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Architectural design criteria for Malls 
(From Mason : 2010). 

Description The link to the design criteria for third spaces 
(established Chapter 4)

REDUCED AFFORDANCE Affordance within the mall environment is kept as low as possible. 

Affordance can be described as the level in which the built 

environment allows you to control and do your will in the space 

around you. Usually characterised by niches, steps, seats, ledges 

etc in the urban environment.

COMFORT

Increased affordance. The sedibility of a site is key to people 

remaining there and using the space. The amount, type, orientation 

and availability of seating in the site had a huge impact on the way 

it was used (Whyte, 1961). 

TENANT MIX Segregates the desired from the required and is usually conceived 

in plan but further reinforced through spatial and material qualities.

ARCHITECTURAL RELATIONSHIP

Anchor buildings can act as a point of interest and activation for the 

third spaces.

ORIENTATION Can be difficult as the homogenous nature of the environment 

coupled with the saturation of signage.

COMFORT

Orientation aspects. 

Whyte (1961) Identified that sun was an important factor (evidence 

from the time-lapse camera suggested people used the space with 

the sun)
ART Art always had a place in the built environment and the mall is no 

different. Like street art the art within barely requires interpretation 

and is placed as an urban reference, a reference to high culture in 

the low brow setting, a reference to community.

PERSONALISATION

Art in the landscape encourages levels of personalisation – 

opportunities to interact with the environment and a reference to 

the community.

ENTRY Arrival features help to orient the consumer from the expanse of 

the parking lot as well setting up the illusion of grandeur at the 

threshold or the liminal space before entering.

LINKAGES AND SEQUENCING / LEGIBILITY

 Clear point of entry and exit. 

NATURAL CONNECTION Planting and water enhance our primal sense of place features and 

sooth tired shoppers. This alongside creating exotic setting that 

implies freshness and cleanliness and also promotes a sense of long 

establishment where large trees are inserted. Water symbolises 

civilised society and reality as well as providing tranquil sounds.

COMFORT

A successful place should be designed to incorporate water and 

trees (Whyte 1961).

Table 5-1, Mason (2010) criteria of the design of the mall 
environment link to Third Place design criteria
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Architectural design criteria for Malls 

(From Mason : 2010). 

Description The link to the design criteria for third spaces (established Chapter 4)

ENTICEMENT Through the spatial system with the introduction of curved circulation. 

An architectural enticement daring one through the space with the 

anticipation of something else being around the corner. Corridors 

seem shorter

LINKAGES AND SEQUENCING:

Urban open space theory and other theory such as Urban Mosaic Theory 

(Forman: 1995) looks at how space is linked together for the user, creating 

a kinaesthetic experience, a vision and journey through a series of spaces 

creates positive places, where the user can experience the ‘whole’ rather 

than any single part in isolation
STOREFRONT 

RHYTHM

(Section and plan) and the placement of windows and displays entice 

the consumer through the mall. Usually a developer covenant restricts 

store owners to the scale and type of store front allowed whereby an 

overall homogeneity is created with a predictable visual rhythm.

ARCHITECTURAL RELATIONSHIP:

The active street facades make movement through space easier and more 

enjoyable. 

SCALE And proportion of the circulation to the built form allows shoppers to 

take in storefront on both sides of the circulatory space. Obstructions 

within these spaces are usually at a low level human scale to keep 

visual connection. Large scale places denote places to stop, small scale 

places to move.

ARCHITECTURAL RELATIONSHIP:

Human scale environment – avoid shattering the human scale. “Small in 

scale means exciting intense and ‘warm’ places” – Gehl (2010)

VISUAL CUEING Visual cues places inside the circulatory paths serve to tantalise and 

act as magnets drawing a consumer through and into the space 

further than they may want to go. Visual cures also occur in flooring 

patterns and wall patterns.

