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THE PROPOSAL ARTICLE



“As we look ahead into the 21st century, the leaders will be
those who empower others.”- Bill Gates

1 Challenge

Commercial spaces and retail in particular are vulnerable to
market changes. As times change, business models rise and
fall. The mall, once displacing the towering empires of mail
order retail in the US, is today threatened to be itself displaced
by online shopping. New habits, new tastes, new ways of
living, dictate terms which pose both a threat and an
opportunity for businesses.

Shopping facilities and commercial space in general are
fundamentally an expression of the market. Market decisions
depend crucially on highly specific and consequential
knowledge. The escalating complexity and interdependence of
the modern world means an increase in sheer volume of
relevant knowledge. The knowledge required is highly diverse
and cannot be abridged. The great challenge we face is of
successfully collating and integrating that knowledge towards
meaningful, purposeful action. Growing project complexity
demands more incubation time in project research, design and
development. However in the 3 or 5 year period it takes to
develop a project, the market it was to address might not be
there any longer or might be significantly different. From an
investment standpoint this poses a considerable risk. How do
we, whether architects, business planners or investors, respond
to this climate?

This subject has been in the focus of our attention for several
years. In this proposal we will try to give an overview of the
nature of the challenge, the forces and factors that inform our
decision making and finally suggest possible courses of action.

We look to history to understand how the mall originally came
about and why it was successful in the first place. We extract
the underlying principles of that success and apply them to
new circumstances. The first fully modern shopping mall
begins with Victor Gruen mid-20th century. Fundamentally,
the mall was a response to social and economic circumstances
in the post-WWII USA. The dream of a personal rural idyll, a
house on the outskirts of town, white picket fence and the
freedom of owning a car was in demand on a mass scale. The
result was a rapid expansion of low density sprawl, and the
expansion of cities went hand in hand with the surge of the
automobile. It is this expansion that brought about the mall -
a private surrogate to public community space which was
lacking.

Gruen recognized the economic and  sociological
consequences of then present technological /andscape. The
ubiquity of the automobile meant shopping could be done at
farther places and less frequently, enabled by availability of
refrigeration. He also predicted behavior, that a fully enclosed
and air-conditioned space would cause shoppers to linger
longer and walk farther, thus spending more money — and all
of these insights will be integrated into his design.

Initially working in New York, Gruen brought about key
innovations to shop design, goods presentation and
placement, and overall customer experience. This reimagined
shopping experience is key for the mall's success. Because, the
mall was not only an outlet for shopping, but from a
sociological and psychological standpoint, an arena for
fulfilling an inherent human need for partaking in the ,soca/
theater".

These are just some of the factors which made the shopping
mall not only possible, but in retrospect, a seemingly
imminent phenomena. In the same vein, in the following
chapters we will give a concise summary and analysis of key
parameters shaping our design approach. Those are the
evolution of commerce, hybrid building types, work and
employment, and finally the importance of place and tourism.

2 Shop

The recent decades have seen the undergoing of a profound
change in social structure. A growing percentage of the populus
in the developed world is living in some type of arrangement
other than the traditional mother-father-child family. The way
people socialize in general has changed, as weak social ties
have replaced lasting commitments and strong bonds. The
median age of marriage has shifted to 27 from 22 just a
generation ago, and the number of married in this age bracket
is half of what it used to be in 1968. There is little indication
that these trends, and those that will shortly be discussed, will

experience a sudden reversal. If anything they are likely to
accelerate. And while there is a sizeable portion of the populus
in older generations, the Millennial generation and the ones
following are most relevant for the conception of the mall of
the future.

The Millennial generation, now coming to its economic
fruition, shows evident statistical discrepancies to previous
generations. Home and car buying are postponed and pushed
farther back on the priority list. A growing number of adults
throughout ages 18-31 ate living with their parents. The cost
of education and other factors are the cause of a sharp rise in
debt among this demographic. Often dubbed the renter
generation, the millennials partake heavily in the share-
economy and feel comfortable enjoying the service without
the commitment of ownership. There is a relative scarcity of
money in this age group compared to previous generations.
The leitmotif of this group is therefore ,,value®, and secking out
valwe will come up again and again as the key to commercially
addressing this demographic.

The current and the following generations of consumers are
being brought up in a global world in which they are more
conscious of the impact of their choices. Consumers have
come to view purchasing as literal endorsement, so market
transactions are increasingly gaining ethical and political
overtones. More than ever the products we choose express
who we are, communicating to the world how we see
ourselves or how we wish ourselves to be seen by others.
Consumers seck companies whose values are analogous to
their own. They scrutinize material sourcing, working
conditions, management practices as well as the social and
environmental impact of a particular product or brand. The
product has become a value statement, a message of one's
own identity. Wishing to be unique, consumers seck niche or
limited edition products, locally produced or handmade, with
stories they use to supplement their own personal story. In
general, the consumers feel less loyalty to any particular brand
than previous generations. Seeking value for their money, they
heavily research the product of interest before purchase, not
infrequently being more informed about the product than the
salesperson. Often, the consumer will test the product in
store, but ultimately purchase it from the cheapest vendor
online, because with fewer expenses online retailers can afford
smaller markups and offer competitive prices.

Quite the contrary to automated cash registers or self-service
trends, it is the service of skilled sales personnel that can be
the key advantage of physical retail space as opposed to online
shopping. But salesmen have to give actual value to the
consumer, by being more knowledgeable and experienced
than the consumer and by going the exzra mile in customer
treatment. In this case the consumer will reward the vendor
with their business.

A great way to bring value to the future consumer is by
curating their shopping experience. The consumer wants
choice but also wants simplicity. A skilled and motivated
salesperson should be the one on whom the consumer relies
to narrow down the cornucopia of choice and styles. Like an
art curator, a salesperson can interpret and piece together the
statement which the consumer wants to project to the world.
The skilled salesperson should be an invaluable asset to any
retail business, and their qualifications will need them to be
genuinely experienced and well versed in global trends, culture
and communication.

