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LIBERA #ɀ LESSANDRO
* 

 

INTRODUCTION  

 

 

This book collects the proceedings of the 4th editio n of the international seminar 

ÖÕɯȿCity, retail and consumptionɀȮɯÖÙÎÈÕÐáÌËɯÉàɯÈɯÎÙÖÜ×ɯÖÍɯ ÎÌÖÎÙÈ×ÏÌÙÚɯ ÖÍɯÛÏÌɯ

4ÕÐÝÌÙÚÐÛãɯ ËÐɯ -È×ÖÓÐɯ Ɂ+ɀ.ÙÐÌÕÛÈÓÌɂɯ ȹ-È×ÓÌÚȮɯ ƕƘth-17th October, 2013) with the 

scientific contribution of colleagues from Brazil, France, Italy, Por tugal and Spain, 

in order to discuss about theories, methods and approaches developed in the field 

of the so-called Retail and Consumption Geography and to debate about the practical 

implic ations of the urban planning for shopping and consumption places 1.  

As Carles Carreras has appropriately pointed out in the opening round table, 

these seminars have been conceived in order to underline the importance of the 

research on these topics even outside of the Anglo-Saxon world, where it is already 

greatly develop ed, trying to connect the outputs of researches carried out in 

different urban contexts and to build up a transversal knowledge. Assuming that 

ɁÛÏÌɯÊÖÕÚÜÔÌÙɀÚɯÚÖÊÐÌÛàɯÐÚɯÌÕÝÐÚÈÎÌËɯÈÚɯÈɯÎÓÖÉÈÓɯ×ÙÖÊÌÚÚɯÞÐÛÏɯËÐÍÍÌÙÌÕÛɯÙÏàÛÏÔÚɯ

and locations, different intensit ies and densities, even throughout different 

ÊÐÙÊÜÐÛÚɂ2, all the participants have contributed to illustrate this diversity 

exemplifying the urban dynamics of cities, such as those of the Mediterranean or of 

Latin America, where the merely uncritical appli cation of theoretical Anglo -Saxon 

approaches can not produce an effective advancement of knowledge. The critical 

reflection, fina lized to question not only the theories and methods but also the 

many practical effects produced by the new changes of retail and consumption 

                                                 
* #Ð×ÈÙÛÐÔÌÕÛÖɯËÐɯ2ÊÐÌÕáÌɯ4ÔÈÕÌɯÌɯ2ÖÊÐÈÓÐȮɯ4ÕÐÝÌÙÚÐÛãɯËÌÎÓÐɯÚÛÜËÐɯËÐɯ-È×ÖÓÐɯɁ+ɀ.ÙÐÌÕÛÈÓÌɂ 
1 The first seminar (Rio de Janeiro, 2006) was ËÌËÐÊÈÛÌËɯ ÛÖɯ Ɂ"ÐÛàɯ ÈÕËɯ 2ÌÙÝÐÊÌÚȯɯ ÛÏÌɯ ÔÜÓÛÐ×ÓÌɯ

È××ÙÖÈÊÏÌÚɯÖÍɯÛÏÌɯÊÖÔÔÌÙÊÐÈÓɯÚÛÙÌÌÛɂȮɯÛÏÌɯÚÌÊÖÕËɯȹ!ÈÙÊÌÓÖÕÈȮɯƖƔƔƝȺɯÞÈÚɯÍÖÊÜÚÌËɯÖÕɯÛÏÌɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯ
debate on "Cities, urban commerce and consumption" and the third was organized in 2012 in Sao Paulo 
and dedicaÛÌËɯ ÛÖɯ Ɂ,ÜÛÈÛÐÖÕÚɯ ÐÕɯ ÛÏÌɯ ÊÖÔÔÌÙÊÐÈÓɯ ÈÕËɯ ÚÌÙÝÐÊÌɯ Ú×ÈÊÌÚɯ ÈÕËɯ ÛÏÌɯ ÊÖÕÚÜÔ×ÛÐÖÕɯ ÐÕɯ ÛÏÌɯ
contemporary societyɂȭɯ 3ÏÌɯ ÖÜÛÊÖÔÌÚɯ ÖÍɯ ÛÏÌɯfirst and third  meetings are collected in scientific 
publications (Carles Carreras i Verdaguer and Susana Mara Miranda Pacheco, eds, Cidade e Comércio. A 
rua commercial na perspective internacional, Armazém das Letras, Rio de Janeiro, 2009; Silvana Pintaudi, 
ed, Revista "ÐËÈËÌÚȭɯ2×ÌÊÐÈÓɯÐÚÚÜÌɯɁ,ÜÛÈñĢÌÚɯÕÖÚɯÌÚ×ÈñÖÚɯÊÖÔÌÙÊÐÈÐÚɯÌɯÖɯÊÖÕÚÜÔÖɯÕÈɯÚÖÊÐÌËÈËÌɯÊÖÕÛÌÔ×ÖÙäÕÌÈɂ, 
19, 11, 2014). A crucial m eeting for the participants in the research group was also the International 
"ÖÕÍÌÙÌÕÊÌɯÖÙÎÈÕÐáÌËɯÐÕɯ+ÐÚÉÖÕɯÐÕɯƖƔƕƕɯÖÕɯɁ/ÓÈÕÕÐÕÎɯÍÖÙɯ1ÌÛÈÐÓɯ1ÌÚÐÓÐÌÕÊÌɯÈÕËɯ2ÜÚÛÈÐÕÈÉÓÌɯ"ÐÛÐÌÚɂɯ
(Barata Salgueiro and Cachinho, eds, Retail Planning for the Resilient City. Consumption and Urban 
Regeneration, Centro de Estudos Geográficos, Lisboa, 2011). Some members of the international research 
network also took part in two seminars organized on city changes by the Gigu (&ÙÜ×ɯËɀ(ÕÝÌÚÛÐÎÈÊÐÖÕÚɯÌÕɯ
Geografia Urbana of the BarcelonÈɯ4ÕÐÝÌÙÚÐÛàȺɯÐÕɯƖƔƔƜɯɁ+ÈɯÊÜÌÚÛÐĞÕɯËÌÓɯÊÌÕÛÙÖȮɯÌÓɯÊÌÕÛÙÖɯÌÕɯÊÜÌÚÛÐĞÕɂɯ
(Sergi Martínez Rigol, ed, La cuestión del centro, el centro en cuestión, Editorial Milenio, Lleida, 2010) y in 
ƖƔƔƝɯɁ+ÈɯÊÜÌÚÛÐĞÕɯËÌÓɯ×ÈÛÙÐÔÖÕÐÖȮɯÌÓɯ×ÈÛÙÐÔÖÕÐÖɯÌÕɯÊÜÌÚÛÐĞÕɂȭ 

2 Carles Carreras, For a more critical Consumption History, in this volume.  
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places3, seems more necessary than ever in the current phase of the urban 

development. If cities, on the one hand, emerge as places where innovation, 

creativity and whatever is connected to the smart technologies play a role ever had 

previou sly4, on the other they often reveal themselves as places of exclusion, socio-

spatial polarization and political conflict 5. The two aspects of change, only 

apparently contradictory, are clearer if analyzed in the light of retail and 

consumption globalizati on, which pr oduces a new dialectic between centre and 

periphery, where the multiplication of commercial polarities coexists with new 

marginalization phenomena of certain parts of the city.  

Undoubtedly many important changes have marked the evolution of the  

practices of purchase and leisure not only in the places designed for shopping but 

also in other contexts, gradually permeated by the consumer culture6. These 

changes seem to make even more actual the synthesis proposed by Giandomenico 

Amendola almost ten  years ago on the relationship between retail, consumption 

ÈÕËɯÊÐÛàȯɯɁÐÍɯÐÛɯÐÚɯÛÙÜÌɯÛÏÈÛɯÊÖÕÚÜÔ×ÛÐÖÕɯÈÕËɯÛÏÌɯÓÖÎÐÊɯÖÍɯÛÏÌɯÊÖÔÔÌÙÊÐÈÓɯÚ×ÈÊÌÚɯÏÈÝÌɯ

exercised an influence on the city, it is also true the opposite. The city, with 

increasing intensity since the last century, has entrusted to the consumption 

practices and to their spatial organization many of its functions 7ɂȭ 

All participants in the seminar have debated the changes of this relationship 

starting ɬ as Herculano Cachinho pointed out in his discussion at the end of the 

third session ɬ from different geographical contexts (Europe and Latin America, 

above all), analyzing different scales of analysis (from streets, squares and 

shopping malls to the centres and the suburbs and even to the city as a whole) in 

urban areas of different sizes (from small to medium -sized cities to the global 

ones), using various approaches (cultural, critical analysis, consumer culture, 

                                                 
3 A common ground between the theoretical and the practical implications of the investigation was 

constituted by the round -table on shopping and movida (for which please refer to the detailed synthesis 
contained in this volume), which has been characterized by the participation of Italian and foreigners 
stakeholders. 

4 The so-called smart consumption is now an important element of the analysis on the smart city: see, 
among others, the interestiÕÎɯÈÙÛÐÊÓÌɯÉàɯ+ÜÊàɯ ÛÒÐÕÚÖÕȮɯɁ2ÔÈÙÛɯÚÏÖ××ÌÙÚȳɯ4ÚÐÕÎɯ01ɯÊÖËÌÚɯÈÕËɯȿÎÙÌÌÕȿɯ
ÚÔÈÙÛ×ÏÖÕÌɯÈ××ÚɯÛÖɯÔÖÉÐÓÐáÌɯÚÜÚÛÈÐÕÈÉÓÌɯÊÖÕÚÜÔ×ÛÐÖÕɯÐÕɯÛÏÌɯÙÌÛÈÐÓɯÌÕÝÐÙÖÕÔÌÕÛɂȮɯInternational Journal of 
Consumer Studies, 37, 4, 2013, pp. 387-393. 

5 This double image of the city, proposed in 2005 by Moulaert, Swyngedouw and Rodriguez for 
describing the processes of economic restructuring in some European cities (including Naples), more 
than ten years later seems to have been emphasized, characterizing today the dynamics of cities of 
diff erent sizes even outside of Europe (Frank Moulaert, Arantxa Rodriguez and Erik Swyngedouw, The 
Globalized City: Economic Restructuring and Social Polarization in European Cities, Oxford University Press, 
Oxford, 2005). 

6 They are, as the sociologist Codeluppi states, hotels, restaurants, airports, thematic parks, namely 
places that, although were not originally permeated by consumer culture, have been gradually 
pervaded by it (Vanni Codeluppi, Metropoli e luoghi del consumo, Mimesis, Milan, 2014). 

7 Giandomenico Amendola, La città vetrina. I luoghi del commercio e le nuove forme del consumo, Liguori, 
Napoli, 2006, my translation. 
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radical geography etc.) and methods (quantitative and qualitative up to 

ethnographic). The attention has been focused on some issues which are today are 

central to the urban studies in general (among others, resilience, dialectic between 

public and private spaces, residential and commercial gentrification, neoliberalism 

and right to the city), an alyzed by several disciplinary approaches (the 

geographical, prevalent, has been enriched by the contributions of architects, urban 

planners, engineers, economists). 

The extraordinary participation (marked in three days of presentations and 

debates), with the fieldworks in the Neapolitan centre and suburbs, have 

demonstrated the liveliness of the city -retail -consumption relationship, which 

however requires new methodological tools to be analysed in its most recent 

transformation, beyond an easy as frequent temptation to consider retail and 

consumption sometimes as actors (when regarded as factors of revitalization in 

urban regeneration process and policies), sometimes as victims (when regarded as 

the most visible signs of desertification, urban degradation a nd abandonment of 

certain parts of the city) of the urban change. Rather than hope for positive future 

developments or prophesy apocalyptic scenarios, what appears more urgent is not 

ÖÕÓàɯÛÖɯÚÛÜËàɯÛÏÌɯÕÌÞɯ×ÏÌÕÖÔÌÕÈȮɯÉÜÛɯÛÖɯËÖɯÐÛɯÌÔ×ÓÖàÐÕÎɯÈɯÕÌÞɯȿÛÖÖÓÉÖßȿȯɯin this 

sense we hope that this book, as happened with the previous ones, can contribute 

to the process of building a new research agenda.  

Those aforementioned are not, of course, all new issues: more than twenty-five 

years ago a great number of studies and analysis released retail and consumption 

by the peripheral, residual and sometimes even frivolous role that had been 

previously attributed to the two topics, raising them as privileged interpretative -

keys for understanding the changes of the contemporary city 8ȭɯ(ÍɯÛÏÌɯȿƝƔÚɯÈÕËɯÛÏÌɯ

ÌÈÙÓàɯƖƔƔƔɀÚɯÏÈÝÌɯÙÌÊÖÙËÌËɯÈÕɯÐÕÊÙÌÈÚÐÕÎɯÐÕÛÌÙÌÚÛɯÖÍɯÚÖÊÐÈÓɯÚÊÐÌÕÛÐÚÛÚɯÛÖÞÈÙËÚɯÛÏÌɯ

spaces of retail capital and the new consumer culture, reflected in a multiplicity of 

interdisciplinary works 9, the so-called spatial and culturÈÓɯȿÛÜÙÕȿɯÏÈÚɯ×ÙÖËÜÊÌËɯ

further advancement in the studies. More recently the focus has shifted to more 

Ú×ÌÊÐÍÐÊɯÐÚÚÜÌÚȮɯÈÓÚÖɯÍÈÊÌËɯÐÕɯ-È×ÓÌÚɀɯÚÌÔÐÕÈÙȮɯÈÉÖÜÛɯÛÏÌɯÐÕÕÖÝÈÛÐÖÕÚɯÞÏÐÊÏɯÏÈÝÌɯ

characterized the evolution of commerce (e-commerce, demalling), consumption 

(ethical, green, smart, political10) and the related spatialities. The focus on the new 

issues, imposed by phenomena in continuous and rapid evolution, however makes 

                                                 
8 The literature on the two topics is too extended and here we have not the possibility to retrace it. 

For a short overview, see tÏÌɯÊÖÕÛÙÐÉÜÛÐÖÕɯÐÕɯÛÏÐÚɯÝÖÓÜÔÌɯȹ#ɀ ÓÌÚÚÈÕËÙÖȮɯPer una nuova agenda di ricerca 
su consumo e città, cit.) while, for a wider internationa l ÈÕËɯÐÛÈÓÐÈÕɯËÌÉÈÛÌȮɯÚÌÌɯ+ÐÉÌÙÈɯ#ɀ ÓÌÚÚÈÕËÙÖȮɯ
Attività commerciali e spazi urbani. Per un approccio geografico al Centro Storico di Napoli, Guida, Napoli, 
2008. 

