had not given much thought to any partieular 

plan ideas that would have made his position better. He was 

of the opinion that the small shops across the street were 

not benefiting by their locatio~ any more than if they 

were in any other location on 34th Street. Mr. ~nnis 

stated that unless the shopper were familiar with Indiana 

Gardens that there was nothing to identify it as a shopping 
I 

center except for the small sign recently erected which is 

not clearly visable. ~~.Ennis and a shoe salesman were 

both impressed with plans for a shopping center in Abilene, 

Texas, where Cobb's is building another branch store. The 

center there will be "in a horseshoe shape with landscaping 

inside and parking all around it." When asked how deli

veries would be made to the stores, neither of the men 

could remember having noticed. t~. Ennis felt that the 

service drive for his store was satisfactory. He said 

that most of their deliveries were in small trucks from 

their large warehouse, but that the variety store received 

shipments directly from distributors using large trailer 

trucks, and of course the supermarket received goods in 



Personal Interviews 

large trailer trucks. 

He went on to say that Indiana Gardens had a basement 

(30 feet wide and the length of that building group) 

that was used a great deal. When the idea of the service 

tunnel was presented to Mr. Ennis, he felt that "Lubbock 

was not ready, yet" for such a big scheme, but thought 

by having two fronts on a store such as his, greater free

dom could be used in the layout of the sales area. 

Mr. Clarance Blackburn, manager of Furr 1 s Food Store 

located in Family Park Shopping Center, stated he was very 

pleased with the location on the site of his store, customer 

parking facilities, and the great amount of storage space 

and large meat preparation room. He did not particularly 

like delivery service from the street in the rear of the 

center, which is residential. 

when asked about an underground service tunnel, he wondered 

about getting the merchandise, especially fresh fruits and 

vegetables, and meats, from the unloading dock to cold 

storage rooms in the store. When it was explained about 



Personal Interviews 

the conveyor belts, he agreed the tunnel would solve his 

merchandise receiving problem. 



- Examples 

Southdale, opened in October, 1956, was designed by Victor 

Gruen and Associates for the Dayton Company at Minneapolis. 

Southdale has three levels inside the building and two 

levels for parking. The air-conditioned mall is covered 

and filled with sculpture, foliage planting, kiosks, a 

sidewalk cafe, flowers, promenades, pools and fountains, 

and a feeling of pleasant metropolitan busyness. Light 

is both artificial and natural with ample ways of moving 

the shoppers between levels by stairs, escalators, and 

ramps, both inside the stores and outside in the mall. 

Unlike Shoppers World, Southdale brings ~n the shopper 

from tHo levels. The lower level is the basement with 

the truck service tunnel below the mall. The mall is 

scaled to man, not the auto or grand scale so common in 

such centers. This scale is intimate and leads to the 

busyness which attracts the shopper to the different 

levels. It contributes, also, to the feeling of being 

in the center of a whole building, not just outside 

looking at many separate parts. 

service cores of elevators into the basement are compact 

and convenient to every store 1 s interior. The enclosed, 

air-conditioned court pays its way by permitting use of 



Examples 
interior materials on the "fronts" of the stores, which 

are Partitions, not ·walls. The court also serves as an 

air Plenum and makes operation of the air-conditioning 

plant more economical. 

Southdale's vital statistics are site size, 8~ acres (plus 

400 surrounding acres integrally planned for offices, 

housing, etc., as proof against blight); 72 stores; 5,200 

parking stalls plus 1,800 overflow; rental areas, 810,000 

square feet including 195,000 square feet in Dayton's 

Department Store, and 140,000 square feet in independently 

owned Donaldson's Department Store; trade area population, 
-

250,000 in 15 minutes; estimated business, ~~0 million by 

fifth year (most conservative); cost including fees, ~20.00 

per square foot rental area. 