In abstract terms, shopping, the exchange of money for goods
or services should not be viewed as an activity in space but as
a consequence. Shopping should not be viewed as the
substance-like function contained within space, but more like
air-conditioning: an all permeating amenity of space. In order
to compete with online shopping, retail stores need to offer
tangible and relevant value to the consumer. Information is
free and is ubiquitous so it's of little real value to the
consumer. On a fundamental level the consumer doesn't buy
goods and services, they buy the benefits of goods and services.
And the best way to convince the customer of those benefits
is by offering them the firsthand experience of those future
benefits. Victor Gruen's lesson in the power of reimagining
the shopping expetience cannot be ovetlooked. Retail, in
order to compete with the speed and convenience of online
shopping, should really be about devising experiences for
prospect consumers, while everything experienced can be
bought. The purchase, thus, is the consequence of the
shopping experience.

3 Hybrid

Shopping centers vary according to their size, geographic
context and type of goods and services they have on offer.
Strategies used for reimagining and futureproofing city center
malls might not necessarily be applicable to regional malls,
which setve less urbanized areas, and vice versa. With the
arrival of 3D printing technology, shopping centers could very
well become production centers, where the community benefits
the use of high-tech production technology. The malls of the
future might not only be selling or producing wares, but also
growing produce, synthetic meat and other goods, as well as
having a role in energy harvesting, storage and distribution.

It is difficult to give reliable economic forecasts because the
future increasingly depends on technology, and has
consequently inherited its rapid change and obsolescence
cycle. In this climate of uncertainty the modernist architectural
philosophy of "form follows function” is a liability. As Robert
Venturi said, form should not follow function like a glove,
around each finger, but like a mitten - it should allow some
"wiggle room". Closely sculpting spaces for certain functions
which may drastically change overnight is a fragile
development strategy. The more uncertain the function, in
fact, the more wiggle room i.e. flexibility is needed. Form need
not follow function, but contain it. Ultimately, the opposite
maxim seems much more futureproof: "function follows form".

The modernist approach to space flexibility was an ,,empty
box“ paradigm, in which theoretically anything can happen.
But as time passes and the box is gradually inhabited by
certain programs, the once theoretically limitless possibilities
become more and more narrow. Not to mention that in this
empty box temporary functions tend to become permanent
because of high operational costs of any major alteration.

In otrder for the building to remain highly adaptable and agile
to change, the flexibility needs to be compartmentalized. In
this disposition each of the compartments is not completely
blank space but an archetypal space-type, calibrated towards
some functions rather than others. A bow is said to be a stick
that is 9/ 10 broken. Analogously, the archetypal space is a space
which is 9/10 complete. This compartmentalized and limited
flexibility, saturated with communication and infrastructural
amenities, keeps the operating costs low and shortens the
feasibility cycle between changes. For example, we may not
know exactly what type of event will take place in a theatre,
but we know what type of event the theatre is switable for, as
compared to a stadium or a swimming pool. By arraying and
interconnecting archetypal spaces, architecture invites and
houses functions rather than following them. It is the
functions that conform to the space best suitable. But which
functions?

Commercial space and retail in particular are vulnerable to
market changes. As economically diverse as they presently are,
shopping malls need to become more diverse. Architecturally
the shopping mall has always been a mongrel building type, a
commercial amalgam of shopping, services, entertainment and
«publicy» space. A strategy for making the mall more
economically robust is by merging its current business model
with other business types or by annexing them. In other
words by becoming a hybrid.

By definition, a hybrid building is one that houses any
function that could be profitable. As early as 1930 Raymond
Hood had the idea of The Unit Building, combining offices,
apartments, businesses, hotels and theaters in one massive
volume, in a way that all daily activities take place at the same
time. Hybrid building is one which opportunistically blends
conventional building types into a new whole. It enjoys a
dense and fruitful atmosphere and natural appearance of
unexpected activities. It takes advantage of unprogrammed
situations arising from programmatic juxtaposition. This is the
key to its success. It is a 24/7 building and a meeting sphere
of private and public space.

As the social landscape changes, the mall's services need to
address and act as a surrogate to ever broader aspects of life,
such as work, health and fitness as well as entertainment and
shopping. With the changes in culture and consumer attitudes
towards shopping and ownership in general, the shopping
center as a building type needs to re-evaluate pure retail, and
consider new business configurations.

A hybrid building cannot itself be classified as a building type
—it’s a hybrid precisely because it’s not any building type. In a



hybrid, diverse functions co-exist next to each other, all
immersed in the common pool of service-saturated areas. The
boundaries between functions and services can be potous,
resulting in novel, attractive situations. A hybrid fuses
heterogeneous programmatic entities, as well as blends
public/private domains and differing management strategies.
A hybrid welcomes architectural diversity, in structural system,
building type, material or style. In its scope, a hybrid
transcends the domain of architecture and enters the realm of
urban planning. It seeks to utilize and develop the potential of
a particular location in a bespoke architectural assembly.

4 Work

Mid-20th century when the mall was first conceived, there was
a demand on a mass scale for the idyllic rural living in the US.
Today there is a new demand on a mass scale, for a new kind
of lifestyle, and it's global. And even though there is a vast
market for some such arrangements, at present relatively few
are invited to partake in this lifestyle. The reasons why are
many fold. Due to high labor costs and vatious other factors,
much of the unskilled job market in the developed world has
relocated offshore. The work that remains is daily threatened
by ever increasing capabilities of automation. Occupations not
far ago thought as impervious to being substituted by
machines, find themselves in jeopardy, and the future of
employment as a whole comes into question not infrequently.
Consequently, many seck refuge in the remaining service
sector, where replacing human labor by robots is still
unfeasible, or in occupations least likely to be made redundant
by machines — the creative field.