9 -ÌÐÓɯ6ÙÐÎÓÌàɯÌɯ,ÐÊÏÌÓÓÌɯ+ÖÞÌȮɯɁ1ÌÛÈÐÓɯÈÕËɯÛÏÌɯ4ÙÉÈÕɂȮɯUrban Geography, 21, 7, 2000, pp. 640-653. 
10 %ÖÙɯ ÛÏÌɯ ÓÈÛÛÌÙȮɯ ÚÌÌɯ ÛÏÌɯ ÈÙÛÐÊÓÌɯ Éàɯ -ÐÊÒɯ "ÓÈÙÒÌȮɯ Ɂ%ÙÖÔɯ ÌÛÏÐÊÈÓɯ ÊÖÕÚÜÔÌÙÐÚÔɯ ÛÖɯ ×ÖÓÐÛÐÊÈÓɯ

ÊÖÕÚÜÔ×ÛÐÖÕɂȮɯGeography Compass, 2, 6, 2008, pp. 1.870-84. 
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a critical rethinking necessary. A rethinking that appears very complex for both the 

proliferation of the studies on the subject in recent decades, and because ɬ as it has 

been already emphasized regarding consumption ɬ ɁÔÖÚÛɯ ×ÌÖ×ÓÌɯ ÍÌÌÓɯ ÛÏÌàɯ

ÜÕËÌÙÚÛÈÕËɯÛÏÌɯÛÌÙÔɯÞÌÓÓɯÌÕÖÜÎÏȭɯ,ÖÚÛɯÖÍɯÜÚɯÈÙÌɯȿÊÖÕÚÜÔÌÙÚȿɯÖÕɯÈɯËÈÐÓàɯÉÈÚÐÚȮɯÈÕËɯ

we all know what ÐÛɯÔÌÈÕÚɯÛÖɯȿÊÖÕÚÜÔÌȿɯÚÖÔÌÛÏÐÕÎɯÖÙɯÖÛÏÌÙ11ɂȭɯ 

This complex positionality has been highlighted in the seminar by Silvana 

Pintaudi, who used a good example based on the famous movie "The Devil Wears 

Prada" (directed in 2006 by Frankel and based on the book Chick Lit) to exemplify 

the difficult scientific role of the researcher who is, at the same time, a consumer in 

everyday life.  

Just the opening round table offered significant elements for reflecting in a new 

way on the retail -consumption -city relationship,  as it has been underlined through 

the above-mentioned reference to the contributions of Carreras and Pintaudi. This 

first moment raised other stimuli for reflection, which have provided further 

interpretative -keys: a) the different and multiple space-temporalities that coexist 

and sometimes collide in urban areas (in this sense, the contribution by Barata 

Salgueiro is a very interesting case-study on the rhythms associated with the 

consumer society); b) the impact on the central and peripheral commerce of the 

globalization of retail international capital (Cachinho) and of the information 

technologies (Carreras, Dugot); c) the role of experience and emotion (Cirelli), but 

also that of the symbolic capital, the images, the brandscapes of luxury and fashion 

(analyzed in the case at Avenida da Liberdade by Cachinho) in the practices of 

shopping and leisure.  

In addition, two issues seem essential to be recovered from the Anglo-American 

literature in order to investigate them in a systematic way in other contexts : first, 

the connections between culture (and cultural capital, cultural tastes), retail and 

consumption ɬ which have assumed an undeniable centrality with the increasing 

competitive pressure among cities ɬ in the policies of city branding 12; secondly, the 

phenomena of duality and polarization generated by the spatial embeddedness of 

the new forms of consumption and retail (for example, due to the commercial and 

residential gentrification, which not rarely produces forms of displacement 13). At 

the scale of the Mediterranean cities, where retail and consumption have 

undoubtedly assumed a long-term value in shaping ɬ and in being shaped by ɬ 

                                                 
11 David B. Clarke, Marcus A. Doel e Kate M. L. Housiaux, a cura di, The Consumption Reader, 

Routledge, London, 2003, p. 1.  
12 On the role of urban revitalization programmes focused on culture -led and consumption -led 

regeneration, see ɬ  among others ɬ Mark Jayne, Cities and consumption, Routledge, London, 2006. 
13 3ÏÌɯÚÖÊÐÖÓÖÎÐÚÛɯ2ÏÈÙÖÕɯ9ÜÒÐÕɯÏÈÚɯËÐÚÊÜÚÚÌËɯÈÉÖÜÛɯɁÙÌÛÈÐÓɯÈÚɯÛÏÌɯ×ÜÉÓÐÊɯÍÈÊÌɯÖÍɯÛÏÌɯÈÛÛÙÈÊÛÐÝÌÕÌÚÚɯ

ÚÜ××ÖÙÛÌËɯÉàɯÛÏÌɯÔÌËÐÈɂɯÛÖɯÌß×ÓÈÐÕɯÏÖÞɯÙÌÛÈÐÓɯ×ÓÈÊÌÚɯÊÈÕɯÊÖÕÛÙÐÉÜÛÌɯartificially to attract the attention to 
ÊÌÙÛÈÐÕɯ×ÓÈÊÌÚɯÙÈÛÏÌÙɯÛÏÈÕɯÛÖɯÖÛÏÌÙÚȮɯÍÈÉÙÐÊÈÛÐÕÎɯÞÏÈÛɯÚÏÌɯÏÈÚɯÊÈÓÓÌËɯȿÈɯÕÌÞɯÈÜÛÏÌÕÛÐÊÐÛàȿȯɯ2ÏÈÙÖÕɯ9ÜÒÐÕȮɯ
Ɂ2×ÈÊÌÚɯÖÍɯÊÖÕÚÜÔ×ÛÐÖÕɯÛÖɯÈÍÍÐÙÔɯȹÖÙɯÓÖÚÌȺɯÛÏÌɯÐËÌÕÛÐÛàȭɯ"ÖÕÚÜÔÌɯÈÜÛÏÌÕÛÐÊÐÛàɁȮɯÐÕɯ/ÈÛÙÐáÐÈɯ(ÕÎÈÓÓÐÕÈȮɯÌËȮɯ
New scenarios for the attractiveness of cities and territories, FrancoAngeli, Milan, 2010, p. 62. 
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urban identities and lifestyles especially in the central areas, the analysis of the two 

phenomena could open up interesti ng perspectives for the analysis. 

Some of the elements here systematized have come out in various ways: to take 

into account the debate on spaces and times of consumption that animated the 

seminar, it may be useful to illustrate, even if briefly, the many contributions 

collected in this book. Schematically, we can divide the essays of the first session 

ÖÕɯɁcities and metropolitan areas in the new urban retailing and consumption scenariosɂɯ

in three groups: a first one, composed by the texts focused on the role of retail ɬ 

and of new commercial polarities ɬ in the transformation of metropolitan areas, 

with particular attention to the forms of polycentrism developed at regional scale 

(as illustrated by Amato and Viganoni, who have analyzed the case of Campania; 

by Nicosia and Porto, who have deepened that of Marche; by Cappuccitti, who has 

focused his attention on Abruzzo and Lazio), to specific types of retail (such as 

franchising, analyzed from Porto -Sales for the whole South America), to specific 

urban case-studies (Allegri on Lisbon and Erkip on Ankara); a second group, 

which includes the essays focused on the ways in which consumption changes 

affect the city, taking into account the link between economic logic and spatial 

practices (as claimed by Beltrão Sposito, Goes and Turra  Neto in their 

methodological proposal for the analysis of medium -sized cities in Brazil) and the 

consumption potential index (esamined by Catelan and Melazzo newly in relation to 

the Brazilian case); a third group, formed by the essays focused on traditional retail 

spaces and, in particular, on their permanence in the urban areas. It is the case of 

two i nvestigations which are the results of a comparative analysis: the first on the 

markets in France and Brazil (Vieira and Navereau) and the second on the impact 

that the major retail companies engage on commercial typologies which we define 

ȿÛÙaËÐÛÐÖÕÈÓȿɯÐÕɯ+ÓÌÐËÈȮɯ2×ÈÐÕɯÈÕËɯÐÕɯ/ÙÌÚÐËÌÕÛÌɯ/ÙÜËÌÕÛÌȮɯ!ÙÈáÐÓɯȹSposito, Bellet  

Sanfeliu and Beltrão Sposito). 

Also the contributions of the second session, oÕɯɁnew forms of commerce and 

services in the urban spacesɂȮɯÛÜÙÕɯÈÙÖÜÕËɯÛÏÙÌÌɯÐÚÚÜÌÚȭɯ3ÏÌɯÍÐÙÚÛɯÖÕÌɯÐÚɯÙÌÓÈÛÌËɯÛÖɯÛÏÌɯ

new landscapes produced by commerce and services in the current phase of urban 

change (Sommella) and the implications linked to their cart ographic 

representation, the latter analysed by Martínez Rigol, Frago and Carreras i 

Verdaguer on the basis of the long experience of OCUB (Observatori del Comerç de la 

Universitat de Barcelona). The second is about the new forms of retail developed in 

European cities. If the contribution of Cirelli, Graziano, Mercatanti, Nicosia and 

Porto focuses on the economic, social and environmental effects produced by the 

ÓÖÊÈÓÐáÈÛÐÖÕɀÚɯÊÏÖÐÊÌɯÖÍɯÛÏÌɯÓÈÙÎÌɯÙÌÛÈÐÓɯÊÖÔ×ÈÕÐÌÚɯÐÕɯÛÏÌɯÓÐÎÏÛɯÖÍɯÛÏÌɯÊÈÚÌɯÚÛÜËÐÌÚɯÖÍɯ

IKEA Catania and Sicily Outlet Village, other essays focus on the process of 

consolidation and dismantlement which characterize the commercial polarities: it 

is the case of the contributions by Morandi and Paris on Milano Fiori and by 

Cavoto and Limonta on demalli ng. The third concerns the contrasts generated by 
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the diffusion of the new formats of retail, explored in Latin American cities, where 

such phenomena result into various forms of conflict: between structures (as 

shown by Gasca Zamora for Mexico City in relation t o food) and between the 

circuits of urban economy (as Silveira illustrates in the case of Buenos Aires). 

Relying on the already mentioned synthesis discussed by Cachinho at the end 

of the third session, we can divide the contributions on Ɂconsumption and urban 

landscapes in transitionɁ according to the following partition. The first group 

includes essays which focus the attention on the role that consumption takes in the 

production and transformation of city: Loda concentrates on this aspect in her 

introduc tion to the session, analyzing the interaction between consumer behaviour 

and consumption of urban spaces in the historical city, especially with regard to 

the public spaces. In this group is also possible to include the contribution of Turra 

Neto and Bernardes on the role played by social networks in the districts of night -

life in Presidente Prudente. Finally Vieira focuses on the problems generated by 

consumption as agent of urban transformation, framing it in the perspective of the 

ȿÙÐÎÏÛɯ ÛÖɯ ÛÏÌɯ ÊÐÛàȿȭɯ 3he second group contains works which explore the 

transformation of retailscapes and consumption practices in shopping places: the 

comparative study carried out by G oes and Sanfeliu on the commercial axis in 

medium -sized cities of Presidente Prudente and Lleida; the work by Faravelli and 

Clerici on M ilan, whose transformations are investigated both in relation to the 

effects of the economic crisis on commercial resilience and in connection to the 

policies for the retail places; the essay of Rabbiosi, who analyzes the relationship 

between retail and tourism through the comparison between two important 

destinations, Paris and Rimini. The third group embraces contributions which 

combine retail and consumption, discussing different economic and social 

processes related to them. The essays are focused on four case studies, which 

analyze specific issues: Frago Clols, Martínez Rigol  and Carreras investigate the 

processes of gentrification in the Raval district, one of most interesting Barcelona's 

quarter in terms of socio-spatial consequences of the urban transformation; 

Graziano also examines the gentrification, comparing the phenomenon in three 

European cities (Brussels, Manchester, Madrid); Marasco leads, in his essay on 

Copenhagen, a micro analysis on Joegersborggale Street through a cultural approach, 

while Olivera analyzes the forms of polarization and exclusion generated by the 

new spaces of retail and consumption in Mexico City.  

Two summarizing contributions of the phenomena that the seminar 

participants had the opp ortunity to observe during the two field works, conducted 

in the old town ɬ Piazza Mercato (Market Square) and Borgo Orefici (Goldsmiths 

Village) ɬ and in the metropolitan suburbs ɬ Centro Ingrosso Sud and Vulcano 

Buono in Nola and Tarì in Marcianise ɬ enrich the volume. The first, written by 

Vona, on the link among commercial services, enhancement of the historical 

centres and development of tourism in the policies of Town Centre Management and 
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the second, elaborated by Minieri, on the complex geography of the jewellery 

district in Naples and Campania.  

 

As it can be clear by the size and variety of the scientifical activities which have 

characterized this seminar, there are many people who have contributed to its 

success. My greatest gratitude goes to the two Scientific Coordinators, Rosario 

Sommella and Lida Viganoni: despite their many institutional commitments 14, they 

always found the time and the energy to direct and drive every aspect of the event 

(from the scientific to logistics organization); our surv eys with Fabio Amato 

(whom I thank for the prompt presence at the various stage of the seminar), 

ÛÙÈÕÚÍÖÙÔÌËɯ ÐÕÛÖɯ ÈÕɯ Ö××ÖÙÛÜÕÐÛàɯ ÛÖɯ ȿÎÖɯ ÖÕɯ ÛÏÌɯ ÍÐÌÓËȿɯ ËÐÚÊÜÚÚÐÕÎɯ ÛÏÌɯ ÜÙÉÈÕɯ

geography of Naples and Campania, have been an incredible chance for an 

enjoyable learning.  

We are grateful to Carles Carreras, one of the main promoters of the 

international network, for having involved us in the previous seminars and, in 

ÖÊÊÈÚÐÖÕɯÖÍɯÛÏÌɯ-È×ÓÌÚɀɯÐÕÐÛÐÈÛÐÝÌȮɯÍÖÙɯÚÜ××ÖÙÛÐÕÎɯÜÚɯÊÖÕÚÛÈÕÛÓàȮɯÛÈÒÐÕÎɯÖÕɯÏÐÔɯ

many tasks and giving  generously advice and suggestions. Our gratitude extends 

to all the members of the Scientific Committee, which played an absolutely not 

formal role and offered their contribution, patiently answering to my many 

requests. We would also like to thank the coordinators ɬ Caterina Cirelli, Mirella 

Loda, Patricia Olivera, Luigi Stanzione (Università della Basilicata) ɬ and 

discussants ɬ Herculano Cachinho, Maria Luisa Faravelli, Sergi Martinez Rigol ɬ of 

the three sessions for the accuracy, the interest and the real participation 

demonstrated. 

Special thanks go to professor Sergio Sciarelli, to Roberto Vona and Paolo 

Minieri: without their invaluable contribution and scientific experience, the 

fieldworks would not have enjoyed the success which now we can praise.  Our 

thanks also go to Dr. Trosino of the CIS and newly to Paul Minieri, for organizing 

our visits flawlessly and allowing us to show two such interesting and unique 

commercial realities in the Italian panorama to Italian and foreign guests.  

However, noth ing would have been possible without the financial support 

offered by the Chamber of Commerce of Naples, as a complement to that provided 

ÍÙÖÔɯÛÏÌɯɁ.ÙÐÌÕÛÈÓÌɂȯɯ(ɯÞÐÚÏɯÛÖɯÌß×ÙÌÚÚȮɯÖÕɯÉÌÏÈÓÍɯÖÍɯÈÓÓɯÛÏÌɯÓÖÊÈÓɯÖÙÎÈÕÐáÌÙÚȮɯÖÜÙɯ

thanks to the President, Dr. Mauri zio Maddaloni, who believed in this initiative 

and generously participated with his speech at the round table on shopping and 

movida; in this regard, we thank all the participants, who have brought their direct 

testimony as the result of practical experience in the field of retail and 

consumption, whereby academics have necessarily to confront. 

