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ATREND OF COMMERCIAL COMPLEXITY IN EXPERIMENTAL ECONOMY ERA
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Text/KUANG Xiaoming[Chief Editor of Urban China]
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Commercial Complex:

The Arena for Current Population and Future Trend

Text/Gehry[UCRC]

When people wantonly advocate the electronic
commerce will rewrite the business logic, the enti-
ty business has sped up its peace of counterattack
when the former one into the downturn. Featured
as customization and cultural colonization as well
as being available to be experienced, the commer-
cial complex has showed the surprising develop-
ment pattern offline. Nowadays, people can easily
identify which are commercial complexes even

though they have little knowledge about the differ-

180
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ent academic definition and classification between
commercial complexes and urban complexes. As is
known, the most significant feature of a commer-
cial complex can be summarized as it is operated
by the unified property developers, consisting
of a centralized business space with a variety of
commercial combinations. Moreover, whether of-
fice property or living product is a single building
cannot be regarded as the unpeeled element of a

commercial complex, which has built a more pure-

ly urban space type; and in global metropolis, es-
pecially in high-density cities within East China, it
has transferred into a directive symbol. Today, this
symbolic space has gradually permeated consum-
ers’ lives with various dimensions, and thus the
emergence of this phenomenon involving art dis-
play, cultural implantation and creative interaction
seems to be the ultimate success of business. In
addition, the sale of architectural space and theme
recreation project have potential risks of being re-
duced to another ‘epidermalism’, but this still does
not interfere with the danger of becoming a unique
means for commercial complex to find differentiat-
ed characteristics. Apparently, the role of ‘Internet

Plus’ has gradually acted as the basic service.

The Portrait of Subdivisible Customer Groups

A frustrating reality is people in the city, hidden
behind illusory prosperity, do not have much
choice of freedom, their most leisure time are
occupied by commercial complexes. Perhaps this
constraint makes consumers reflect their multidi-
mensional appeals into functions of commercial
complexes. In other words, the most challenge for
commercial complexes to overcome is these exces-
sive customer demands. In contemporary society,
it can no longer classified customer groups into
several simple tags, such as white-collar workers
or the generation of 90s, as each person in differ-
ent time-dimensions has differentiated into a com-
pletely different form of consumption — sometime
they turn a deaf ear to consumer responsibility (e.g.
intellectual property), sometimes they pay the bill
for their specific ‘feelings’; sometimes they crush
for luxury goods, and sometimes they spare no
effort to look for highly cost effective goods. Thus,
it makes no sense to use so-called ‘tags’ to define

customers’ behaviors.

The Transferred Space and Culture

At the end of 19th century, people’s perception of
culture was much more narrow — visiting muse-
um or art gallery seems to be the mainstream of
cultural consumption and fashion. Today, despite
the criticism of consumerism within the whole

world, it does not limit goods and consumption to

2017/4/9 0 0 10:19
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material satisfaction. Thus, the entire commercial
space including space, architecture and atmosphere
etc. has become the objective of consumption, not
confined to goods itself. According to this reason-
ing, why can not the commercial space itself be the
same as the theme park for charge? In fact, current
commercial complexes have been stressed on space
design as well as creation of cultural atmosphere,
and the process of paying fee implicitly passes to
merchants, then the fee passes to customers who are
attracted by these cultural space. It can be said that
such procedure is the main reason why commercial
property developers are keen to create space and
atmosphere as well as implant culture. Moreover,
the urban boundary has been changed as the public
open functions of a city (squares, park etc.) becomes

an additional product of these complexes.

Upgrading Technology
The technology’s impact on commercial space has
not yet shown the subversive phenomenon, facing

issues of concept replacement, such as ‘Internet

Mall and More

Text/ YANG Yang

Today, mall has already been our most familiar
daily place for leisure. It is interesting in Chinese
context, people never give ‘mall’ an accurate Chi-
nese name - ‘shopping center’ is perhaps too general
to express differences between mall and traditional
retail industry. In English dictionary, description
and explanation of ‘mall’ are mostly based upon
the closed and large-scale commercial shopping
complex, namely a group of stores organized
around the open atrium, occurs in North American
suburb in the mid-1950s. Back to history, the name
of ‘mall’ comes from a tree-lined trail called ‘The
Mall’ located in St. James Park in London in 1830s,
a popular pall-mall (pallemaille, a game similar to
a concept, originated in France, with a mallet hit
the ball into the ring circle) stadium. This explains
one of the most vital features of mall in the modern
sense — the place dedicated to pedestrians. That is,
buying is defined the purpose of mall, and walking
is determined the mall’s form.