What this coveted new lifestyle looks like can be discerned by
observing the top tiers of employer market. Big tech
companies like Google or Facebook have organized their
operations to reflect what the cream of job-seeking
demographic finds as most appealing living/working
arrangements. In these functioning tech-utopias, where much
of all needs are conveniently provided for, creativity and
productivity reign supreme, with a laid back approach to
working hours and dress codes, more flexibility in scheduling
and a better work-life balance. This is what ranks them among
most desirable employers. Job security and base pay rank
invariably high on the priority list, as is to be expected,
however other factors, like “recognition for job well done”,
“working with highly talented peers”, “corporate culture and
values”, are gaining strongly in importance. Creatives seck
challenging work which will allow them to develop their skills,
gain recognition from their peers, look good on a resume and
the afford them the improved prospects for future
employment.

The atmosphere of uncertainty in the job market is reflected
in the changing attitudes towards work. Creatives seck jobs
which will benefit them individually in the long run, and are
willing to compromise on base pay and other traditionally
higher priorities. Much more responsibility for one's own
career is taken, which is carefully self-managed. Thanks to
liberating effects of technology, work has become highly
mobile. To increase efficiency and avoid overhead expenses,
work is increasingly done at home or in public places such as
cafes, airports, libraries etc., in other words almost anywhere
where it’s still deemed socially acceptable to linger for a few
hours for the price of a cup of coffee. These changes are also
gradually transforming office culture. As company hierarchies
have become flat, workers are losing interest in climbing the
corporate ladder. Workers in the creative sector associate
themselves more with their profession and occupation than
with the company. Rather than moving vertically through the
ranks, they tend to move laterally, occupying the same
position in different organizations. The careers in this sector
tend to be front loaded, meaning people designate their most
work-intensive years to the beginning of their careers, when
they are most energetic and the potential for advancement is
at its peak. This often means the willingness to relocate
according to job opportunities, while all these factors
cumulatively contribute to postponing marriage and beatring
children.

Moreover, the culture as a whole is experiencing a revolution
in content production and self-expression, regardless of
occupation or age. Mostly attributed to the democratization
of tools and exponential availability of means for producing
content, the once elitist domain of content creation has now
become the popular norm. Some argue more pessimistically,
that the reasons behind the phenomena such as se/fies also has
much to do with the fragmentation of society and breakdown

of social bonds, where there is rampant loneliness and
individuals try to somehow reify and attest their existence
through the creative act. The undisputed reality however is
that unprecedented numbers of people are taking up creative
work, whether it’s making and marketing home-made jewelry,
graphic design, photography, making music or art, all of them
hoping to go wira/ and be the beneficiaries of Internet's
fickleness.

In the entreprencurial domain, tech-savvy individuals are
making good use of their skill set and market opportunities,
built on digital ecosystems such as the YouTube, iOS or
Android. This should be of little surprise considering the low
initial costs and the potential for large return on investment if
the project is successful. ILed by college dropouts' patron
saints, Gates, Jobs and Zuckerberg, droves of young people
with an acute understanding of the digital-social culture and
the current market are hard at work on the wext big thing. On
the opposite side of the table, lured by the prospect of owning
a large chunk of a future-Facebook or twitter and cashing out,
wealthy individuals are ever more willing to invest capital into
tech ventures. These two groups are in search of each other.

The Internet made both marketable and feasible products and
services which were previously insufficiently lucrative to have
a physical presence. As a way to curb unnecessary overhead
costs, professionals and service providers are collectivizing
into a new type of work space — coworking space. Tailored to
immediate needs, a private individual or business can rent out
anything from a single desk in a common room on an houtly
rate to a private office for a much longer term. By paying a fee
for a temporary arrangement, small businesses can have access
to amenities they couldn't afford on their own. In this
aggtregate economy of scale, amenities such as fast and reliable
internet, large format plotters, 3D scanners and printets, copy
machines, video and audio production equipment etc. become
available to the many. Professionals in related fields often find
this kind of work setting both convenient and stimulating.
The social component of workplace makes working much
more pleasant and the atmosphere motivational. These semi-
formal working spaces can range anywhere from a
conventional cafe, to full-on office space, and every mutation
in between. The underlying criterion being cost cutting and
convenience. More importantly, such small businesses also
have access to meeting rooms with projection equipment,
suitable for holding presentations away from home, in a more
professional and technically capable setting.

Just like Victor Gruen once took the goods out of shopping
windows and put zbe act of shopping itself as the displayed object
of desire, creative work can be the next object of desire on
display. In a manner described by Rene Girard, the creative
elite will in effect be the advertisement for this behavior, and
will mimetically create the desire in others who will want to
imitate or emulate it. Coworking spaces and creative cafes are
infrastructurally undemanding and can be applied in a variety
of spaces, and would be a programmatic asset to most city
center malls.

5 Place

Some overzealous pundits have hailed the advent of the
internet and she social (media) as the end of geography. Some
claim that social networks are replacing actual communities
and that physical space has lost its relevance. However, rather
the opposite is true. With the weak social bonds and
«company man» attitudes at an all-time low, traditional
organizations are losing preeminence as a hub. In the
economy of high lateral mobility and costs of self-organizing
reduced to virtual zero, the location itself is the single most
important organizing unit. This fact can be attested by various
industries which have always clustered in certain locations.
The places have moreover become synonymous with the
industries, such as Hollymwood or New York-Paris-Milan, not to
mention Silicon 1V alley, the techiest of them all. Contrary to the
world becoming flaz, as some put it, cultural, economic and
political boundaries are still very much a reality and need to be
taken into serious consideration. Legislative frameworks and
the availability of investment capital make real, consequential
differences between one place and another. This is why, in
this allegedly post-geographic age, areas such as Tech City
London happen in certain locations while in others they do
not.