                                                 
14 In October 2013 Lida Viganoni was Rector of the University of Naples "L'Orientale" and Rosario 

Sommella was Director of the Department of Human and Social Sciences of the same University. 
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We are grateful to the Department of Human and Social Sciences and the 

1ÌÊÛÖÙÈÛÌɯȹ(ÕÛÌÙÕÈÓɯ ÍÍÈÐÙÚɯÈÕËɯ/ÜÉÓÐÊɯ1ÌÓÈÛÐÖÕÚɯ.ÍÍÐÊÌȺɯÖÍɯÛÏÌɯɁ+Ʌ.ÙÐÌÕÛÈÓÌɂɯÕÖÛɯ

only for the  financial and logistical support to the initiative and to this publication, 

but also for the courtesy, the politeness and the participation with which the 

members of the offices have accompanied the event. 

Finally, we express our gratitude to all particip ants in the seminar, who have 

accepted our invitation to transfer the interesting reflections proposed in Naples on 

cities, retail and consumption in the contributions collected in this volume **.  

 

 

 

 

                                                 
** We take this opportunity to indicate that all foreign texts have been translated in English and 

French (except the text by Silvana Pintaudi, who chose to translate it into Italian), specifying that all the 
authors are responsible for the quality of their translation and, more in general, for the ideas expressed 
in their contributions.  
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CATERINA CIRELLI * 

 

CITTÀ, COMMERCIO URBANO, CONSUMO  

 

 

-ÌÎÓÐɯÜÓÛÐÔÐɯÝÌÕÛɀÈÕÕÐɯÐÓɯÔÜÛÈÔÌÕÛÖɯËÌÓÓÌɯÔÖËÈÓÐÛãɯËÐɯÝÐÛÈɯÈÚÚÖÊÐÈÛÈɯÏÈɯÈÓÛÌÙÈÛÖɯ

il contesto urbano di molte città. I moderni sistemi urbani considerano il  

commercio un comparto utile per misurare il livello e la forza economica di un 

ÛÌÙÙÐÛÖÙÐÖɯÖÓÛÙÌÊÏõɯÜÕɀÐÔ×ÖÙÛÈÕÛÌɯÝÈÓÝÖÓÈɯ×ÌÙɯÓɀÐÔ×ÐÌÎÖɯËÌÓÓÌɯÎÐÖÝÈÕÐɯÎÌÕÌÙÈáÐÖÕÐȭɯ

Da sempre le attività commerciali hanno svolto un ruolo cardine nelle città, 

garantendo gli equilibri della vita collettiva, facilitando gli incontri, le 

comunicazioni e i rapporti sociali tra i cittadini 1.. 

Il ruolo svolto dal commercio è stato di particolare rilievo per tante città del 

passato e continua ad esserlo per le città contemporanee di medie e grandi 

dimensioni che stanno vivendo un momento di grande cambiamento sia sotto il 

profilo spaziale sia sotto quello economico, caratterizzato attualmente da una crisi 

dei consumi che ha assunto notevoli dimensioni. Una situazione che ha causato la 

chiusura di quantità rilevanti di esercizi commerciali, non solo nelle aree 

periferiche delle città, dove il commercio, in passato, si è sviluppato secondo un 

modello insediativo di forte diffusione e integrazione nei tessuti residenziali o 

multifunzi onali, ma anche nel centro storico2.  

Nella città contemporanea, entità in continua ed imprevedibile evoluzione che 

sfugge ad ogni tentativo di delimitazione dei suoi confini e caratteri permanenti, il 

ruolo rivestito dal commercio, oggi, sembra ormai aver abb andonato la mera 

funzione economica, incorporando una vasta gamma di nuove attività e servizi che 

ÏÈÕÕÖɯÛÙÈÚÍÖÙÔÈÛÖɯÓɀÈÛÛÖɯËÐɯÈÊØÜÐÚÛÖɯÐÕɯÜÕÈɯÝÌÙÈɯÌɯ×ÙÖ×ÙÐÈɯshopping experience nella 

ØÜÈÓÌɯ ÓɀÈÚ×ÌÛÛÖɯ ×ÙÌÛÛÈÔÌÕÛÌɯ ÌÔÖáÐÖÕÈÓÌɯ ËÐÝÌÕÛÈɯ ÍÖÕËÈÔÌÕÛÈÓÌȭɯ 2ÌÕÚÈáÐÖÕÐɯ Êhe 

vengono stimolate da svariate forme di comunicazione emesse e dal design dei 

×ÙÖËÖÛÛÐȭɯ -ÌÓÓɀÈÛÛÖɯ ËɀÈÊØÜÐÚÛÖɯ öɯ ËÐÝÌÕÜÛÖɯ ÙÐÓÌÝÈÕÛÌɯ ÐÓɯ ÙÜÖÓÖɯ ÚÝÖÓÛÖɯ ËÈÓÓɀÈÚ×ÌÛÛÖɯ

ÈÛÛÙÐÉÜÐÛÖɯÈÐɯÓÜÖÎÏÐɯËÐɯÝÌÕËÐÛÈɯȹÓÌɯÝÌÛÙÐÕÌȮɯÓɀÈÙÙÌËÈÔÌÕÛÖɯËÌÐɯÕÌÎÖáÐȮɯÓÌɯÛÌÊÕÖÓÖÎÐÌɯ

smart), in grado di consentire ai commercianti di stabilire un vero rapporto 

interattivo con i co nsumatori. Tali luoghi, pertanto, tendono sempre più a costituire 

il core ËÐɯØÜÌÓÓɀÈÛÛÐÝÐÛãɯËÐɯ×ÙÖËÜáÐÖÕÌɯÚÐÔÉÖÓÐÊÈɯÊÏÌɯÕÌÓÓÌɯÚÖÊÐÌÛãɯÐ×ÌÙÔÖËÌÙÕÌɯÝÈɯ

progressivamente affiancando quella di tipo materiale. Di conseguenza, 

                                                 
* Dipartimento di Economia e Impresa, Università di Catania  
1 ,ÈÚÚÐÔÐÓÐÈÕÖɯ/ÖÓÈÊÊÖȮɯɁ(ÓɯÊÖÔÔÌÙÊÐÖɯÜÙÉÈÕÖɯÍÙÈɯÐÕËÐÙÐááÖɯ×ÜÉÉÓÐÊÐÚÛÐÊÖȮɯÚÊÌÓÛÌɯÐmprenditoriali e 

ÈÚÚÖÊÐÈáÐÖÕÐÚÔÖɂȮɯÐÕɯ&ÐÈÕɯ+ÜÊÈɯ&ÙÌÎÖÙÐɯÌɯ3ÖÕÐÕÖɯ/ÌÕÊÈÙÌÓÓÐɯȹÈɯÊÜÙÈɯËÐȺɯEconomia, management e disciplina 
del commercio in Italia e nelle Marche, FrancoAngeli, Milano, 2012, pp .287-301. Vanni Codeluppi, 
Metropoli e luoghi del consumo, Mimesis, Milano, 2014. 

2 Giandomenico Amendola (a cura di), La città vetrina. I luoghi del commercio e le nuove forme del 
consumo, Liguori, Napoli, 2006.  
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determinano delle profonde modifiche anche nelle caratteristiche delle città 

contemporanee3. 

(ÕɯÝÐÙÛķɯËÌÓÓɀÌÚÛÙÌÔÈɯËÐÝÌÙÚÐÍÐÊÈáÐÖÕÌɯËÌÓɯÊÖÔ×ÈÙÛÖȮɯÖÎÎÐɯöɯËÐÍÍÐÊÐÓÌɯÊÈÛÈÓÖÎÈÙÌɯ

ÓɀÌÚ×ÌÙÐÌÕáÈɯËÐɯÊÖÕÚÜÔÖɯÐÕɯÜÕɯÕovero ristretto di tipologie socio -spaziali, a causa 

ËÌÓÓɀÌÛÌÙÖÎÌÕÌÐÛãɯËÐɯ×ÙÈÛÐÊÏÌɯËÐɯÈÊØÜÐÚÛÖɯÌɯÔÖËÌÓÓÐɯËÐɯÖÙÎÈÕÐááÈáÐÖÕÐɯËÌÎÓÐɯÚ×ÈáÐȮɯ

non solo quelli commerciali, ma anche quelli urbani su cui insistono i punti 

vendita, sempre più modellati da strategie di marketing esperienziale. Le nuove 

tendenze evolutive pongono in evidenza non solo il nesso tra città e commercio ma 

si orientano verso una più ampia lettura del rapporto tra commercio e territorio; 

infatti, le politiche insediative delle attività commer ciali tendono a dissociarsi dalla 

città, proponendo altri luoghi distaccati non solo fisicamente ma anche nella forma 

del costruito.  

La geografia del commercio, dunque, deve soffermarsi sulle conseguenze socio-

demografiche determinate dal retail nello scenario urbano. Il ruolo degli attori 

afferenti al retail nel plasmare i paesaggi urbani è di certo aumentato rispetto al 

×ÈÚÚÈÛÖɯ ÌËɯ öɯ ÈËËÐÙÐÛÛÜÙÈɯ ËÐÝÌÕÜÛÖɯ ÚÛÙÈÛÌÎÐÊÖɯ ÕÌÓÓɀÈÔÉÐÛÖɯ ËÌÓÓÌɯ ×ÖÓÐÛÐÊÏÌɯ ËÐɯ

governance urbana e territoriale 4. I grandi brand contemporan ei, infatti, hanno 

ampliato i loro margini di azione e di intervento, spesso determinando una 

progressiva privatizzazione dello spazio pubblico che si insinua negli spazi vuoti 

causati dalle crisi economico-istituzionali degli ultimi decenni.  

Gli strumenti  di politica territoriale finalizzati alla rivitalizzazione degli spazi 

urbani attraverso interventi di riorganizzazione commerciale sono sempre più 

diffusi, ma le conseguenze sono certamente meno studiate in letteratura geografica 

rispetto a simili strate gie di rivitalizzazione articolate intorno al nesso economia -

cultura (culture-led urban regeneration).  

+ɀÐÕÛÌÙ×ÙÌÛÈáÐÖÕÌɯËÌÓÓÈɯÙÌÈÓÌɯÖÙÎÈÕÐááÈáÐÖÕÌɯËÌÓÓÌɯÈÛÛÐÝÐÛãɯËÐɯÝÌÕËÐÛÈɯÕÌÓÓÈɯÊÐÛÛãɯ

contemporanea è sicuramente complessa ma un primo passo, nella giusta 

direzione, dovrebbe portarci a superare gli schemi dicotomici presenti in 

letteratura che ci restituiscono immagini delle attività di vendita duali, di semplice 

contrapposizione fra vecchie e nuove forme distributive.  

Da ciò si evince lo stretto legame tÙÈɯ ÓÌɯ ËÐÕÈÔÐÊÏÌɯ ÌÝÖÓÜÛÐÝÌɯ ËÌÓÓɀÈÛÛÐÝÐÛãɯ

commerciale e quelle della città. Uno stretto rapporto che ha comportato 

cambiamenti non solo nella forma urbana e nella sua espansione economica, ma 

anche nelle abitudini e nei comportamenti dei consumatori; inoltre , la funzione 

                                                 
3 Antonietta Mazzette e Emanuele Sgroi, La metropoli consumata. Antropologia, architettura, politica, 

cittadinanze, FrancoAngeli, Milano, 2007. Steven Miles, Spaces for Consumption: Pleasure and Placelessness 
in the Post-Industrial City, Sage, Londra, 2010. 

4 "ÖÓÐÕɯ)ȭɯ3ÏÖÔÈÚɯÌɯ1ÖÚÌÔÈÙàɯ#ȭ%ȭɯ!ÙÖÔÓÌàȮɯɁ"ÐÛàɯÊÌÕÛÙÌɯ1ÌÝÐÛÈÓÐÚÈÛÐÖÕȯɯ/ÙÖÉÓÌÔÚɯÖÍɯ%ÙÈÎÔÌÕÛÈÛÐÖÕɯ
and Fear in the Evening and Night -ÛÐÔÌɯ"ÐÛàɂȮɯUrban Studies, 37, 8, 2000, pp. 1.403-1.429. Timothy J. 
#ÐßÖÕȮɯɁ3ÏÌɯÙÖÓÌɯÖÍɯÜÙÉÈÕɯÙÌÛÈÐÓÐÕÎɯÐÕɯÜÙÉÈÕɯÙÌÎÌÕÌÙÈÛÐÖÕɂȮɯLocal Economy, 20, 2, 2005, pp. 168-182. 
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distributiva, più di altre attività, contribuisce a riorganizzare il territorio ed è un 

forte elemento di trasformazione del paesaggio. 

Su questi temi si è discusso e dibattuto durante la Tavola rotonda di apertura 

del IV° Seminario Internazi onale su ȿCittà, commercio urbano e consumoȿ. 

Gli autori, nei loro contributi, con una lettura diacronica del rapporto tra 

moderno commercio al dettaglio e organizzazione funzionale della città, 

ÈÕÈÓÐááÈÕËÖɯ Ðɯ ×ÙÖÍÖÕËÐɯ ÊÈÔÉÐÈÔÌÕÛÐɯ ÕÌÓÓɀÈÔÉÐÛÖɯ ËÌÓÓɀÖÍÍÌÙÛÈɯ Ëistributiva e le 

conseguenti ricadute territoriali, hanno affrontato il tema del binomio città -

commercio e delle recenti trasformazioni che hanno interessato sia il commercio sia 

le realtà urbane con una chiara interpretazione causa-effetto nella lettura d elle 

rispettive evoluzioni.  