Let’s image the form of mall in the year of 2049.
As long as external decoration exits, the mall can
be any shape. Escalators (automatic trails) revolve

around a huge rosette in a loop, located infinitely

Plus’, online payment, new retail and other vocab-
ularies. However, it is reasonable to believe that
science and technology has significantly affected
human society, especially for those commercial
complexes (the gathering center of human activi-
ties). As the invention of elevator has brought com-
mercial space from the plane to three-dimension,
not all popular technologies are suitable for the
development of commercial complexes. Currently,
more practical application might be the mall’s
intelligent services or internet services supported
by the big data. We can image the possibility that
each consumer comes to the mall, he/she can be
automatically identified by the sensor to receive
his/her preference’s recommendations. More fan-
tastic imagination can be summarized as no com-
mercial space for stores — the boundary between
commodity and urban public space will disappear,
commercial complex itself will be the completely
open space, being full of pleasant scenery; and all
procedures are associated with online transaction.

It makes no sense to discuss the new development

within a limited interior. If the elevator provides a
smooth movement in the garbage space, then the
smart car can be incorporated into the seamless
convergence of the infrastructure, and further to
increase the movement’s smoothness. The auto-
matic car will do the long-distance parking after
driving shoppers directly to the destination. Thus,
in the future, parking will become an urban exclu-
sive infrastructure, no longer being the function
and space provided by the mall, which definitely
will reduce the cost. Moreover, the AR technology
will bring changes to good’s classification; in other
words, there is no need to distinguish functions by
the category of products — clothing, furniture, din-
ing and entertainment can be unified within a spe-
cific space, according to their brands and themes.
Mall will only need to provide space — sand, snow
and ice will be separated by a wall within the
temperature-controlled indoor. It can remain new
under circumstances of modifying the projection’s
scene, and it is also the most attractive theme park,
where people can overlook the whole city without
going to the top floor of a skyscraper. In addition,

customer’s purchasing behavior will be conducted

tendency of commercial complex without any cus-
tomer- related studies, namely the nature of com-
merce. Nevertheless, it is certain that contempo-
rary urban life has been inundated with consuming
behavior represented by the commercial complex,
gradually making the boundary between urban
public space and commercial consumption space
be ambiguous. Thus, noting the ‘commercializa-
tion’ phenomenon caused by the implantation of
urban functions of urban complexes, this issue
aims to illustrate the widespread tend within glob-
al business development field based on three typi-
cal case studies, namely the mainland, Hong Kong
and the United States. Furthermore, it intends to
find the inherent similarities and logics of its ten-
dency by analyzing types of customers and also
their life-styles. In addition, as science and tech-
nology acts as a dominant means or the outbreak
of huge energy, this issue uses the situational mag-
azine language and an imaginary utopian model to
provide suggestions for future development pattern

of commercial complexes.

by scanning, which means whatever you can see,
products can reach to customers by means of scan-
ning. 3D printers will present their new function
because the production process of raw materials
becomes one of new attraction points for mall
— highly-customized products will be produced
right on the spot in mall, which will simplify both
long-distance factory production and transporta-
tion needs. This kind of mall we call it ‘Hyper-O-
Mara’, being similar to a studio or a show place. It
tempts customers to voluntarily experience, thus,
selling products seems to be an additional function
of a mall.

‘Being rich’ no longer means making money,
but it means to build a large shopping center. It
has changed the traditional way of shopping —
shopping does not mean it requires you to buy
real products, actually its form will be acted as a
performance. Mall only needs to provide the right
space, the so-called ‘garbage space’. When lights
being turned off, the mall might be return to its
original form — the trail. Perhaps mall has never
changed since the consumer’s culture itself is try-

ing to live by constantly self-examination.
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