Software and digital communication have done much for
sharing. Sharing, however, as a level of collaboration, is
relatively easy to achieve and is very limited. There are two
more levels of collaboration beyond sharing, namely cooperation
and collective action. Physical space and presence remain still
largely unchallenged as a collaboration realm, particularly in

the creative field where inspiration, intuition and serendipity
play a considerable role. This is why coworking / sharespace
businesses are on the rise. In terms of retail, the importance of
physical space can be attested by companies like Apple. Apple
decided to take more control of their brand image, which had
much to do with product presentation and their customers'
shopping experience. Apple opened a global chain of retail
stores, which soon became the most profitable retail space per
square foot in America, ahead of jewelers Tiffany & Co. Even
with companies that have no physical product, such as
Google, a physical presence has a substantial impact: Google
struggled to obtain market share in Russia and after making a
physical presence, their market share doubled.

CASE STUDY #1:
FACEBOOK

To elaborate on the importance of place, we submit the
following hypothetical scenario. To start, consider the
following question:

If, like Apple, Facebook opened a chain of retail stores —
what would they be?

As of 27th January 2016 Facebook has upwards of 1.59 billion
registered users. Often compared to nations by sheer size, the
Facebook nation would now be the most populous nation on
Harth, ahead of India and China. Dispersed around all corners
of the globe, its members can be found on any given moment
in every city major or minor, on every airport on every city's
central square, whether at home or abroad. Why then doesn’t
Facebook build embassies? Its members belong to the same
Facebook nation yet have no means, no inclination and no real
place to recognize each other and commune with one another.

Sure, Facebook is great for keeping in touch with people
we've already met. Statistics show in fact that on average 84%
of Facebook friends are from the same country, and 89% are
people we've met more than once. Facebook of all companies
has the insight to know who its members are and what they
are interested in, but it has done very little towards bridging
the social gap and connecting zew people together. Let's put it
this way: if Facebook were a GPS device, it would tell you
where you are, but not how to get where you want to go.
Facebook is mapping out the social landscape but is doing
very little to help its users actually navigate it and successfully
get to desired destinations. Why?

Part of the reason might have to do with the fact they haven't
found a model to successfully monetize this service, as they
currently sabotage their existing service by selling ad space and
user data to other businesses. If Facebook had a worldwide
retail chain, however, their monetization model could expand
from the current business-2-business to business-2-customer
and even customer-2-customer model.

The fact is that Facebook's demographic is rapidly aging. The
young ate moving on to greener pastures such as Instagram
and Snapchat. Facebook's demographic growing old doesn't
however mean that Facebook has grown up or become more
useful. The fact is that the o/ kids, the early adopters, don't
want to be oz Facebook — they want to work for Facebook.
And they should, in a way. Facebook started out with the
unstated promise of bringing the college experience to its
users. Now that they've matured as a company, Facebook
should make good on that promise: they should build a chain
of Facebook campuses around the world - for their users.

Since the industrial revolution, the cause of almost every large
private fortune came from finding a way to commoditize and
offer to general public something previously available to the
few. The experience of working for a big tech company can be
recreated in the aggregate, an experience which could readily
be commoditized and sold. Contemplating this possibility
opens up various interesting scenarios.

Offering an integrated social-software and physical workspace
platform would allow Facebook to connect people to people.
In terms of collaboration this would make possible to go
beyond sharing, to cooperation and to collective action. An
integrated array of coworking spaces, accommodation,
shopping and various services would make a campus-like
platform for decentralized task driven collaboration and
project development. These campuses or embassies, strategically
placed and connected around the globe, would facilitate the



flow of competencies and development of ideas, creating
clusters of opportunities in new, untapped talent markets.

Facebook's massive 1.590 million user base can be leveraged
heavily with compounding effects. Every user would take on
several roles in relation to projects. The same user who is the
creator of one or several projects would kickstart ie. fund
another project. The user who funded one project would be
the consumer of yet another project. All of the users would
help sort and rank various projects and users, in terms of how
much interest there is for them. In this system the whole
billion.59 user base is creating projects for itself, funding
them, developing and manufacturing them, marketing and
consuming them. All to itself, all one and the same user base.

6 Tourism

The described case study scenario is relevant because it does
not apply only to Facebook or Google and such. The same
effect can be recreated in the aggregate. Companies in other
fields — whether it’s the tech world with insight into the social
sphere, hotel business, travel business or commercial
development can recreate this “embassy effect” by taking
advantage of tourism. 1.56 billion, a number similar to
Facebook's user base, is the projected number of tourists in
2020 according to World Tourist Organization. 1.18 billion of
those are projected to be intraregional and 337 million long
haul. Tourism is 7zbe rapidly growing industry pivoting around
place. From 1950, the era of the first shopping mall, to the year
2000, international tourist arrivals already increased from

25million to 700million - a 28x increase.

The mall was originally a success because it took already
existing social and technological circumstances and simply
assembled them in a new way. Today there is an opportunity
to achieve the same effect with the pieces now available. The
current parameters have to do with the changed social
landscape and culture, new attitudes toward work and
shopping, and with the increasing role of technology in daily
life. One other trend which can advantageously be employed
in the re-imagined mall is the rapid growth of tourism.
Presently ancillary tourist services, those which derive 25-50% of
income from tourism, like wholesale and retail businesses,
clectronic entertainment, transport manufacturers, artists,
writers, advertising agencies, event management, printing
works, self-employed professionals etc., or services such as
port companies, cosmetics industry, universities, private
training institutes, architects/developers which derive up to
25% from tourism, could benefit most from deep integration
with tourism and travel.