$ÝÐËÌÕáÐÈÕËÖɯ ÓÈɯ ÙÌÓÈáÐÖÕÌɯ ÛÙÈɯ ÊÖÔÔÌÙÊÐÖɯ Ìɯ ÊÐÛÛãɯ ÈÛÛÙÈÝÌÙÚÖɯ ÓɀÈÕÈÓÐÚÐɯ

ËÌÓÓɀÌÝÖÓÜáÐÖÕÌɯÛÌÔ×ÖÙÈÓÌɯËÌÓɯÊÌÕÛÙÖɯÜÙÉÈÕÖȮɯ3ÌÙÌÚÈɯ!ÈÙÈÛÈɯ2ÈÓÎÜÌÐÙÖɯÚÖÛÛÖÓÐÕÌÈɯ

ɁÛÏÌɯÙÌÓÈÛÐÖÕɯÉÌÛÞÌÌÕɯÊÐÛàɯÈÕËɯÙÌÛÈÐÓɯÐÚɯÚÛÙÖÕÎɯÈÕËɯÐÛɯÓÐÌÚɯÈÛɯÛÏÌɯÝÌÙàɯÏÌÈÙÛɯÖÍɯÊÐÛàɀÚɯ

origin and identity. The structure and the composition of retail districts have 

ÊÏÈÕÎÌËɯÐÕɯÛÐÔÌɯȻȱȼȭɯ3ÏÌɯÔÖËÌÓɯÖÍɯÈɯÊÐÛàɯÍÖÊÜÚÌËɯÐÕɯÛÏÌɯ"!#ȮɯÛÏÌɯÈ×ÌßɯÖÍɯÈɯ

hierarchical structure of centers, has given place to the new polycentric metropolis 

where rÌÛÈÐÓɯÈÕËɯÖÛÏÌÙɯÚÌÙÝÐÊÌÚɯÔÈÒÌɯÛÏÌɯÔÈÐÕɯÈÛÛÙÈÊÛÐÝÌɯÕÖËÌÚɂȭ 

In particolare, Barata Salgueiro fonda la sua analisi su due scale temporali. La 

scala temporale a lungo termine trova un parallelo tra la crescita urbana e la 

ÊÖÔ×ÓÌÚÚÐÛãɯ ËÌÓÓɀÖÍÍÌÙÛÈɯ ÊÖÔÔÌÙÊÐÈÓÌȮɯsia in termini di localizzazione e di 

composizione dei quartieri centrali. Nel breve periodo, il lavoro analizza i ritmi che 

il commercio e i servizi connessi impongono al centro città. Attraverso il Chronotope 

Project, applicato al caso di studio di LisboÕÈȮɯÓɀÈÕÈÓÐÚÐɯÔÐÙÈɯÈɯÝÈÓÜÛÈÙÌɯÓÈɯÎÈÔÔÈɯ

ËɀÐÔÔÈÎÐÕÐɯÌÓÈÉÖÙÈÛÌɯËÈÐɯÊÖÕÚÜÔÈÛÖÙÐɯËÌÓÓÌɯÝÐÌɯÊÖÔÔÌÙÊÐÈÓÐɯÌɯÓÌɯÓÖÙÖɯ×ÙÈÛÐÊÏÌɯËÐɯ

appropriazi oÕÌɯÚ×ÈáÐÈÓÌȯɯÓɀÐÕËÈÎÐÕÌȮɯÚÜ××ÖÙÛÈÛÈɯËÈɯÍÖÛÖÎÙÈÍÐÌɯÌɯÐÕÛÌÙÝÐÚÛÌȮɯÔÐÙÈɯÈɯ

comprendere le ragioni dei consumatori nella scelta del centro città, la loro 

ÍÙÌØÜÌÕáÈɯËÐɯÝÐÚÐÛÌȮɯÐɯÛÙÈÚ×ÖÙÛÐɯÜÚÈÛÐɯÌɯÓɀÐÔÔÈÎÐÕÌɯÊÏÌɯÕÌɯËÌÙÐÝÈȭ 

'ÌÙÊÜÓÈÕÏÖɯ"ÈÊÏÐÕÏÖȮɯÐÕÝÌÊÌȮɯ×ÙÌÕËÌɯÐÕɯÊÖÕÚÐËÌÙÈáÐÖÕÌɯÓɀÌÝÖÓÜáÐÖÕÌɯËÐɯAvenida 

da Liberdade a Lisbona, considerata come una delle strade del lusso su scala 

mondiale. +ɀÈÜÛÖÙÌɯ ÚÖÚÛÐÌÕÌɯ ÊÏÌȮɯ ÕÖÕÖÚÛÈÕÛÌɯ ÓÈɯ ËÌÉÖÓÌááÈɯ ÐÕÛÙÐÕÚÌÊÈɯ ÕÌÓÓÈɯ ÚÜÈɯ

concezione, risalente al tardo diciannovesimo secolo, e nel suo sviluppo successivo, 

numerosi fattori connessi alla centralità, alla simbologia, al prestigio e alla 

scenografia hanno reso questo boulevard ÓÈɯÝÌÛÙÐÕÈɯ×ÌÙɯÌÊÊÌÓÓÌÕáÈɯËÌÓÓɀÐÕÛÌÙÈɯÊÐÛÛãȭɯ

(ÕÖÓÛÙÌȯɯ ɁÛÖËÈàȮɯ ÊÖÔÔÌÙÊÐÈÓɯ ÈÕËɯ ÊÖÕÚÜÔ×ÛÐÖÕɯ Ú×ÈÊÌÚɯ ÈÙÌɯ ×ÙÖËÜÊÌËɯ ÈÚɯ

merchandizes for consumption and they imply a seemingly unavoidable direction 

ÖÍɯÛÏÌɯØÜÖÛÐËÐÈÕɯÓÐÍÌɯȻȱȼɯ3ÏÌɯÊÖÕÛÙÈÚÛÚɯÛÏÈÛɯÊÖÔmercial forms present in the urban 

landscape are especially apparent among different commercial forms, because the 

logic that links the production and consumption of goods reaches all forms of 

exchange, although it may not seem so obvious at a first glanceɂȭɯLe luxury 

shopping streets che sono associate ad alcune tipologie di prodotti tendono a 
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caratterizzarsi quale luogo attrattivo per le nuove esigenze del cosmopolitismo e 

ËÌÓÓÈɯÎÓÖÉÈÓÐááÈáÐÖÕÌȮɯ×ÌÙɯÓɀõÓÐÛÌɯËÌÓɯleisureȮɯ×ÌÙɯÓÈɯÊÖÔ×ÌÛÐáÐÖÕÌɯÌɯÓɀÐÕÕÖÝÈáÐÖÕÌ, 

tutti elementi che sono div enuti vere e propri luoghi magnetici per i nuovi stili di 

vita urbani 5. 

Carles Carreras sottolinea la necessità di costruire un substrato storico degli 

eventi economici, attraverso lo schema dei cicli di lunga durata di Kondrat ieff. In 

×ÙÐÔÖɯÓÜÖÎÖȮɯ"ÈÙÙÌÙÈÚɯÌÝÐËÌÕáÐÈɯÓɀÌÚÐÎÌÕáÈɯËÐɯÊÖÚÛÙÜÐÙÌɯÜÕɯÚÜÉÚÛÙÈÛÖɯÚÛÖÙÐÊÖɯËÌÎÓÐɯ

eventi economici, di fronte alla a-storicità che, in termini generali, caratterizza i 

ÓÈÝÖÙÐɯËÌÎÓÐɯÌÊÖÕÖÔÐÚÛÐȭɯ+ɀÐÕÛÌÙ×ÙÌÛÈáÐÖÕÌɯËÌÐɯÊÐÊÓÐɯËÐɯÓÜÕÎÈɯËÜÙÈÛÈɯËÐɯ*ÖÕËÙÈtieff 

ÚÜÎÎÌÙÐÚÊÌɯÜÕÖɯÚÊÏÌÔÈɯÐÕÛÌÙÌÚÚÈÕÛÌɯÈɯÛÈÓÌɯ ×ÙÖ×ÖÚÐÛÖȭɯ (ÕÖÓÛÙÌȮɯ ÓɀÈÜÛÖÙÌɯ×ÙÖ×ÖÕÌɯ

ÜÕɀÐ×ÖÛÌÚÐɯ ÊÐÙÊÈɯ ËÜÌɯ ÊÐÊÓÐɯ ËÌÓÓÈɯ ÎÓÖÉÈÓÐááÈáÐÖÕÌȮɯ ÓÈɯ ÊÐÙÊÖÓÈáÐÖÕÌɯ ËÐɯ ÊÈ×ÐÛÈÓÌɯ

finanziario come circuito superiore e le migrazioni internazionali come circuito 

inferiore, cÐÛÈÕËÖɯɁÛÏÌɯÌÍÍÌÊÛÚɯÖÍɯ&ÓÖÉÈÓÐáÈÛÐÖÕɯÐÕɯÈÓÓɯÐÛÚɯÊÖÕÚÌØÜÌÕÊÌÚȮɯÌÝÌÕɯÐÕɯÛÏÌɯ

ÙÌÈÓÔɯ ÖÍɯ ÔÖÙÈÓɯ ÈÕËɯ ÚÖÊÐÈÓɯ ÝÈÓÜÌÚɂȭɯ (ÕÍÐÕÌȮɯ ÓɀÈÜÛÖÙÌɯ ÈÕÈÓÐááÈɯ ÓÈɯ ÊÖÔÜÕÐÊÈáÐÖÕÌɯ

satellitare coÔÌɯÉÈÚÌɯ×ÌÙɯÓÈɯÚÖÊÐÌÛãɯËÌÓÓɀ(ÕÍÖÙÔÈáÐÖÕÌȮɯÊÖÕÚÐËÌÙÈÕËÖɯÓÈɯÛÌÓÌÍÖÕÐÈɯ

mobile e la television e satellitare come veicolo per il circuito inferiore, e internet ɬ 

minoritario ɬ per il circuito superiore.  

2ÐÓÝÈÕÈɯ/ÐÕÛÈÜËÐɯÈÍÍÌÙÔÈɯÊÏÌɯɁÎÓÐɯÚ×ÈáÐɯÊÖÔÔÌÙÊÐÈÓÐɯÌɯËÐɯÊÖÕÚÜÔÖɯÖÎÎÐɯÚÖÕÖɯ

prodotti come merce per il consumo e implicano una direzione apparenteme nte 

inevitabile della vita quotidiana. Sta a noi comprendere bene i segnali emessi da 

questi spazi, in particolare le forme più recenti di marketing che si sono 

visibilmente moltiplicate intorno alle città e che aggiornano, indirettamente, le altre 

forme cÖÔÔÌÙÊÐÈÓÐɯËÌÓɯÚÐÚÛÌÔÈɯËÐɯËÐÚÛÙÐÉÜáÐÖÕÌɯËÐɯÉÌÕÐɂȮɯÌËɯÐÕÖÓÛÙÌɯÊÌÙÊÈɯËÐɯÔÌÛÛÌÙÌɯ

ÐÕɯÙÐÚÈÓÛÖɯÐÓɯ×ÖÛÌÕáÐÈÓÌɯËÌÓÓÈɯ×ÙÖÚ×ÌÛÛÐÝÈɯÊÙÐÛÐÊÈɯÙÈËÐÊÈÓÌɯÕÌÓÓɀÈÔÉÐÛÖɯËÌÓÓÈɯËÐÚÊÐ×ÓÐÕÈɯ

geografica, in particolar modo in relazione a tematiche inerenti gli spazi del 

commercio e del consumo, al fine di individuare e rivelare le antinomie esistenti in 

ØÜÌÚÛÐɯÚ×ÈáÐɯÕÌÓÓÈɯÊÐÛÛãɯÊÖÕÛÌÔ×ÖÙÈÕÌÈȭɯ+ɀÈÜÛÙÐÊÌɯÈÍÍÙÖÕÛÈɯÎÓÐɯÈÚ×ÌÛÛÐɯÛÌÖÙÐÊÐɯÊÏÌɯ

hanno posto le basi degli studi in questo filone scientifico, per poi approfondire il 

contributo dÌÓÓÈɯ×ÙÖÚ×ÌÛÛÐÝÈɯÊÙÐÛÐÊÈɯÕÌÓÓɀÈÔÉÐÛÖɯÚ×ÌÊÐÍÐÊÖɯËÌÎÓÐɯÚÛÜËÐɯÚÜÓɯÊÖÔÔÌÙÊÐÖɯ

urbano. 

(ÕÍÐÕÌȮɯ/ÏÐÓÐ××Ìɯ#ÜÎÖÛɯÈÕÈÓÐááÈɯÓɀÌÝÖÓÜáÐÖÕÌɯ×ÐķɯÙÌÊÌÕÛÌɯËÌÓɯ ÊÖÔÔÌÙÊÐÖȮɯÐÕɯ

particolare le conseguenze della diffusione dell'e-commerce, che ha lasciato 

supporre ad una vera e propria rivoluzione digitale del consumo. Di certo, il 

commercio eletÛÙÖÕÐÊÖɯÙÐÝÌÚÛÌɯÜÕɯÙÜÖÓÖɯÊÙÌÚÊÌÕÛÌɯÈÓÓɀÐÕÛÌÙÕÖɯËÌÓɯÊÖÔ×ÈÙÛÖɯÛÈÕÛÖɯËÈɯ

mettere in causa - almeno a livello teorico - l'eredità commerciale tradizionale e 

delle forme urb ane che vi sono associate. 

In effetti, oltre alle implicazioni socio -economiche del fenomeno, sono proprio 

le conseguenze in termini territoriali che vale la pena sottolineare al fine di 

                                                 
5 2ÏÈÙÖÕɯ9ÜÒÐÕȮɯɁ4ÙÉÈÕɯ+ÐÍÌÚÛàÓÌÚȯɯ#ÐÝÌÙÚÐÛàɯÈÕËɯ2ÛÈÕËÈÙËÐáÈÛÐÖÕɯÐÕɯ2×ÈÊÌÚɯÖÍɯ"ÖÕÚÜÔ×ÛÐÖÕɂȮɯUrban 

Studies, 35, 5-6, 1998, pp. 825-839. 
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indagare quali sono le gerarchie christalleriane che possono essere riscritte a 

diversi l ivelli.  

Nonostante non diventerà l'unica modalità di scambio, nel breve periodo, l' e-

commerce ÐÕÊÐËÌɯÎÐãɯ ÕÌÓÓÌɯ×ÙÈÛÐÊÏÌɯËɀÈÊØÜÐÚÛÖȮɯËÐɯÔÖÉÐÓÐÛãɯÜÙÉÈÕÈɯÛÈÕÛÖɯÊÏÌɯÓÈɯ

geografia del commercio dovrà integrare maggiormente questa trama virtuale 

ÕÌÓÓɀÈÕÈÓÐÚÐɯÚ×Èziale delle connessioni tra spazi reticolari virtuali e territori del 

quotidiano. Ɂ"ÌÛÛÌɯÙõÍÓÌßÐÖÕɯËÖÐÛɯ×ÈÚÚÌÙɯ×ÈÙɯÓɀÈÕÈÓàÚÌɯËÌÚɯÚÛÙÈÛõÎÐÌÚɯÚ×ÈÛÐÈÓÌÚɯËÌÚɯ

acteurs économiques mais aussi des consommateurs, les développements récents 

du e-commerce montrant un e innovation multiforme et une dialectique croissante 

ÌÕÛÙÌɯÖÍÍÙÌɯÌÛɯËÌÔÈÕËÌɂȭ 

 ɯÊÖÕÊÓÜÚÐÖÕÌɯËÌÓÓÈɯ3ÈÝÖÓÈɯÙÖÛÖÕËÈɯËÐɯÈ×ÌÙÛÜÙÈɯöɯÌÔÌÙÚÖɯÊÖÔÌɯÕÌÓÓɀÖËÐÌÙÕÈɯ

ÊÖÔ×ÌÛÐáÐÖÕÌɯÛÙÈɯÓÌɯÙÌÈÓÛãɯÜÙÉÈÕÌɯÛÈÕÛÌɯÚÖÕÖɯÓÌɯÊÐÛÛãɯÊÏÌɯÚÐɯÚÖÕÖɯ×ÖÚÛÌɯÓɀÖÉÐÌÛÛÐÝÖɯ

della rivitalizzazi one degli spazi cittadini e del potenziamento delle funzioni 

economiche e dei servizi6. Le risposte più significative ci vengono date da quelle 

ÊÐÛÛãɯÈ×ÌÙÛÌɯÈɯÕÜÖÝÌɯÚÍÐËÌɯÌɯÈɯÕÜÖÝÌɯÐËÌÌȮɯÔÖÚÚÌɯËÈÓÓÈɯÊÙÌÈÛÐÝÐÛãɯÌɯËÈÓÓɀÐÕÕÖÝÈáÐÖÕÌȮɯ

nelle quali le nuove classi sociali si sono associate alle attuali esperienze di 

governance proiettate verso nuove forme di progettazione e gestione dello 

sviluppo.  