Mondawmin Center in Baltimore, owned by the Mondawmin 

Corporation, and designed by architects Kenneth Welch, 

Pietro Belluschi, Dan Kiley, and Fisher, Nes Campbell and 

Associates, opened in October, 1<)56. r1ondawmin has one 

large department store, an in-line mall with an open end 

for a possible second big store where roof parking is now. 

To keep this end from languishing, the two big secondary 
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PUlls, supermarkets, face each other across the main archi

tectural PUll - the open court. As with Southdale, Mondaw

min has three levels, the bottom level is the basement with 

the truck service tunnel. Parking is on two levels and the 

shoppers are brought into the levels of shops from the 

parking areas. Mondawmin's basement is a question mark. 

It is there because of the underground truck road, and 

much of it is as yet unused. If the center grows, this 

space will be in demand for storage and perhaps by more 

office tenants. Hindsight may say that depressed cul-de-sac 

loading for the big stores without full basement, is 

preferable unless a basement can be thoroughly ration

alized from the start, like Southdale's. 



THE PROBLEM 



Location 

The location chosen for this problem is the area in the 

Leftwich-Monteray Addition on 50th Street. It is between 

Elgin and Gary Avenues, and from 50th Street to 5~th 
Street. The site is very nearly ideal. It is already 

zoned for a shopping center, it~ located in a fast growing 

residential area, and has the utilities, accessibility 

and size required. Although the new high school property 

is directly to the north-west, across 50th Street, the 

school is located along the northern side of that prop

erty, approximately six hundred feet from the traffic which 

will be heavy when the 50th Street development is completeo 

By locating the entrances as far from the intersections 

as practical, the traffic problems created will be held 

at a minimum. 



Site Plan - Traffic and Parking 

The site Plan developed directly from the need to place 

the buildings as far as possible from the surrounding 

residential areas and the need to separate the service 

traffic from the consumer traffic. There will be buffer 

zones in the form of green strips on all sides of the site. 

Parking will be perpendicular or 90o, with the lanes 

running perpendicularly to the building group. This 

arrangement is the simplest and prevents most of the 

awkward conditions often resulting from one-way drives, 

angle parking, and complex lanes. Parking spaces for 

approximately 2,500 cars is provided. No parking is 

allowed along the curb of the simple rectangular building 

group. Green strips run through the parking area to 

break up the monotony of the large paved space. 



Building Group 
For th· 

ls problem I have included the following stores: 

Supermarket 
Department store 
Variety sto.ce 
Drug store 
Children r s ware· 
Dress shQp 
Men• s store 
Hard.ware store 
Bakery 

Shoe store 
Gift shop 
Cafe 
Music shop 
Florist 1 s shop · 
Beauty salon 
Barber shop 
Cleaners 
Automatic laundry· 

An office building is also included to furnish space for 

the studios and offices which will best serve the neigh

borhood. It is intended that these offices will be of 

the sort which will not require all day parking, but will 

attract persons for short visits. The management of the 

center will also have offices in this building. 

The building group is arranged around the mall, providing 

two or more store fronts for each shop, reducing walking 

distances, and ueveloping a court (or mall) where the 

pedestrian is not to be concerned with the close proximity 

of automotive traffic. The mall is in effect the roof of 

the service tunnel which separates the shopper entirely 

from the unattractive service drives and traffic, and 

permits a more flexible plan. The stores with the largest 

consumer attraction are placed at the four corners of the 



Building Group 
group to create a uniform and dense flow of pedestrian 

traffic With the smaller shops along this pattern. 



Building Group - The Mall 

The Width of the mall is a result of the width of the 

service tunnel, in part, and is limited, too, by the desire 

to create a space small enough for walking and protected 

from the dangers of automotive traffic. I feel that a 

small intimate space, almost crowded, will create an 

enviroment more condusive to shopping than a large space 

with too much room for the human element and vistas to be 

admired from afar. If the consumer can see the merchan

dise offered in the windows across the court, he \olill 

probably take a few more steps to get a closer look; 

whereas a great distance ~:!i th a vague purpose is not 

likely to induce any customer to go out of his way. The 

movement of a denser crowd is more likely to attract the 

shopper to the far corners of the center and will promote 

a"downtown" shopping spirit more than the same crowd spread 

out in a large park-like area. 