LINKAGES AND SEQUENCING:

Visual cues are used in the third spaces to draw a person through the 

sequence, such as vistas. Materials are used to enhance visual cues in the 

landscape such as flooring patterns and wall patterns.
SIGNAGE 

ADVERTISING

Signage saturates the space and their non uniform nature as far as 

scale and positioning create a temporal and spatial dislocation, 

disorienting the shopper.

LEGIBILITY:

The legibility of a place refers to how well the space ‘reads’ to the observer. 

Landscape uses signage to orientate the person and make the landscape 

legible however designs also include other aspects that make the design 

read well such as paths nodes and edges. 

Table 5-1, Mason (2010) criteria of the design of the mall 
environment link to Third Place design criteria
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Architectural design criteria for Malls 

(From Mason : 2010). 

Description The link to the design criteria for third spaces (established Chapter 4)

 TIME Time is suspended through the notable absence of clocks and 

reinforced through the careful spatial sequence of the mall. Note 

views out are restricted to the sky only.

COMFORT:

The Third Places of the landscape accept the elements of time.

CLEANLINESS Is used to reinforce the safe and non urban nature of the mall, a utopia. SAFETY CONTROL:

Maintenance & CPTED factors
SERVICE AND PRODUCTION SEGREGATION Segregation of goods delivery reinforces the abstract commodities on 

sale by hiding the necessary evils of delivery and refuse.

Many techniques are employed  to ensure landscape appear well 

maintained.  Delivery and refuse tend not to be the focal points of third 

spaces.
FLOOR PLAN The Gruen Effect – The floor plan is laid out to express the will of the 

developer to one consumer. By affecting the circulation of patrons in 

order to optimally expose them to the goods on offer. Typically large 

retailers are placed at opposite axis of the plan with smaller retailers 

in between. This is classically referred to as the Gruen Effect when 

coupled with the environmental conditioning.

LINKAGES & SEQUENCING:

The circulation of people around Third spaces needs to encourage them 

to move through the landscape.

TRANSPARENCY Of the building skin to the outside world. Typically mall glazing will 

only occur at entrances and in ceiling domes and such which serve to 

suspend the reality of our environment.

PERMEABILITY:

The emphasis needs to be placed on the ‘street to place’ movement, how 

a person moves from one place to the next and how easy and pleasant 

this experience is (Jacobs: 1961).
LIGHTING Has proved to be a much studies and well used psychosomatic 

utility. Indoor lighting is soft highlighting the natural colours of the 

commodities on sale. Light acts as a silent salesman.

SAFETY CONTROL:

Lighting helps with CPTED features in the landscape and an aesthetical 

response. 
DEMOGRAPHIC TARGET Shopping mall science has profiled shopper preferences according to 

their demographic profile. Spaces are catered to in different ways for 

different demographics. Mixes between demographics are carefully 

conceived and controlled. 

Spaces in the landscape cater for the needs of the community. However 

contrary to a mall the access to Third Places is not denied to a person 

based on class.

Table 5-1, Mason (2010) criteria of the design of the mall 
environment link to Third Place design criteria
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Architectural design criteria for Malls 

(From Mason : 2010). 

Description The link to the design criteria for third spaces (established Chapter 4)

MATERIALITY Marble flooring, wooden features, extensive foliage represents the 

wealth on show whilst aluminium, steel features and neon signs 

delineate a cheaper low end marketplace.

LINKAGES AND SEQUENCING:

Materiality is a key component in the design of Third Places. Materials 

need to be warm, to encourage people to stay, to provide elements of 

sustainability and connect people to place. 

PERMEABILITY 

AND POROSITY

Configuration of the spatial forms determines the permeability of the 

structure and the physical flow of movement within and through and 

also serve to mediate the interaction that people can enjoy. Movement 

is controlled through the structure to a more lineal circulation so that 

movement and flow can be predictable. 

PERMEABILITY:

There is need for a place to appear permeable to encourage movement 

through the space and into the space (Bentley: 1985, Gehl: 2010, Whyte).  

Table 5-1, Mason (2010) criteria of the design of the mall 
environment link to Third Place design criteria
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