Le politiche urbanistiche e territoriali recenti si orientano sempre più sulla 

razionalizzazione e sul recupero dellɀÌÚÐÚÛÌÕÛÌȮɯ ×ÐÜÛÛÖÚÛÖɯ ÊÏÌɯ ÚÜÓÓÈɯ ÚÌÔ×ÓÐÊÌɯ

espansione fisica della città, attraverso varie azioni. Queste, partendo dalla 

struttura urbana consolidata, si indirizzano non solo a ridefinire la forma della città 

e a migliorarne la vivibilità, dai centri storic i alle periferie, ma soprattutto a creare 

occasioni di sviluppo capaci di restituire qualità, identità e opportunità di rilancio 

economico, rispettando il paradigma della sostenibilità. Però non sono sufficienti 

solo azioni volte alla rivitalizzazione urba na, attraverso le classiche strategie di 

piano, che prevedono, il recupero del patrimonio edilizio e la rifunzionalizzazione 

delle aree abbandonate, ma è necessario puntare alla riqualificazione socio-

economica indirizzando le politiche locali verso grandi  progetti di sviluppo 

urbano, capaci di restituire, identità ed opportunità di rilancio economico, evitando 

però che gli interventi, come è avvenuto in molte città, siano fonte di nuovi conflitti 

economici e sociali. 

(ÕɯØÜÌÚÛɀÈÔÉÐÛÖɯÐÓɯÊÖÔÔÌÙÊÐÖɯÈÚÚÜÔÌɯÜÕɯsignificato di forte attrazione sociale, 

in connessione ai servizi che da sempre hanno alimentato quelle dinamiche 

attrattive come le attività culturali, pubbliche e direzionali. Pertanto, bisogna 

puntare su operazioni di rigenerazione che, coinvolgendo contemporaneamente la 

città fisica come quella sociale, devono tendere ad incidere sui modelli di vita degli 

                                                 
6 "ÖÓÐÕɯ)ȭɯ3ÏÖÔÈÚɯÌɯ1ÖÚÌÔÈÙàɯ#ȭ%ȭɯ!ÙÖÔÓÌàȮɯɁ"ÐÛàɯÊÌÕÛÙÌɯ1ÌÝÐÛÈÓÐÚÈÛÐÖÕȯɯ/ÙÖÉÓÌÔÚɯÖÍɯ%ÙÈÎÔÌÕÛÈÛÐÖÕɯ

and Fear in the Evening and Night -ÛÐÔÌɯ"ÐÛàɂȮɯUrban Studies, 37, 8, 2000, pp. 1403-1429.  
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abitanti 7. A tal fine occorre potenziare i differenti percorsi di aggregazione nello 

spazio urbano per farne non solo un luogo di condivisione e di svago ma anche 

una fonte di opportunità e di impulsi innovativi per i settori produttivi locali, 

accogliendo flussi commerciali e turistici esterni. Solo così in questo periodo storico 

la crisi, che attaÕÈÎÓÐÈɯÓÈɯÚÖÊÐÌÛãȮɯ×ÜğɯËÐÝÌÕÐÙÌɯÜÕɀÖ××ÖÙÛÜÕÐÛãɯ×ÌÙɯÊÈ×ire in tempo 

ØÜÈÓÌɯÚÈÙãɯÓɀÌÝÖÓÜáÐÖÕÌɯÍÜÛÜÙÈɯËÌÓɯÚÐÚÛÌÔÈɯÊÖÔÔÌÙÊÐÈÓÌɯÕÌÓɯÚÜÖɯÊÖÔ×ÓÌÚÚÖȭɯ 

 

                                                 
7 Marco Torres, Luoghi magnetici. Spazi pubblici nella città moderna e contemporanea, FrancoAngeli, 

Milano, 2009. 
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CITY CENTRE TEMPORALITIES INDUCED BY RETAIL  

 

 

1. Objectives and background  

 

Modernity has accustomed us to experiencing change. In the Information Age, 

with the compression of space and acceleration of time, change moves even more 

quickly and continuously and we are witnessing an extraordinary increase in 

mobility (of capital, goods, people and images). 

Within the framework of extremely easy c irculation, the organisation of space is 

placed at the service of moving fast which, in the urban areas, nearly always means 

ÎÌÛÛÐÕÎɯÈÙÖÜÕËɯÉàɯÔÖÛÖÙÊÈÙȭɯ'ÖÞÌÝÌÙȮɯɁÚ×ÈÊÌɯÐÚɯÊÙÖÚÚÌËɯÛÏÙÖÜÎÏɯÉàɯËÐÍÍÌÙÌÕÛɯ

ÈÊÛÖÙÚȰɯÚÖÔÌɯÐÕɯÍÈÚÛɯÛÐÔÌɯÖÛÏÌÙÚɯÐÕɯÚÓÖÞɯÛÐÔÌɂ1. It is common to distinguish the 

rhythms of pre -industrial societies, guided by tradition and the cycles of nature 

and agriculture, and the rhythms of modern industrial capitalist societies, guided 

by human-made schedules in a new relationship with time . It is possible to 

associate fast time with industrial production, mass consumption, capitalist 

expansion, large cities, and the merchandising of time that determines the 

ÈÊÊÌÓÌÙÈÛÐÖÕɯÖÍɯÙÏàÛÏÔÚɯÐÕɯÛÏÌɯÜÙÉÈÕɯÚÌÛÛÐÕÎȭɯ.××ÖÚÐÛÌɯÛÖɯÛÏÐÚȮɯÛÖËÈàɀÚɯÚÓÖÞɯÛÐÔÌɯ

would mean v aluing uniqueness, the exclusive, identity, proximity and the local 

(products, cultures, relationships), and even a particular way of living so as protect 

sustainability and the environmental balance.  

With the information society and globalization life has  speeding up. However 

people, or at least some people, are now rejecting this acceleration and new social 

movements and lifestyles in favour of slow currents have emerged: Downshifters, 

Slow Food, New Urbanism, are just some examples. In being less politically aware, 

this opposition which seeks to experience time may be extended to all individuals 

at different periods in their daily lives and when they are engaged in different 

activities. The rhythm of life may generally be slower when on holiday or at 

leisure, while at work, it is fast. Life is also fast for adolescents and people on the 

brink of adulthood in contrast to other stages in the life cycle. It also moves in the 

ÍÈÚÛɯÓÈÕÌɯÍÖÙɯÛÏÌɯȿÎÓÖÉÈÓɯÜÚÌÙÚȿɯËÐÍÍÌÙÌÕÛÓàɯÍÙÖÔɯÛÏÌɯȿÜÙÉÈÕɯÝÐÓÓÈÎÌÙÚȿȭɯ.ÞÐÕÎɯÛÖɯÛÏÌ 

fact that people tend to play different roles in the consumer society which implies 

different spatialities and temporalities, in the city fast rhythms coexist with slow 

ÖÕÌÚȮɯÛÏÜÚɯÊÈÜÚÐÕÎɯ"ÙÈÕÎɯÛÖɯÊÓÈÐÔɯÛÏÈÛɯɁÞÌɯÕÌÌËɯÛÖɯÙÌÍÐÎÜÙÌɯÛÏÌɯÐËÌÈɯÖÍɯÛÏÌɯÜÙÉÈÕɯ

not as a singular abstract temporality but as the site where multiple temporalities 

                                                 
* IGOT (Instituto de Geografia e Ordenamento do Território), Universidade de Lisboa 
1 ,ÐÓÛÖÕɯ2ÈÕÛÖÚȮɯɁ.ɯ3ÌÔ×ÖɯÕÈÚɯ"ÐËÈËÌÚɂȮɯCiência e Cultura, 54, 2, 2002, pp. 21-22. 
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ÊÖÓÓÐËÌɂ2ȭɯ(ÕɯÛÏÌɯÚÈÔÌɯÞÈàȮɯÍÖÙɯ'ÈÙÝÌàɯɁÊÐÛÐÌÚɯÈÙÌɯÊÖÕÚÛÐÛÜÛÌËɯÕÖÛɯÉàɯÖÕÌɯÉÜÛɯÉàɯ

multiple spatio -temporalities producing multiple frameworks within which 

conflictual social proÊÌÚÚÌÚɯÈÙÌɯÞÖÙÒÌËɯÖÜÛɂ3. 

This text will be making some considerations on the use of time and space 

regarding consumption by urban users; it will focus more specifically on the 

appropriation of downtown districts by using data collected in Lisbon, within th e 

framework of Chronotope Project4. The aim will be to underline the characteristics of 

the high street favourable to different social rhythms, thus raising some 

preliminary ideas for urban planning that is aware of the time dimension.  

 

 

2. Temporal scale and retail change  

 

Framed by the processes of transformation the central area goes through periods of 

success and periods of decline. In a certain way, the challenge raised in the literature 

on resilience is to understand how the city districts successfully overcome the shocks 

or crises they have suffered, partly threatened by the competition of out -of-town retail.  

 Ûɯ ÓÖÕÎɯ ÛÌÙÔȮɯ ÐÛɯ ÏÈÚɯ ÉÌÌÕɯ ×ÖÚÚÐÉÓÌɯ ÛÖɯ ÐËÌÕÛÐÍàɯ ÛÏÙÌÌɯ ÔÈÐÕɯ ÚÛÈÎÌÚɯ ÐÕɯ +ÐÚÉÖÕɀÚɯ

downtown life cycle: (i) the formation period that stretched throug hout the 19th and the 

first half of the 20 th century, when the main profile of the downtown area was 

designed; (ii) its decline from the mid -1960s to the 90s; and (iii) its revival at the very 

end of the 20th century and in the early 21stÊÌÕÛÜÙàȭɯ#ɀ ÓÌÚÚÈÕdro5 also found that there 

were three stages in retail development in the centre of Naples that progressed 

through a timeline not very dissimilar from the one I have found for Lisbon; there was 

also a similarity due to reinvestment activity which was bolst ered by rehabilitation 

policies. 

+ÐÚÉÖÕɀÚɯÏà×ÌÙ-core (the Chiado) was seriously damaged by a large fire in 1988. 

Eighteen buildings were destroyed or severely damaged and many stores, including 

three department stores and some up-market boutiques disappeared. Rebuilding the 

area dragged slowly throughout the years and, in the meantime, people learned new 

consumer habits and shopping facilities that were located far from the city -centre. The 

large hypermarkets with a shopping gallery and the first regional s hopping mall 

appeared in the Lisbon metropolitan area in 1985-86. In 1999, a medium-sized 

                                                 
2 ,ÐÒÌɯ"ÙÈÕÎȮɯɁ1ÏàÛÏÔÚɯÖÍɯÛÏÌɯÊÐÛàȯɯÛÌÔ×ÖÙÈÓÐÚÌËɯÚ×ÈÊÌɯÈÕËɯÔÖÛÐÖÕɂȮɯÐÕɯJohn May and Nigel Thrift 

(eds), Timespace. Geographies of temporality, Routledge, London and New York, 2001, p. 189. 
3 David Harvey ȮɯɁ"ÖÕÛÌÚÛÌËɯ"ÐÛÐÌÚȯɯ2ÖÊÐÈÓɯ/ÙÖÊÌÚÚɯÈÕËɯ2×ÈÛÐÈÓɯ%ÖÙÔɂ in Richard T. LeGates and 

Frederic Stout (eds), The City Reader, Routledge, London and New York NY, 5 th ed., 2011, p. 234. 
4 Chronotope, Time-Space Planning for Resilient Cities. New Means of Sustainable Planning in Societies of 

Consumption. An Urban -Net project. 
5 +ÐÉÌÙÈɯ#ɀ ÓÌÚÚÈÕËÙÖȮɯAttività Commerciali e Spazi Urbani. Per un approccio geografico al centro storico 

di Napoli, Guida, Napoli, 2008. 
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shopping centre opened in the rebuilt Chiado, where the Fnac store acted as a strong 

anchor. A little later on, other anchors started operating in the district and th is fact 

made the area very attractive for both young people, retired people who were 

nostalgic for the old days, and tourists, besides the employees who worked there. 

In the short run, the city centre is crossed through by several rhythms that greatly 

help to change the townscape. The city streets are full of people strolling around, 

congregating in particular spots, or eating at a pavement-restaurant; musicians and 

other actors performing at mid -day show that it is not the same cityscape of the night-

time garbage-collection or the early-morning delivery services.  

In part, these rhythms are imposed by retail and other activities that make up 

the core, but at the same time, human rhythms and needs also impose upon the 

ÊÖÙÌɀÚɯÚÊÏÌËÜÓÌÚɯÐÕɯÈɯËÐÈÓÌÊÛÐÊɯ×ÙÖÊÌÚÚɯÛhat produces space. 

 

 

3. The appropriation of high street  

 

The distribution of pedestrians in downtown Lisbon shows variations both 

throughout the day and during the week ( Fig. 1). During weekdays, the number of 

services and shops which are open to the public is higher than at the weekends 

although the density of people in the streets is sometimes lower, because many are 

at work. Saturday is the busiest day where there is a mixture of several activities 

although shopping seems to be important. On Sundays, the tendency is more for 

socialising in gatherings and going for daytime strolls.  

 

Fig. 1 ɬ Pedestrian flows 
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The street dynamic is similar between working days and the weekends during 

the daytime, with two main differences: at 8.00 am there are more people in the 

streets during weekdays, mainly people going to work; the highest density peaks 

at 1.00 pm, while on Saturdays and Sundays it moves forward to 5.00 pm. 

Early in the morning (7.00 or 8.00 am) and later during the evening/early night 

(8.00 to 11.00 pm) the retail units which are found open are mainly limited to cafés, 

restaurants or hotels. At this time, people tend to congregate around the transport 

stops or walk fast to or from work. In the morning, some stop for few moments at a 

café for a quick breakfast. 

At lunch time, there are many small groups of employees having a meal or 

drinking coffee and strolling around, killing time before returning to work. At the 

end of the day people may either stop to make a purchase or hurry to catch 

transports home.  

During the morning and afternoon, the streets are packed with people going to 

the doctors, lawyers, banks and other offices, going shopping or merely to do some 

window -shopping and stroll around. They may also come to meet friends, have a 

meal or drin k coffee.  

By 11.00 pm the centrality moves from the Chiado ȹ+ÐÚÉÖÕɀÚɯÏà×ÌÙÊÖÙÌȺɯÛÖɯ

Camões, a square where young people meet drinking and spend time before going 

to the Bairro Alto quarter, where the night life is located. So, in the late evening, one 

can find young people going in or out of the nearby bars, some tourists returning 

to their hotels, and very fast street cleaning workers. On some days, a little after 

the shows have ended, many people cross the streets in direction of the parking lot 

or the public transports, or perhaps go to a late-night restaurant or bar.  

The rhythms and the types of tempos that people experience in this central area 

are therefore different. Some rush to a meeting while others stop and stand in front 

of a shop window or at th e subway entrance, or watch life going by from a 

pavement café, gathering information and socialising.  