As a rule the socio-cultural impact of tourism is generally
thought of as negative. The presence of tourists who are less
inhibited when on holiday and whose behavior is at odds with
the local cultural norms diminishes the authenticity of the
destination. The shift begins with recognizing the limitations
of the label ,tourist“. “Tourist” is a label that fails to
appreciate any value other than purchasing power. A person
traveling abroad regardless of their qualifications, be they an
educator, an artist, business man, publisher, writer or Nobel
laureate, usually finds themselves reduced to this non-descript,
almost derogatory categoty of fourist. However, when
effectively employing their intellectual and social value, former
“tourists” can become visitors which actually enrich and
benefit their respective destinations. Experts are effectively
catered directly to tourist destinations, at their own expense:
all that is needed is to create a model to take advantage of this
circumstance.

Leveraging information technology and mobile devices, the
social gap can be successfully overcome. Using a dedicated
social app, users could not only meet potential business
associates online, but conveniently book coworking space,
presentation rooms or venues. By creating a hub, an array of
spaces for working, shopping, entertainment, accommodation,
events and culture, this hub can serve as an interaction catalyst
between the incoming talents and local competencies, where
visitors not only consume but contribute and perform.

1 Future
Services

The product of the tourism business is unique in some
respects: it is bought for consumption often many months in
the future and many miles away from the point of purchase; it
also usually takes up a substantial role in a person's or family
budget and involves an element of novelty and the unknown
as actually desirable. It's essentially an intangible service which
cannot be pre-tested, so there is a factor of risk involved.
Consequently establishing a distinct and recognizable brand is
of importance. When in an unfamiliar surroundings,
customers go for what they know, for brands they recognize
and trust. Branding a tourist product builds the necessary
confidence with the customer. In order to establish a global
network of facilities suitable for leisure and recreation, but
also for work and collaboration, the tourist product would
benefit most by being set up as a franchise. Regardless what
segment of the market its intended for, a franchise gives the
crucial reassurance to the consumer without necessarily
divulging too much about the product. Tourist brands, or
rather franchises, give the consumer the confidence to
commit, relying on the franchise recjpe to deliver a pleasant and
consistent experience and service.

Predictability, while undesirable in some aspects of tourism is
crucial in others, such as cleanliness, quality of service, core
service pricing etc. When these parameters are rigorously
adhered to in a franchise, other parameters can vary to a
considerable degree, thus offering unique and exciting
configurations of services and spaces. Predictability, consistent
quality of ambiance and service is key for attracting the
demographic focused on work. If the consumer can rely on
the franchise to provide consistent working conditions
regardless of location, the idea of bringing work anywhere and
being truly productive anywhere in the world becomes
possible.

As the social landscape changes, the mall's services need to
address ever broader aspects of life - work, health and fitness
as well as entertainment and shopping. Dwelling as well is in
the grey zone, especially for those who spend much time
abroad. Just as the mall was once a commercialized, service-
saturated surrogate for community space, it can exploit this
market and offer a global, service-saturated surrogate of a
home — home+. 1t is well within the possibility of a franchise
not only to offer working globally but franchise /Zuing globally.
With the restructuring of family life, activities that were once
provided within the household like cooking, cleaning, various
maintenance and such, fall on the shoulders of the individual.
Young unmarried  professionals  value  their time
disproportionately to the perceived value of doing chores.
When not working, they spend time relaxing, working out or
hanging out, instead of doing housework, because rest and
entertainment are seen as an integral part of work
performance. These circumstances are an opportunity for the
service sector. The most convenient living arrangements,
therefore, would involve an extension of basic rent of dwelling
space to include services like cooking/catering, cleaning,
laundry etc. in a single price package. Geared toward dynamic,
mobile, tech-driven lifestyles, accommodation packages could
range from conventional room or suite accommodation to
arrangements such as capsule hotels.

In this business model the franchise is scalable, with each
strategically placed unit i.e. campus or “embassy” being able to
operate self-sufficiently and as a network node. Tailor made
each for particular locale as an architectural hybrid, each unit
could offer the possibility for variable ownership structure,
degree of autonomy, each with its own mix of services and
facilities, and generating its own revenue. However, because
of its global nature, interesting possibilities for new services
open up. Services such as cloud living, for example, thanks to
which users need not miss a beat when relocating from one
franchise location to another: all their living and working
arrangements could be stored in the data bank and reproduced
before their arrival at any other destination. Using the
dedicated social app, users could book rooms and coworking
space, presentation rooms or venues. Checking in, a customer
would find everything already set up to their taste and
preference, with a unique local flavor.

Bitcoin, Facebook credits or some other digital currency, existing
or proprietary, could use such a franchise as a spring board.
Digital credits could be used as the means of compensation
for work, while being expended for purchase of goods and

services, such as coworking space, accommodation, access to
events and lectures, health and fitness facilities etc. The
franchise branches would in turn benefit from the turnover.
These tangible, real-world incentives would increase the value
and desirability of digital currency, consequently attracting
more adopters and boosting in-house productivity, online
activities, advertising, content production and trade. With all
the economic activity within the franchise, there would be also
an opportunity of growing and streamlining the startup-
incubator business model to global scale, giving the franchise
an unparalleled insight in the startup realm, allowing the pick
of the litter, in talent recruitment and in venture projects,
allowing for very eatly buy in while reducing risk. Using digital
currency and an in house incubation framework, intricacies of
various local legislative obstacles and red tape could perhaps
be circumvented. In-house financing or crowdsourcing
framework could be offered in places legislatively unfavorable
for start-up businesses. Taking a stronger role in finance, such
a franchise would be able to take venture capital and
crowdonreing into a new era: its users could not only kickstart
other's projects by donations , but in fact users investing
credits in projects could own quasi-shares in the venture and
be paid dividends in digital currency. Using the dedicated
social app, users could check on their investment “stock” and
credit balance. Using the dedicated social app they could also
then expended their credits on goods and services. All within
the franchise.