Building Group - The Pavilion 

A pavilion is located in the mall to provide a space for 

the activities of the local clubs such as cake and cookie 

sales, for auctions and rummage sales, for displays by 

art groups, garden clubs, and civic groups, and the many 

shows sponsored by the merchants or the management of the 

shopping center. Such use of this pavilion will attract 

crowds, engender a valuable spirit of good will, and 

promote a community pride in the location of the center. 

The pavilion, a simple roofed area is 40 feet square, 

providing a space large enough to seat approximately 

160 persons. Nov able seating, screening, staging, etc. 

will have to be provided by the management as well as a 

flexible lighting and public address system. Storage 

for this equipment must be nearby. Other uses for the 

pavilion mp.y be dances and public parties; demonstrations 

and displays of new merchandise; and educational lectures 

for the public and employees. 



----------------------------------~B~u=i~l~d=i~n~g~G~r~o~u~p-=-~s~e~r~v=i~c~e 
The service f i h or the center will be through a tunnel w t 
the 

ramp down beginning at the east side of the site and 

coming Up at the west side of the site, one way traffic 

only Will be permitted to facilitate the movement of the 

trucks through the tunnel. 

It is Planned for the least interference possible with 

the automotive traffic. The tunnel doors will be controlled 

electronicly. Employee parking is provided in the center 

of the basement with the truck traffic spl~t around this 

space. 

Unloading will be alongside docks into the storage areas 

under each shop. ,;J:hen shipments are broken down, the stock 

can -._ e moved u~ to the shops on the dumb\-Tai ter as needed. 

Due to the lar [ e turnover of stock in the supermarket, 

shipments will move directly from the trucks to the stor

age and work areas above on conveyor belts in order to 

eliminate unnecessary handling of the goods. Mechanical 

equipment will be placed in the basement. Small storage 

areas are also provided in the basement for the occupants 

of the office building. 



-----------------------------B=u=i=l~d=i=n~g~G=r~o~u~p __ -_F_l_e_x_~_·b_i_l_i_t~y 

Since the needs of the tenants in terms of square footage 

Will Vary from time to time, this center was designed for 

expansion or reduction of interior store areas within the 

set exterior walls. All interior walls are non-load 

bearing and may be moved on a module of four feet with

out upsetting structure or design. 

Additional expantion may be attained by further exca

vation for basement sales area. 

In the office building, only the vertical transportation 

core is fixed. All other partitions are movable for 

easy rearrangement of office space. 



------------------------~B~u~i~l~d~i~ng~~G~r~o~u~p~-~O~v~er~a=l=l~D~e_s_l~·g~n-
In order that the building group will have a unity of 

character an overhang over the walks and similar archi

tectural features have been incorporated into the design. 

The store fronts, however, are slightly different from 

each other but each is in the general character of the 

center. Where possible, the shops have greater width 

and less depth than usual, for greater freedom in store 

~ayout, and a feeling of openness that will invite the 

customer into the court. Shops are related, where possible, 

in keeping with the pedestrian traffic scheme, and with 

other shops. The cafe, for instance, is nearest the 

office building, and the bakery is near the supermarket. 



C 0 N C L U S I 0 N S 



-------------------------------------------------~C~o~n=c~l~u=s~i~o~n~s 
Functionalism was the key note in the designing of this 

shopping center, as evidenced by the underground service 

tunnel and storage space, completely separating customer 

and service, adequate customer parking and layout of 

store locations. 

By designing a center stressing proven customer attractions, 

even at a higher cost, this center should be able to draw 

patrons from other sections of the city. I believe Lubbock 

merchants, in the near future, will realize the need for 

well planned shopping facilities. 

The overall exterior design has been selected to blend 

well with the surrounding residential neighborhood, 

complement the adjacent property, and provide a happy 

atmosphere in which to shop and work. 
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