The set of maps produced (Fig. 1), show that there are two focal points from 

which there is a decline in pedestrian flows: the Armazéns do Chiado shopping 

centre and Chiado square. 3ÏÌàɯÈÙÌɯÉÖÛÏɯÐÔ×ÖÙÛÈÕÛɯ×ÌËÌÚÛÙÐÈÕÚɀÔÌÌÛÐÕÎ-points and 

attraction anchors. The Armazéns do Chiado is a medium-size shopping centre with 

several strong anchors located at the intersection of two streets which are 

important for pe destrian movement due, at least in part, to shopping.  

Chiado square offers several attractive elements from the pavement-cafés that 

are very big tourist attractions, to the shops, hotels, and transport facilities. 

Enhancing the street activity, there are often good street performers while street 

vendors lead people to stop for a while. 

To better understand the way this space is used, we drew up a set of in-loco 

observations, in addition to questionnaires which were handed out to people in the 

street according to different age groups and professional activities.  
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Results from the survey showed that during the daytime, the main reasons why 

people come to the city centre are for leisure and work followed by shopping ( Tab. 

1). Leisure includes: window -shopping, strolling around, killing time, meeting 

ÍÙÐÌÕËÚȮɯÚÖÔÌÛÐÔÌÚɯÛÖÎÌÛÏÌÙɯÞÐÛÏɯȿÏÈÝÐÕÎɯÈɯÔÌÈÓȿȭ 

Besides shopping, generally speaking, this item also comprises references to 

restaurants or cafés, specific shops (bookshops, the ice-cream parlour, antique 

shops), the purchasing of specific goods or services (seeing a doctor, going to the 

bank or to the church, and so on). 
 

Tab. 1 ɬ Reasons for being in the city centre 

 

(Õɯ2ÜÙÝÌàɀÚɯ

day 

In general 

Work/study  30,2 15,4 

Leisure,walk  38,4 49,7 

Shopping 17,9 25,5 

Lunch 7,7 5,4 

Crossing 5,8 4,0 

Total  100,0 100,0 

Source: Chronotope data 
 

Women have a slight predominance over the people going to the centre for 

services or shopping. Meeting friends seems to have an essentially male 

preponderance where many of them are pensioners. 

6ÏÌÕɯÖÕÌɯÔÖÝÌÚɯÍÙÖÔɯÛÏÌɯÙÌÈÚÖÕÚɯÍÖÙɯÉÌÐÕÎɯÐÕɯÛÏÌɯÊÐÛàɯÊÌÕÛÙÌɯÐÕɯÛÏÌɯÚÜÙÝÌàɀÚɯ

day to a more abstract situation, general reasons for being in the centre, work loses 

importance, while leisure and shopping gain points. In fact, visiting the centre i s 

primarily for leisure purposes and strolling around and, secondly, for shopping. 

People say that it is pleasant walking around, looking at shop windows, watching 

other people, meeting friends, visiting an art gallery or going to the theatre. They 

seek conviviality, amusement, novelties, movement and different people. They 

appropriate the high street for a slow type of temporality.  

Another way to contrast the use of the city centre against other areas is to ask 

people the last time they did certain activit ies and where. In locational terms, the 

Baixa-Chiado districts are the preferential place in which to go window -shopping. 

In second place, but with much fewer references, it is chosen for meeting friends 

and buying clothing, footwear, jewellery, gifts and souvenirs. 

The answers point to different patterns where people go downtown to do 

window -shopping, have social get-togethers and make some sort of purchases, but 

when it comes to buying food and other convenience goods they go to the 

neighbourhood supermar kets or drive out to the hypermarkets located in the 



30  TERESA BARATA -SALGUEIRO  

 

peripheral rings. They also go out of the city for leisure outings with the family (to 

the seaside, the countryside or even to a small neighbouring town or a shopping 

mall). They look for bulky goods and  competitive low -priced goods at the retail 

parks or outlets on the fringe.  

The cinema is a kind of leisure activity associated with shopping malls or 

entertainment centres, mostly away from the central city due the almost total 

disappearance of the old inner-city cinemas. Get-togethers with friends is fairly 

longitudinal, from downtown to the fringe, from the high street to the 

neighbourhood, from the traditional sites to the new retail formats, all of which 

ÛÙÈÕÚÓÈÛÌɯ ×ÌÖ×ÓÌɀÚɯ ÊÖÕÝÐÝÐÈÓÐÛàȭɯ 1ÌÛÐÙÌËɯ ÈÕËɯ àÖung people meet their friends 

downtown but also in the neighbourhood cafés near their homes. In the new 

suburbs, the neighbourhood centre often takes the shape of a shopping centre. So 

they meet there, exactly as the inner-city residents meet at the corner café. This 

explains why the new retail fo rmats have little importance as meeting places for 

Lisbon residents. 

 

Opinions on retail offer  

 

When describing downtown retail offer, the users underline variety and the 

quality. They acknowledge the good supply i n terms of quantity and diversity, the 

different types of shops and restaurants, the services, the many brands available 

ÈÕËɯ×ÙÐÊÌÚɯÍÖÙɯÈÓÓɯÐÕÊÖÔÌÚȯɯɁ8ÖÜɯÊÈÕɯÎÌÛɯÌÝÌÙàÛÏÐÕÎɯÐÕɯÈɯÝÌÙàɯÚÔÈÓÓɯÈÙÌÈɂɯÚÖÔÌɯ

people said. 

Quality mainly refers to the very attractiv e shops, with their sophisticated 

designer goods, or the up-market shop image, and brands, characteristics mainly 

found in the Chiadoȭɯ ɯÓÖÛɯÍÌÞÌÙɯÙÌÍÌÙÌÕÊÌÚɯÞÌÙÌɯÔÈËÌɯÛÖɯÛÏÌɯÚÏÖ×ÚɀÛÙÈËÐÛÐÖÕÈÓɯ

appearance which makes the retail area typical (i.e. traditional) or place-specific or 

even familiar. Some people spoke about the mix between the traditional and the 

modern units. Very little mention was made as regards the qualities of customer 

ÚÌÙÝÐÊÌɯ ÖÍɯ ÛÏÌɯ ÙÌÛÈÐÓɯ ÜÕÐÛȮɯ ÛÏÌɯ ÈÛÛÌÕËÐÕÎɯ ÌÔ×ÓÖàÌÌÚɀÏÌÓ×ÍÜÓÕÌÚÚɯ ÈÕËɯ ÛÏÌɯ Ùetail 

timetables, all of which are seen as positive. 

The main criticisms are related to high prices, the !ÈÐßÈɀÚ decay and old 

fashioned quality and narrow diversity in the offer. This seems contradictory in 

terms of its positive qualities and therefore needs some explanation. For upper or 

middle-class people, the offer is large enough to be accessible to all income groups. 

For the lower-income groups, people are more used to the competitive retail 

formats and discount stores, and therefore think that the p rices downtown are 

high. 

In terms of quality, it is important to note that at the time the interviews were 

made, the difference between the Chiado and the Baixa, the two districts in 

downtown Lisbon, was quite large. The Chiado which had been rebuilt after  the 
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1988 fire, was already modernized with many international brands and some 

important retail anchors; it had the highest real -estate prices for retail properties in 

town 6 whereas the Baixa was still in a state of serious decay in terms of physical 

structures with empty, derelict buildings, and in terms of retail offer. The growing 

numbers of beggars, street performers and ethnic shops in this part of the city 

centre gave an even worse picture of the area. 

Downtown retail is predominantly clothing, footwe ar and accessories, young 

fashion, restaurants. The people who criticised the limited diversity were referring 

exactly to this mix, particularly the predominance of shops aiming at young buyers 

where there is hardly any offer for other ages. A few people also criticised the 

standardisation of the retailscape because of the importance of the international 

outlet chains. 

Nevertheless, there was a small number of negative opinions about the service 

and the excessive number of shops aimed at the tourists. Besides the restaurants, 

most of the so-called tourist shops are ethnic bazaars which some people see as 

sign of bad atmosphere and decay. 

 

Opinions on downtown Lisbon  

 

It is possible to organise the answers to the open question about what people 

like in downto wn Lisbon, into five groups.  The sentences in inverted commas state 

what people have actually said. 

Å Nice atmosphere 

The most frequent answer deals with the nice, pleasant atmosphere when 

ÞÈÓÒÐÕÎɯÐÕɯÛÏÌɯÖ×ÌÕɯÈÐÙɯÉÌÊÈÜÚÌȯɯɁÐÛɀÚɯÈÕɯÈÔ×ÓÌȮɯÖ×ÌÕɯÈÙÌÈɂȮɯɁÐÛɀÚɯÎÖod to have fresh 

ÈÐÙɂȮɯɁÛÏÌÙÌɯÈÙÌɯ×ÌËÌÚÛÙÐÈÕɯÚÛÙÌÌÛÚȮɯÚÖɯÐÛɀÚɯ×ÖÚÚÐÉÓÌɯÛÖɯÞÈÓÒɯÈÙÖÜÕËɯÚÈÍÌÓàɂȮɯɁȻÐÛɀÚɯ

ÕÐÊÌȼɯÛÖɯÚÌÌɯ×ÌÖ×ÓÌɂȮɯɁÛÏÌɯÚÛÙÌÌÛÚɯÈÙÌɯÝÌÙàɯÓÐÝÌÓàɂȮɯɁÛÏÌÙÌɯÈÙÌɯÓÖÛÚɯÖÍɯËÐÍÍÌÙÌÕÛɯ×ÌÖ×ÓÌɯ

from different countries owing to the important presence of touri ÚÛÚȮɂɯɁ(ÛɀÚɯ×ÓÌÈÚÈÕÛɯ

ÛÖɯÞÈÓÒɯÈÙÖÜÕËɯÖÙɯÚÐÛɯÐÕɯÈɯ×ÈÝÌÔÌÕÛɯÊÈÍõɂɯÈÕËɯɁ(ɯÓÐÒÌɯÞÈÛÊÏÐÕÎɯ×ÌÖ×ÓÌɯÐÕɯÛÏÌɯ

ÚÛÙÌÌÛÚɂȭ 

Å Retail & services offer  

The offer of retail and services comes in second place. It is considered to be a 

good retail area with many brands and some unique shops. People appreciate the 

mix between retail, restaurants, and leisure/entertainment like plays or exhibitions. 

They also underline the interesting character of the area because of the night life in 

Bairro Alto. This neighbourhood is well -known for its restaurants, wine bars, 

antique shops, boutiques and design shops. It is close to the Chiado and of easy 

access to it by crossing through Camões square. Now that the shops close later at 

                                                 
6 Cushman & Wakefield, Main Streets across the world. 2013/2014, Cushman & Wakefield, LLP, 

London, 2013. 
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night, namely the Armazens do Chiado Shopping, intermeshing i s also achieved in 

terms of time. The centre is also an important meeting place for retired people and 

ÍÖÙɯàÖÜÕÎÚÛÌÙÚȭɯɁ(ɯÓÐÒÌɯÊÖÔÐÕÎɯÛÖɯ,ÈÊɀÚɯȻ,Ê#ÖÕÈÓËÚȼɯÛÖɯÌÈÛɯÈɯÏÈÔÉÜÙÎÌÙɯÞÐÛÏɯ

ÍÙÐÌÕËÚɂȰɯɁ$ÝÌÙàÛÏÐÕÎɀÚɯÏÌÙÌȯɯËÖÊÛÖÙÚȮɯÈɯÏÖÚ×ÐÛÈÓɂȭ 

Å Physical landscape 

Under the physical landscape heading, one finds the features of the physical 

setting, mainly the architecture and some landmarks. The tendency is to stress the 

ÖÓËɯÉÜÐÓËÐÕÎÚȮɯÛÏÌɯËÐÚÛÙÐÊÛɀÚɯÏÐÚÛÖÙàȮɯÐÛÚɯÛÙÈËÐÛÐÖÕÚɯÈÕËɯÐÛÚɯÊÜÓÛÜÙÌȮɯÉÜÛɯÙÌÔÈÙÒÚɯÈÙÌɯ

also made about the successful integration of the new buildings with the old ones. 

Although few references are made, it is possible to include in this group the 

ØÜÌÚÛÐÖÕɯÖÍɯÎÖÖËɯÈÊÊÌÚÚÐÉÐÓÐÛàɯÈÕËɯ×ÜÉÓÐÊɯÛÙÈÕÚ×ÖÙÛɯÍÈÊÐÓÐÛÐÌÚȭɯɁ(ÛɯÐÚɯÈɯÕÐÊÌɯ×ÓÈÊÌȮɯÞÐÛÏɯ

history and traditio ÕÚɯ ÙÌÓÈÛÌËɯ ÛÖɯ ÛÏÌɯ ÊÖÜÕÛÙàɀÚɯ ÊÖÓÓÌÊÛÐÝÌɯ ÔÌÔÖÙàɯ ȹÐÛÚɯ ÞÙÐÛÌÙÚȮɯ

×ÖÓÐÛÐÊÐÈÕÚȺɂȭ 

Å Specific places 

There are many references to specific places, streets, squares, shops. These 

ÈÕÚÞÌÙÚɯÏÌÓ×ɯÛÖɯÊÖÕÍÐÙÔɯÛÏÌɯÈÙÌÈɀÚɯÔÈÐÕɯÈÕÊÏÖÙÚȭɯ3ÖÎÌÛÏÌÙɯÞÐÛÏɯÛÏÌɯÙÌÍÌÙÌÕÊÌɯÛÖɯÛÏÌɯ

pavement cafés, they point to the important value that people give to conviviality 

and strolling around, and they show that material supports exist for these forms of 

appropriation or use.  

Å Feelings 

The interviews also give answers that call upon feelings, the deep relationship 

that people have established with this territory. There are basically two types of 

feelings: (1) those who feel that the place is cheerful, acts as a refuge, or is familiar, 

and (2) those who, when thinking of the Baixa, call up memories of other times that 

they feel nostalgic about, where the shops of their childhood or their youth were 

once situated. 

 

 

4. Concluding Remarks  

 

At one level, the appropriation of space can be understood in terms of the 

attraction and repulsion factors at several scales. The metropolitan core has a large 

catchment area that includes the city itself, the metropolitan area and other more or 

ÓÌÚÚɯËÐÚÛÈÕÛɯÙÌÎÐÖÕÚȮɯÐÕɯÍÜÕÊÛÐÖÕɯÖÍɯÛÏÌɯÊÐÛàɀÚɯÙÈÕÒɯÖÕɯÈɯÕÈÛÐÖÕÈÓɯÈÕËɯÈɯÎÓÖÉÈÓɯÚÊÈÓÌȭɯ

The density of offices, retail units  and services acts as the magnet core to the core 

as a workplace and a place involving delivery and distribution. The concentration 

of these kinds of activities attracts people, making the core a vortex of interaction 

and culture, which afterwards enhances its attractiveness. 

3ÖÜÙÐÚÔɯÎÐÝÌÚɯÈɯÝÌÙàɯÙÌÓÌÝÈÕÛɯÊÖÕÛÙÐÉÜÛÐÖÕɯÛÖɯËÖÞÕÛÖÞÕɯ+ÐÚÉÖÕɀÚɯÔÖÝÌÔÌÕÛɯÈÚɯ

well as that of other cities. Tourism stimulates cultural diversity, which, on the 

other hand, encourages the local people to open up their venue to meet foreign 
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visitors or just watch them and be a part of the movement. Tourists are also 

important in economic terms for retail and services.  