Few aspects of life remain unaltered in the recent years and
education is no exception. The future of education is as
unclear as ever. The accelerating evolution of disruptive
technologies is shifting ground beneath many occupations and
professions. In many fields traditional educational institutions
and their students are struggling to anticipate what the job
market will be 4-7 years down the line, which now seems a
very long time. The burdening cost of high education and its
duration drives many to rather seek acquiring practical
knowledge and specialist skills since a college diploma no
longer guarantees employment. Rather than attending college
and acquiting a broad knowledge base, more people choose
investing the equivalent time on building references and
honing narrow expertise, which is what employers are looking
for. Studies show that professionals in the creative sector
spend on average 13.5 hours/weck of unpaid time on self-
educating in order to stay competitive. Education, therefore, is
a growing market.

If the inertia of traditional institutions in the developed world
makes the case for an organic, third party driven education, it
is made even more so in the developing world. In the
emerging markets traditional educational infrastructure is
often wholly absent. With emerging formats such as Khan
Academy or TED talks etc., the gulf between being a pupil
and an educator is ever narrower. Successful specialists are
promptly given the limelight, and are just as promptly replaced
with someone whose content is deemed more valuable.
Harnessing the growth of tourism, a user driven curriculum
built on an integrated platform can bring sate of the art
learning opportunities anywhere on the globe. Education
would facilitate the local solutions for local problems, growth
of local economies and competencies without the need for
charity. Successful models could then readily be copied,
adapted and employed globally. Local needs could be
addressed with grassroots entrepreneurial movements and the
local knowhow. A global education/business platform, a
robust node-network, decentralized and distributed. Using the
dedicated social app, users could purchase tickets to events or
be themselves engaged to speak, perform and collaborate.
Their engagement would be paid in digital credits.

The future of customer relation is social, whether it's business-
2-customer or customer-2-customer mediated by business.
The future of social in turn, is about more than any particular
product or setvice; it is about building a culture. It’s a holistic
approach to users' needs and desires. With scale, the
possibilities become almost limitless. With a globe spanning
franchise of “campuses”, “embassies” or whatever the name,
the franchise could have its own lineup of ambassadors and
celebrities. It could offer endorsement contracts to their star-
users, engaging them for lecturing tours, workshops and
appearances in order to attract other users, the general public
and bank on admission fees, services and retail. A new
constellation of Elon Musk type of celebrities, the creative,
entreprencurial superstars, and tiers of sub-rank endorsees
making a living by doing what they most love doing: traveling,
working and lodging in spectacular places. That is the brand.
Young talents from all around the world, even in direst of
circumstances, would have a hope, a powerful new dream to
pursue, a strong incentive to help themselves by helping and
contributing to the community — the local community and our
one, global community.
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CASE STUDY #2:
ZAGREB FAIR

To further elabhorate and perhaps clarify the architectural
positions and approach in this proposal, we submit an
example, a case study based on factual real world
parameters. Our particular approach is deeply contextual
and comprehensive in scope, in which the place itself
dictates the criteria and methodology applied for developing
architectural outcomes.

Using this approach, it was not possible to submit
architectural drawings or schematics for a hypothetical
place given in the competition brief. A hypothetical place has
no history, no soil, no climate, has no neighbors, no culture,
no politics, no architectural context or morphological
vocabulary - all crucial parameters needed to assemble an
architectural framework. All crucial parameters, more
importantly, to assemble an economic and cultural engine,
which is our vision of the mall.

To he able to demonstrate our approach we need real world
situations, because it's only those which are sufficiently
saturated in information and narrative required. We took
advantage of the broad conditions given in the competition
brief and submitted a situation we know intimately. We
chose the city hest known to us, Zagreh, a mid-sized
eastern-European capital of an EU member state, rich in
history and culture. We find it a place as good as any to
demonstrate our concept, hecause we believe that provided
sufficient key criteria being present, any place has the
potential for sustaining a reimagined mall.

ZAGREB AND ZAGREB FAIR

Since the year 1850 when Zagreb was officially founded till
modern Croatia's independence in 1991 the city grew from a 3
square kilometer to a 550 square kilometer city. Its population
grew from 39.000 to just under of a million in the same period, a
20x growth. To put this in perspective, consider that ex- Austro-
Hungarian Empire capital Vienna, grew from 1.6 to 1.7million, or
just 1.1x in the same period. In the century and a half of rapid
expansion, politically and economically adverse conditions
fostered shrewd urban tactics and practices in city planning and
governing. One of Zagreb's instrumental institutions is the
Zagreb Fair, now sadly devoid of relevance, but a powerful and
useful paradigm nonetheless. Its history began with the history of
the city itself, as a livestock market situated in the very same spot
where the nation's main squate, the “Jelaci¢ plac” is today. Acting
as an urban catalyst it has been strategically relocated no less than
five times over the period of a century, further out the expanding
city, even crossing the river Sava. During the 1940s and 1950s
Zagreb Fair had its heyday. It was the only international trade fair
at which the cold war adversaries, the US and the USSR, both
competed to show their productive prowess and innovations. It
was the time of the “Non-Alignment Movement” through which
Yugoslavia's president Tito sought to establish a global role for
Yugoslavia and gain business opportunities in the Third World.
More importantly, the Zagreb Fair was not a one-time event but a
permanent institution tightly interwoven with the city itself.
Opening up to innovation and ideas from around the world,
Zagreb itself served as the testing ground, where much of the
latest tech, but also social and business models, were
implemented. With the fall of the Berlin Wall and the later local
political reshuffling, both global and local underpinnings that gave
the Zagreb Fair its own niche in the market were inexorably gone.