In combining our street observation data with the survey results, it is possible to 

say that the distribution and density of people in the streets in these two Lisbon 

quarters, is mainly due to employment and consumer practices. Therefore, the main 

explanation factors lie in the retail and services offer, events and street performances, 

atmospheres and movement, and the characteristics of the built area. 

As the downtown Lisbon is an important place of employment, work timetables 

are reflected in the street movement. This fact indirectly contributes towards the 

fact that there are fewer people in streets on weekdays than at the weekends. 

By retail and services offer, it means the opening hours kept, the diversity and 

quality of the mix among different branches and types of stores, the anchors, the 

quality of shop window -dressing, the location of cafés and restaurants, night-time 

entertainments and specialised retailing. 

Events promotion also plays an important role in street dynamics. The end of a 

play or a show in one of the theatres or at the opera house changes the dynamic of 

the street movement for some time. There are also many street performances which 

congregate a lot of bystanders in the same spot who stop and watch the shows. 

Another kind of event with repercussions on street movement is when a religious 

service finishes at one of the churches, or when a political demonstration takes 

place in one of the squares. 

3ÏÌɯÈÛÔÖÚ×ÏÌÙÌɯÐÚɯÊÖÔ×ÖÚÌËɯÖÍɯ×ÏàÚÐÊÈÓɯÊÏÈÙÈÊÛÌÙÐÚÛÐÊÚȮɯÛÏÌɯÙÌÛÈÐÓɯÈÕËɯÚÌÙÝÐÊÌÚɀɯ

offer, and also people. It is a cumulative set of factors of attraction where the 

tourist presence is also relevant. Pedestrian streets and good weather as well as the 

luminosity of Lisbon invite people to stroll around; pavement cafés allow for 

conviviality around a cup of coffee or a drink.  

While going to work necessarily demands displacement, the other reasons, 

mainly shopping, may b e a by-product of either the journey to work or a leisure 

trip. During the lunch break or at the end of the working day, many local 

employees walk around and make their purchases. In a similar way, people who 

come to the centre to meet friends or just to wander around may end up by buying 

something which has not been the reason why they came. 

A common feature in the places where there is an intense movement of people 

is the use of some spots as meeting points. The study conducted in Lisbon shows 

that many people stop near the entrance to the Chiado underground or the entrance 

of the Armazéns do Chiado Shopping to wait for friends, or stand there watching 

other people or street performers. While these meeting points are used as places of 

conviviality and rela xation, public transports stops are also gathering points 

although they are inserted in the fast rhythms of daily life.  

We have detected that dense traffic, large buildings that do not hold any 

interest for window -shoppers (for instances, churches, office buildings or building -
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sites) act as repulsive factors, and fail to encourage people to stop or slow down 

their pace. Therefore, lower densities in the street movement are witnessed when 

passing such structures. 

The high street is a place where multi-temporalities co-exist owing to the 

intertwining of different rhythms associated with different activities: work, leisure, 

shopping; different people: local employees, users, or tourists; different materialities 

that help to create special atmospheres: pedestrian spaces, bus stops, landmarks, 

cafés, pavement-cafés, retail anchors and shop-windows.  

Following Kärrholm 7 who claims that the territoriality of human practices is 

stabilised by means of materialities, one can says that, in the public space, there are 

'objects' that help creating opportunities for or placing barriers against certain 

behaviour. They have a direct influence on the rhythms, making certain practices 

difficult but propelling others.  

The research undertaken in Lisbon has allowed for the identifi cation of some 

physical and functional characteristics of the space that create opportunities and 

enhances poly-rhythmicity; as such, these characteristics are important for 

planning a city centre that is rich in its variety and accessible to all, urban dw ellers 

and users alike. 

The Baixa-Chiado district is an important place to see and to be seen in; it is a 

meeting place of conviviality and representation. Downtown has always had this 

function. After the era when shopping for manufactured goods was introd uced in 

the 19th century, and when the mass consumption of the mid 20 th century was in its 

heyday, will the main functions of the high street still be this, a showroom of 

novelties at a time when shopping will mostly be done by means of the internet? 

This question merits further discussion and investigation. It certainly lies at the 

core of next generation of challenges for the central city. 

                                                 
7 ,ÈÛÛÐÈÚɯ*åÙÙÏÖÓÔȮɯɁ3ÏÌɯÛÌÙÙÐÛÖÙÐÈÓÐáÈÛÐÖÕɯÖÍɯÈɯ×ÌËÌÚÛÙÐÈÕɯ×ÙÌÊÐÕÊÛɯÐÕɯ,ÈÓÔÖɂȮɯUrban Studies, 45, 

2008, pp. 1.903-1.924. 
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AVENIDA DA LIBERDADE: FROM THE BOURGEOISIE PROMENADE  

TO THE SHOWCASE OF INTERNATIONAL CAPITAL  

 

 

1. Introduction  

 

The Avenida da Liberdade ÐÕɯ +ÐÚÉÖÕɯ ÉÌÓÖÕÎÚɯ ÛÖɯ ÛÏÌɯ ÞÖÙÓËɀÚɯ ÔÖÚÛɯ ÌÓÌÎÈÕÛɯ

boulevards. This status has been accorded the streets that have distinguished 

themselves owing to the dense concentration of luxury commerce and services 

together wit h other amenities such as the attractive nature of its public space, its 

safety or the high-quality customer services offered by the entrepreneurs. 

Throughout the last few decades, the firm PRÉSENCE has applied a ranking to such 

streets and placed Avenida da Liberdade ÞÐÛÏÐÕɯÛÏÌɯÞÖÙÓËɀÚɯ3Ö×ɯ3ÌÕȭ 

Although this title has recently been awarded, the distinguished place occupied 

by such streets in the urban scenery is a lot older, usually going back to the time in 

which they were built. Whether it is because of the quality of their built 

environment or the design of their public space, or whether it is because of their 

ÚàÔÉÖÓÐÊȮɯ ×ÖÓÐÛÐÊÈÓɯ ÖÙɯ ÊÜÓÛÜÙÈÓɯ ×ÖÞÌÙȮɯ ÛÏÌÚÌɯ ÚÛÙÌÌÛÚɯ ÏÈÝÌɯ ÉÌÊÖÔÌɯ ÊÐÛÐÌÚɀÐÊÖÕÚȭɯ

Paraphrasing Jacobs1, there is magic to such streets. People and firms are attracted 

to them not because they really need them but because they want to be a part of 

them. As the references of a community, they are endowed with a symbolic value 

and a history that high -quality housing, retailing and services cannot fail to exploit 

to their own benefit. As regards luxury and fashion retailing, the choice of these 

ÚÛÙÌÌÛÚɯ ÈÉÖÝÌɯ ÈÓÓɯ ÏÌÓ×Úɯ ÛÖɯ ÙÈÐÚÌɯ ÊÖÔ×ÈÕàɯ ÙÌ×ÜÛÈÛÐÖÕÚɯ ÈÕËɯ ÕÖÜÙÐÚÏɯ ×ÌÖ×ÓÌɀÚɯ

fascination with brands 2. Indeed, a symbiotic relationship ends up by being 

established between these streets and luxury commerce. Their prestige and 

symbolic power act in f aÝÖÜÙɯÖÍɯÓÜßÜÙàɯÊÖÔÔÌÙÊÌɀÚɯËÐÚÊÙÌÛÐÖÕÈÙàɯÝÈÓÜÌȮɯÞÏÐÊÏɯÐÕɯ

ÛÜÙÕȮɯÏÌÐÎÏÛÌÕÚɯÛÏÌɯÚÛÙÌÌÛɀÚɯÚÛÈÛÜÚȮɯÍÖÚÛÌÙÐÕÎɯÐÛÚɯÙÖÓÌɯÐÕɯÛÏÌɯÊÐÛàȭ 

This study will focus on the trajectory made by Avenida de Liberdade from its 

opening in the last quarter of the 19th century to the present days. Furthermore, the 

study will argue that despite the setbacks that were experienced during the course of 

its construction, several factors such as its location, its size, its architectural 

modernity and the settings of its public spaces, have allowed it to affirm from very 

early on as a showcase of the city equal to none. From being a public promenade 

frequented by the bourgeoisie at the end of the 1800s and the first quarter of the 20 th 

                                                 
* IGOT (Instituto de Geografia e Ordenamento do Território), Universidade de Lisboa 
1 Allan B. Jacobs, Great Streets, The MIT Press, Cambridge, 1995. 
2 )ÖÕÏɯ%ÌÙÕÐÌɯÌÛɯÈÓȭȮɯɁ ɯÛÈÓÌɯÖÍɯÛÞÖɯÊÐÛÐÌÚȯɯÈÕɯÌßÈÔÐÕÈÛÐÖÕɯÖÍɯÍÈÚÏÐÖÕɯËÌÚÐÎÕÌÙɯÙÌÛÈÐÓÐÕÎɯÞÐÛÏÐÕɯ+ÖÕËÖÕɯ

ÈÕËɯ-ÌÞɯ8ÖÙÒɂȮɯJournal of Product and Brand Management, 7, 5, 1998, pp. 366-378. 
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century, in recent years, it has become the favourite place for luxury and fashion 

stores. In a society dictated to by the image and appearance, where power is above 

all expressed by what is seen, and exhibited, and paradoxically encounters its power 

in the movement through which it is displayed 3, firms and people need a highly 

decorated stage embellished with in symbols and signs, which sublimate the ability 

to instantly communicate their identity. Within this context, despite th e deep-seated 

changes it has gone through, it may be said that Avenida da Liberdade has essentially 

upheld the functions that it was endowed with at the beginning. Through its 

material and symbolic make-up, today just as yesterday, it continues to supply t he 

stages and scenery that are conducive to producing the consumer show, thereby 

allowing the merchandise to heighten it seductive charm upon the consumers.  

The findings of the study will be presented in four brief sections. In the first, the 

Avenue will b e introduced, setting its inauguration within the framework of the city 

plans. The second part will examine the function of the avenue as a public 

promenade and the way in which the bourgeoisie appropriated the site as a leisure 

spot and as stage on which ÛÖɯ×ÌÙÍÖÙÔȭɯ3ÏÌɯÛÏÐÙËɯÚÌÊÛÐÖÕɯÞÐÓÓɯËÌÈÓɯÞÐÛÏɯÛÏÌɯ ÝÌÕÜÌɀÚɯ

transformation into an exhibition gallery sponsored by luxury commerce. Finally, the 

last section will be devoted to the discussion of results and the presentation of the 

main conclusions. 

 

 

2. A Parisian boulevard in Lisbon  

 

Avenida da Liberdade, or simply the Avenida, as it has usually been referred to ever 

since it was inaugurated4, and which we shall also call it in this study, is the most 

prestigious street in the city of Lisbon today. This stat us is not recent and goes back 

to the time it was first open to the public. The  ÝÌÕÐËÈɀÚ history as much as the role it 

was called upon to play in the city and the livelihoods, which were pursued in it, 

have both helped make it what it is. Its privileged location facing the traditional 

downtown ɬ the Baixa ɬ and the new services centre the Avenidas Novas, together 

with the morphology and the symbolic power of the built environment has made 

real estate prices soar in this part of the city. High prices have therefore made it 

accessible only to the most wealthy families or to firms able to efficiently exploit 

high-income plus-values, aptly exemplified by luxury commerce and services.  

When Avenida ÞÈÚɯÉÜÐÓÛȮɯÐÛɯÞÈÚɯÈÕɯÐÔ×ÖÙÛÈÕÛɯÓÈÕËÔÈÙÒɯÐÕɯÛÏÌɯÊÐÛàɯÖÍɯ+ÐÚÉÖÕɀÚɯ

history. Its inauguration put an end to a centuries -old cycle of city growth that 

took the shape of a strip stretching along the banks of the river Tagus, and it 

triggered off programmed expansion inwards where the urbanisation comprising 

                                                 
3 Michel Foucault, Vigiar e punir, Vozes, Petrópolis, 1977. 
4 Alice Vieira, Esta Lisboa, Caminho, Lisboa, 1993. 
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the Avenidas Novas was its most emblematic construction5. From the urban point of 

ÝÐÌÞȮɯÛÏÌɯÕÌÞɯÈÝÌÕÜÌɯÈÓÚÖɯÔÌÈÕÛɯÔÈÛÌÙÐÈÓÐÚÐÕÎɯ3ÖÞÕɯ'ÈÓÓɀÚɯÓÖÕÎ-time dream of 

ÛÙÈÕÚÍÖÙÔÐÕÎɯÛÏÌɯÊÐÛàɀÚɯÍÖÙÔÌÙɯ/ÜÉÓÐÊɯ/ÙÖÔÌÕÈËÌɯȹPasseio Público) into a wide 

boulevard, which extended the area reserved for leisure and representation 

according to a desire to appropriate the Parisian models.  

Even if the Avenida only opened in April 1886, the idea of building it had been 

in the air for a number of decades6. However, the scarcity of funding on the p art of 

the Portuguese bourgeoisie and the municipality, as well as the inertia when it 

came to the different town councillors coming to a decision, explain the successive 

postponements7. The passage from utopia to reality was due to the determination 

of Rosa Araújo, the Mayor of the city at the time, and Ressano Garcia, an engineer 

ÞÏÖɯÏÈËɯÙÌÊÌÐÝÌËɯÏÐÚɯÌËÜÊÈÛÐÖÕɯÈÛɯ/ÈÙÐÚɀɯNÊÖÓÌɯ(Ô×ÌÙÐÈÓÌɯËÌÚɯ/ÖÕÛÚɯÌÛɯ"ÏÈÜÚÚõÌÚȭ 

With its 90 metres width and 1273 metres length, Avenida ÓÐÕÒÚɯÛÏÌɯÊÐÛàɀÚɯÛÞÖɯ

emblematic squares, Restauradores to the south, and Marquês do Pombal to the north 

(Fig. 1). Its morphology is defined by two parallel side lanes with trees reserved for 

pedestrian traffic, and three lanes reserved for motor vehicles duly signposted 

according to the kind of vehicle, and channelling the bulk of the traffic into these 

central lanes. Apart from the lanes running alongside being gardened, they are also 

decorated with statues, small ponds and waterfalls, park benches, kiosks and some 

pavement cafés. A few monuments, partly inherited from the days of the former 

Passeio Público complete the setting, and join the buildings exhibiting different 

styles of architecture that line the whole of the  ÝÌÕÐËÈɀÚ length. 