ECONOMIC CONTEXT

Since the conclusion of the 1990s war of independence, Zagreb's
role as a tourist destination has been steadily growing. Visits and
occupancies in Zagreb are year round but peak in summer
months. It is also home to the country’s foremost university and
thus attracts a substantial student population from the whole of
Croatia and the region. Those two groups complement each other
in terms of occupancy — just as students return home or leave for
spring break, the tourists atrive. Furthermore, a demographic
breakdown shows that a large part of Zagreb's visitors are
themselves students and young adventurous people in creative
professions. Foreign students and creatives act as attractors for
the same local group and vice versa.

Croatia lacks opportunities for young professionals who, feeling
underpaid and undervalued, emigrate or are employed by foreign
organizations. Croatian skilled labor is relatively cheap compared
to its western Huropean equivalent. If used to advantage, this
price discrepancy can give Croatia a competitive edge. There have
been some developments in the IT sector and on the startup
scene several incubators are in existence, only one or two worth
the mention. On the whole, however, a national development

strategy is lacking. This agenda would nicely fit the bill of the re-
vamped Zagreb Fair as a permanent city interface of business,
education and small entrepreneurship. Several studies were made
none of which came to life as of yet. In terms of retail, Zagreb is
over capacitated with malls squabbling for the limited and not too
prosperous customer base, with several malls practically vacant.
Today, in order to save its once powerful and now rapidly fading
inheritance, Zagreb Fair would be best to remember its original
paradigm and update to a current business model. Rethinking the
roles and possibilities of a trade fair, Zagreb Fair needs to sobetly
assess and evaluate what Zagtreb and Croatia have on offer, to the
region and globally. By contracting in size, focusing on local
products and competencies that are attractive as exports, Zagreb
Fait and the city of Zagreb itself could reaffirm their role as an
economic gateway to the EU, a meeting place and regional leader
to Bastern Europe. A space organized for interaction between the
visitors and the same local demographic would be the core
programmatic function of the future building. It would have the
facilities able to house various activities, such as seminars,
workshops and lectures, product launches and marketing as well
as cultural events and complimentary services such as shopping,
parking, data farm etc.

POLITICAL CONTEXT

Typologically, not one single conventional building type would
adequately house and reconcile the various programmes required
for the new Zagteb Fair. Therefore a hybrid was the only
architectural framework fitting. Projects of this type and
magnitude are a socially sensitive issue in Croatia. Much of it has
to do with the many instances of irregular privatization of state
property after the war. Partly it is the cultural inheritance of
socialism which is suspect of business and new capitalist practices
from the outset. Private-public partnership is a known mechanism
of project development in Croatia and in this instance the most
opportune one to employ. On the other hand, only private
interest has the incentive, the means and fundamentally the vision
to develop a project of such a scope. A symbiotic relationship
between public and private sphere would therefore be the one
most sure to succeed and to be favorably received with the public.
The revenue generating privately owned programmes would be
the economic powerhouse which could largely finance the
development in exchange for the grant of public land. Private
commercial spaces juxtaposed to open-to-public activities could
be not only starkly contrasted but finely graduated. A palette of
business model blends could be devised, such as partly state
subsidized private business or city owned facilities granted in
concession to private businesses.

Croatia has unfortunately known instances where public-private
pattnership developments weren’t built as planned. Therefore, the
privately owned and run spaces would be housed on top of open-
to-public spaces, ensuring the economically weaker partners get
their space built first and the project is completed as designed. As
a layering strategy the most public functions are planned in spaces
which are the most accessible to public (such as ground floor; -1;
+1), while the programme gets more private the further up or
down.

LOCATION REQUIREMENTS

The requirements for the location were set as following: 1. the
vicinity of city center, cultural landmarks and toutist attractions; 2.
good coverage by public transportation and transit infrastructure;
3. the vicinity of/tangent to strong pedestrian routes; 4. in the
vicinity of schools, university buildings and/or student
dormitories; 5. adequately sized plot. The building's height was
limited to 22m from the outset in order to avoid the much stricter
and more complex local fire code for buildings exceeding that
height. Of two prospect locations the one chosen had
considerable advantages. It is a plot of land #apped within
triangular railway embankments in central Zagreb, and split in
halves by Savska Street, one of the city's busiest pedestrian routes.
The plot chosen is the western half of the embankment-isolated
triangle which remains largely undeveloped. Its main drawback,
namely being cut off from the rest of the urban tissue, is what
preserved this area from being developed. At present, it contains
sporadic warehouses, an abandoned hangar and slum-like
individual housing. In terms of zoning, the area is designated for
public functions, with a small patch designated for infrastructure.
A further argument for the necessity of public-private partnership
is the necessity of changing the zoning to public function in its
entirety, which requires the involvement of cities governing
bodies. Furthermore, in order to integrate this area with the rest
of the city would require the removal of a large part of the
northern side of the embankments, which are the plot's confines.
The railway is to be elevated on a viaduct, while the embankment
to the south-west is to remain as is. Only a project deemed of
national importance would be able to generate the necessary
political will to be fully seen through, while private investors on
their own would be unable to ever make adequate use of this
locale’s potential.

One of the reasons for selecting this particular plot is its history.
Zagreb Fair in fact previously occupied the building in the
immediate vicinity, which was later repurposed to a museum. Also
the eastern half of the aforementioned embankment-isolated
triangle is at present occupied by Studentski Centar («Student
Centrey; SC), an area of various public facilities and venues for the

use of University of Zagreb's students, once the epicenter of a
lively cultural and political student scene. While SC's relevance has
gradually dimmed, it is still a strong attractor of student
population and the related demographic groups.

DESIGN & FUNCTIONS

Conforming to existing pedestrian and vehicular traffic, sightlines
were chosen as focal points where axis of symmetry or access
points were to appear. With regards to the railway, several
preliminary studies have been made, the most notable of which
proposes submerging the section crossing the city center under
the ground. In order to future-proof the building, the new
development was designed as to be able to easily adapt to an
underground railway should that project ever come to fruition.
There are two underground levels housing parking for visitors of
various programmes. Shopping was placed conveniently adjacent
to parking and to possible future railway link, but also to take
advantage of other visitor circulation. 3 venues, two conventional
auditoria and one with telescopic seating are placed on the -1
level, opening up to the multi-storey lobby which integrates and
visually links the entire building from within. On the ground floor
expansive open and closed galleries are arrayed for various events
and expositions, each of which can operate separately or in
tandem with other spaces without interrupting any other
functions. The lobby dubs as a multi-functional space. Logistics
are handled at the back-of-house area, supplying all the diverse
functions through several cores. Shopping, office space, kitchen,
hotel and galleries are independently and continuously supplied
with no interruptions. Above ground a large kitchen is placed to
not only supply the dining area but provide catering for all the
building’s programmes, such as venues, the hotel, offices and
other functions. Meeting rooms are also placed conveniently near
the central lobby.

With the target demographic in mind, the hotel rooms are
planned as rather basic, mid-tier category. All other hotel
amenities are outsourced to other businesses within the hybrid.
This way a mid-tier accommodation can have ready access to
amenities far above its categoty, while keeping the room prices
relatively low.

Office space is a mix of open plan and enclosed offices. It’s
suitable to house traditional offices or coworking space. The open
plan allows even small manufacturing/assembly, convenient for
small businesses, especially in tandem with available storage areas
on ground level and -1. As a complementary service, the level -2
houses a data farm. A press room is placed on the penultimate
floor for the use of various businesses and media. Using the city
of Zagreb and the mountain Medvednica as a backdrop, it would
construct a distinct viewpoint, a signature image unifying its
various activities in the media-eye, while also being a tool for
promotion. Highly visible not only from within the building but
from the newly formed park, railway link and the city itself, the
south-eastern jutting tip of the lobby is planned as presentation
floor. The glass facade could be used as an interactive screen
informing and inviting passersby, or could slide to the side and
mesh and interact with the space outside.

New city’s public areas are formed in front of the development,
above the shopping and the car park, suitable for leisure and
various open-air manifestations. A further step in the
public/private synergy would involve the adjacent city-managed
building. The former Zagreb fair building in the immediate
vicinity should relocate the present Technical Museum and return
to its former fair programme, working in tandem with the
public/private hybrid. The presently disused museum-park in
front of the museum, which is literally fenced off from the busiest
pedestrian street in Zagreb, should be opened up and repurposed
to a square. This repurposed public area should be linked by a
promenade with the newly formed park and square in front of the
new building. The pleasant and functional public space would act
as a dynamo, charging and moving the commercial/private
components in the assembly. The incentive and vision of private
enterprise would, in turn, bring diversity and continuous
“happening” to the place. Self-service shopping and various other
commercial innovations were first introduced in Zagreb via the
Zagreb Fair under the president Tito, and subsequently
implemented throughout the city. New types of businesses and
practices could be devised and employed in this new space,
primed to spark and sustain innovation and implement it both in
the city itself and globally.

CONCLUSION

In this case study we’ve endeavored to succinctly illustrate the
breadth and contextuality of parameters analyzed and
implemented in an architectural outcome. Peculiarities of local
economy, demographics, transportation as well as history and
culture are considered when making decisions of location choice,
programme layering, architectural morphology etc. Zagreb has an
existing metaphor of Zagreb Fair, which is an opportune guise for
our agenda in this particular context. Other locations would
produce unique and differing outcomes, with different ingredient
ratios, placing more emphasis on retail, education,
accommodation, toutism etc. We find it advisable or even
necessaty to address and employ such diverse domains, in order
to ensure the continuing relevance and prosperity of the future
mall.
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Twin towns of Kaptol and gradec merge and
become Zagreb. Sava is unregulated. A livestock
market is established.

The market is displaced to accomodate the

expanding city.

The city surpasses the railway link as its

southernmost border.

Zagreb Fair is the exclusive exhibition arena of
USA and USSR, as well as the third world
countries.  Its nestled between railway
embankments.




Zagreb Fair crosses the river Sava and helps establish
Novi Zagreb (New Zagreb). It now has several

national pavillions and has grown considerably.

Our proposal: bring back the Zagreb Fair to the city’s

centre and update it’s operation model.




L
Tram lines/stations (red), railway link (brown), Tourist points of interest, culture and
road network (white). sightseeing.

Schools, university buildings, student facilitites.

Sightlines/symmetry (yellow), focal points/entry
(blue), continuing morphology (white dots).
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AREA BREAKDOWN

-2
- parking 13.330m
GPM: 281
car to go: 26
- data farm 2.200m?
- mechanical 600m?
- foier 440m?
-1
- parking 4.310m?
GPM: 93
car to go: 21
- auditoria
2 X 3641290 1.060m?
+ hall 1.060m?
- warehouse 1.780m?
retail 6.880m?
© storage 280m?
P
- closed galleries 1.120m?
- open galleries 1.960m?
- storage&mech. 1.310m?
- recycling unit 140m?
- ATM 50m?
- gift shop 140m?
+1
- hall 1.270m?
- restaurant&bar 1.910m?
- showroom 980 m?
*©  meeting rooms 350m?
- hotel 850 m?
*  terrace 220 m?
+2
- office 2.430m?
+ hotel&reception 1.000m?
+ hall 180m?
* terrace 250m?
*  meeting rooms 290m?
- club 180m?

+3

- office 2.930m?

- hotel 1.050m?

© press room 250m?

+4

- office 2.930m?
+5

- mechanical 1.050m?
TOTAL AREA =54.780m?2

office
press room

hotel

drinks/food

galleries
auditoria

storage/mech.

data farm
shopping

parking




CASE STUDY:
ZAGREB FAIR




This concludes our competition proposal.

Thank you.