Inspired on the Parisian Hausmann buildings, Avenida was projected to sublimate 

a representation role. Its morphology and size established a clear break from the pre-

existing tissue thus giving rise to opposing opinions and heated discussions in the 

Lisbon society of the time. Writing about theses ambivalences in the current 

literature were mainly Ramalho Ortigão 8, Eça de Queiroz9, Fialho de Almeida 10, 

Carlos Moura Cabral11 , Aquilino Ribeiro 12 and André Brun 13. By reading the texts of 

these writers, we may easily conclude that while some of them praised the new 

avenuÌȮɯÛÈÒÐÕÎɯÈɯÚÛÈÕËɯÉÌÛÞÌÌÕɯÝÌÙËÐÊÛÚɯÚÜÊÏɯÈÚɯɁÛÏÌɯÔÖÚÛɯÔÈÎÕÐÍÐÊÌÕÛɯÞÖÙÒɯÌÝÌÙɯ

                                                 
5 ,ÈÙÐÈɯ'ȭɯ!ÈÙÙÌÐÙÖÚȮɯɁ ÝÌÕÐËÈɯËÈɯ+ÐÉÌÙËÈËÌɂȮɯÐÕɯ%ÙÈÕÊÐÚÊÖɯ2ÈÕÛÈÕÈɯÌɯ$ËÜÈÙËÖɯ2ÜÊÌÕÈȮɯȹÌËÚȺȮɯ

Dicionário da História de Lisboa, Carlos Quintas & Associados ɬ Consultores, Lisboa, 1994, pp. 118-120. 
6 João S. Morais and Filipa Roseta, Os Planos da Avenida da Liberdade e o seu prolongamento, Livros 

Horizonte, Lisboa, 2005. 
7 1ÈØÜÌÓɯ 'ȭɯ 2ÐÓÝÈȮɯ Ɂ.Úɯ ¯ÓÛÐÔÖÚɯ  ÕÖÚɯ ËÈɯ ,ÖÕÈÙØÜÐÈȯɯ ËÌÚÌÕÝÖÓÝÐÔÌÕÛÖɯ ÜÙÉÈÕąÚÛÐÊÖȮɯ ÖÚɯ ÕÖÝÖÚɯ

ÉÈÐÙÙÖÚɂȮɯÐÕɯ(ÙÐsalva Moita (ed), O Livro de Lisboa, Livros Horizonte, Lisboa, 1994, pp. 405-424. 
8 Ramalho Ortigão, As Farpas, Livraria Clássica Editora, Lisboa, 1943. 
9 Eça Queiroz, Os Maias, Livraria Lello & Irmão, Porto, 1945.  
10 Fialho Almeida, Os Gatos, Circulo dos Leitores, Lisboa, 1893 (edition of 1992). 
11 Carlos M. Cabral, Lisboa em Flagrante, M. Gomes, Lisboa, 1899. 
12 Aquilino Ribeiro, Lápides Partidas, Bertrand Editora, Lisboa, 1985. 
13 André Brun, A Baixa às 4 da tarde, Grifo-Editores e Livreiros, Lisboa, 1910 (edition of 1999). 
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ÚÌÌÕɂɯÖÙɯɁÞÏÈÛɯÐÚɯÉÌÚÛɯÐÕɯÊÐÝÐÓÐÚÈÛÐÖÕɯÏÈÚɯÉÌÌÕɯÉÙÖÜÎÏÛɯÛÖɯÛÏÌɯ

ÊÈ×ÐÛÈÓɂȮɯÖÛÏÌÙÚɯÛÖÖÒɯÛÏÌɯÖ××ÖÚÐÛÌɯÚÛÈÕËɯÚÌÌÐÕÎɯÕÖÛÏÐÕÎɯÖÍɯ

ÝÈÓÜÌɯÐÕɯÐÛɯÈÕËɯËÌÚÊÙÐÉÌËɯÛÏÌɯ ÝÌÕÐËÈɯÈÚɯÈɯɁÊÈÓÓÖÞɯÊÏÈÕÕÌÓɯof 

ÙÜÚÛÐÊɯÔÈÕÖÙɯÏÖÜÚÌÚɂɯÖÙɯÈɯÔÌÈÕÚɯÖÍɯËÐÚÚÌÔÐÕÈÛÐÕÎɯɁÉÈËɯ

customs acquired in the cafés and on the trottoir , 

ÌÕÊÖÜÙÈÎÐÕÎɯÖÚÛÌÕÛÈÛÐÖÕɯÈÕËɯÐËÓÌÕÌÚÚɂȭ 

 

 

3. Setting the stage for the bourgeoisie exhibition  

 

In order to understand  ÝÌÕÐËÈɀÚ most recent vocation, 

we need to retrace our footsteps in time and assess the role 

played in the years following its opening. The journey will 

oblige us to go back to the last quarter of the 19th century, 

the time in which the Passeio Público ɬ the only free garden 

in the city ɬ was demolished in order to make way for 

Avenida.  

Although at the end of the 19 th century, the Passeio 

Público ÕÖɯÓÖÕÎÌÙɯÙÌÚ×ÖÕËÌËɯÛÖɯÛÏÌɯ×Ö×ÜÓÈÛÐÖÕɀÕÌÌËÚɯÍÖÙɯ

entertainment 14, the truth is that by demolishing it, it closed 

down a public space, par excellence, that provided a 

framework for social life 15. The lights together with the 

entertainments on offer, particularly on summer nights 

when firework displays, concerts, acrobat shows, and 

welfare-benefit shows were put on, not only regularly 

attracted the public to the vicinity but helped to explain its 

nature as a place in which Lisbon society congregated and 

socialised. 

Therefore, owing to the shortage of public places 

propitious to flânerie on the one hand, and to the 

morphological and social features of the Avenida on the 

other, it was not long before it staked its claim as the 

fashionable new venue open to the Lisbon public. Indeed, 

the new street attracted attention so quickly that two or 

three years were enough to ingrain itself into the 

×Ö×ÜÓÈÛÐÖÕɀÚɯÏÈÉÐÛÚȰɯÛÏÌàɯÕÖÞɯÙÌÎÈÙËÌËɯÐÛɯɁÕÖÛɯÈÚɯÈÕɯÈßÐÚɯ

that expedited civilisation, but rather, only as a Passeio 

                                                 
14 %ÙÈÕñÖÐÚÌɯÓÌɯ"ÜÕÍÍȮɯɁ#Öɯ×ÈÚÚÌÐÖɯ/ĶÉÓÐÊÖɯÈÖɯ/ÈÙØÜÌɯËÈɯ+ÐÉÌÙËÈËÌɂȮɯRevista Camões, 15-16, 2003, pp. 

179-186. 
15 1ÈØÜÌÓɯ'ȭɯ2ÐÓÝÈȮɯɁ.ɯ/ÈÚÚÌÐÖɯ/ĶÉÓÐÊÖɯÌɯÈɯ ÝÌÕÐËÈɯËÈɯ+ÐÉÌÙËÈËÌɂȮɯÐÕɯ(ÙÐÚÈÓÝÈɯ,ÖÐÛÈɯȹÌËȺȮɯO Livro de 

Lisboa, Livros Horizonte, Lisb oa, 1994, pp. 425-434. 

Fig. 1 ɬ Avenida da 

Liberdade, in Lisbon 
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Público, which was wider, prettier and more luxurious, amplifying the rituals of 

ÊÖÚÔÖ×ÖÓÐÛÈÕÐÚÔɂ16. 

Several literary descriptions written at the time gi ve us an account of the 

centrality of the Avenida with the social life of Lisbon -dwellers in its confines and 

its ability to change the city, although the opinions were far from being in 

agreement with one another. While some celebrated its modernity, symbolic power 

and its talents for representation, even raising it to the status of a performance, 

others took the opposite stand and criticised the ostentation and the 

pretentiousness of its buildings, alleging that it had robbed the city of its character 

and identity.  

However, a deeper study of the  ÝÌÕÐËÈɀÚ life has allowed us to conclude that its 

inheritance from the Passeio Público not only included its decoration but also the 

functions that had most projected its life: a place of entertainments, a source of 

information and an inter -class stage for acting upon. 

The Avenida displayed the functions of the Passeio Público in an exemplary way 

by firstly offering itself as an on -going show. This was constantly being renewed 

owing to the incessant changing of passers-by, the different hues of the landscape 

according to the hours of the day and seasons of the year, the variety of goods on 

display in the shop windows, the to -and-fro of the carriages. However, the 

efficiency with which the Avenida carries out its dut ies owes a lot to the amazing 

ȿsocial textȿ that is placed before the eyes of the passers-by at every second. This 

happens simply because on a daily basis, people cross with each other, each 

bearing his/her own distinct profile according to his/her social condition, the goals 

pursued, the activities undertaken or the ability to observe and interpret. Lastly, 

we have to take into account the  ÝÌÕÐËÈɀÚ vital role as to the importance of its 

information, symbols and the significance of it built environment. In deed, its 

intangible wealth allows the Avenida to enhance its attractiveness, well as shape a 

ÝÐÚÐÖÕɯÖÍɯÐÛÚÌÓÍȮɯÚÛÐÔÜÓÈÛÐÕÎɯÛÏÌɯÈÊÛÖÙÚɀ×ÖÞÌÙÚɯÖÍɯÖÉÚÌÙÝÈÛÐÖÕȮɯÈÕËɯÔÖÜÓËɯÛÏÌÐÙɯÞÈàÚɯ

of daily appropriation.  

Henri Lefèbvre 17 sublimely portrayed the potential fo r representation in the 

streets of the city, resorting to several examples to do so. One of the most 

significant examples is the extraordinary manner in which women in the street are 

able to classify other women by simply looking at way they are dressed, t heir 

footwear, hairstyles or the way in which they walk. Moreover, we know that the 

ÚÛÙÌÌÛɀÚɯÐÕÍÖÙÔÈÛÐÖÕɯÊÈ×ÐÛÈÓɯÐÚɯÍÈÙɯÍÙÖÔɯÉÌÐÕÎɯÊÖÕÍÐÕÌËɯÛÖɯÛÏÐÚɯÖÙɯÛÏÈÛɯÌÙÈȭɯ3ÏÐÚɯ

happens beÊÈÜÚÌɯÛÏÌɯÊÐÛàɀÚɯ×ÜÉÓÐÊɯÚ×ÈÊÌɯÏÈÚɯÈÓÞÈàÚɯÉÌÌÕɯÈɯÔÌÌÛÐÕÎɯ×ÓÈÊÌɯÖÍɯ×ÌÖ×ÓÌȮɯ

in whic h to exchange goods and obtain information about the society. 

Nevertheless, at the end of the 19th century, at a time when the consumer society 

                                                 
16 Silva, O Passeio Público e a Avenida da Liberdade, cit., p. 432. 
17 Henri Lefèbvre, #Üɯ1ÜÙÈÓɯãɯÓɀ4ÙÉÈÐÕ, Anthropos, Paris, 1970. 
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was going through stage of fully affirming itself, the power of the image and of 

representational spaces in building the identities of the social classes and the city 

itself, conferred a twofold importance on street capital. Of course, Avenida was not 

an exception. Owing to its monumentality and its symbolism, it would become a 

stage equal to none, on which Lisbon society would show itself off 18. 

In its transition to the 20 th century, the Avenida was still called upon to play 

other roles, which owing to her symbolic, communicative and representational 

capital, would be revealed as crucial to developing its most recent vocation as a 

street destined for luxury commerce and the showcase of international capital. In 

the absence of shopping arcades, passages, galleries and the shortage of other 

spaces given over to consumerism, leisure and dreaming that, during the 19th 

century created in Paris, London or Berlin the atmosphere propitious to the birth of 

the flanêur, it was in Avenida that the new hero of the modern city came to life.  

Baudelaire and Benjamin did not doubt that without the enchanted spaces 

mentioned earlier on , the true syntheses of luxury and splendour, and the 

distinctive atmosphere they created, the advent of the flanêur would hardly have 

ÏÈ××ÌÕÌËȭɯ2ÖÔÌÉÖËàɯÏÈËɯÖÕÊÌɯÚÈÐËɯÛÏÈÛɯɁÞÐÛÏÖÜÛɯÛÏÌɯflâneur there would be no 

arcades and without the arcades there would be no flâneurɂ19. Indeed, judging from 

the descriptions found in the literature of the time, we believe that the same could 

be said of Avenida between the end of the 19th century and the first few decades of 

the 20th century. In not having the enchanting Parisian haunts, in Lisbon, it was 

mainly here, on Sunday afternoons that the flanêur (and the flâneuse) were able to 

stroll along the Avenida without a destination in mind and at the same time, dilly -

dally with the purpose of showing off, seeing and being s een. This happen because 

by means of the  ÝÌÕÐËÈɀÚ atmosphere, staging and symbolic capital, it offered itself 

to the flâneur as an object full of virtues, a place of on-going discovery, a gaming 

board holding inexhaustible possibilities, a sphere in which  the urban experience 

acquired true meaning for this new city actor.  

 

 

4. Avenida da Liberdade: the showcase of international capital in luxury and 

fashion retailing  

 

 ÍÛÌÙɯÏÈÝÐÕÎɯÉÌÌÕɯ+ÐÚÉÖÕɯÚÖÊÐÌÛàɀÚɯÕÜÔÉÌÙɯÖÕÌɯÙÌÍÌÙÌÕÊÌɯÚ×ÖÛȮɯÈɯÚ×ÈÊÌɯÌÓÌÊÛÌËɯ

by the flâneurs for their leisurely Sunday strolls or, on special days, acting as a 

stage upon which to perform the most popular inter -class events, the Avenida 

ÚÜÊÊÜÔÉÌËɯÛÖɯÈɯËÌÌ×ɯÚÓÌÌ×ɯÈÕËɯÍÈÐÓÌËɯÛÖɯ×ÓÈàɯÈÕàɯÈÊÛÐÝÌɯÙÖÓÌɯÐÕɯÛÏÌɯÊÐÛàɀÚɯÊÖÕÚÜÔÌÙɯ

                                                 
18 Cabral, Lisboa em Flagrante, cit. 
19 Giandomenico Amendola, La Ciudad Postmoderna. Magia y Miedo de la Metrópolis Contemporánea, 

Celeste Ediciones, Madrid, 2000, p. 190. 
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life. Reports made at the time tell us that in the 1940s owing to the diversity of 

shopping facilities, and new cultural and entertainment spots and venues, such as 

cafes, theatres and cinemas, it would still enjoy a central place in Lisbon-

ËÞÌÓÓÌÙÚɀÓÌÐÚÜÙÌ-time activities 20. Nevertheless, the following decades would 

characterise the Avenida as suffering from profound immobility that was reflected 

in all aspects of city life. 

The re-emergence of the Avenida ÈÚɯ Èɯ ÚÐÎÕÐÍÐÊÈÕÛɯ ÚÐÛÌɯ ÐÕɯ ÛÏÌɯ ÊÈ×ÐÛÈÓɯ ÊÐÛàɀÚɯ

commercial activity occurred in the 1990s. The protagonists here were mainly the 

worldwide brands of luxury commerce and fashion. Indeed, the search launched 

mainly by the operators of this segment of the market was to change the  ÝÌÕÐËÈɀÚ 

image radically within the next twenty years.  It would cause real-estate prices to 

soar, making the Avenida accessible only to activities that were able to earn 

profitable returns on renting the amenities there, as happens with luxury 

commerce owing to its exclusive values, its status and its mark of distinction.  

The  ÝÌÕÐËÈɀÚ 'new' vocation took root at a remarkable pace. A quick look at the 

overall numbers allows us to see that in April 2011, there were 171 outlets 

operating along the Avenida and dealing in the services and in retailing. However, 

out this total, only 34% had opened their doors before 2000. An identical panorama 

was obtained when stores connected with luxury and fashion were opened and the 

traditional shops declined. In 2000, 43% of the shops along the Avenida were in the 

hands of investors exploiting the luxury goods and service sector or, if they did not 

belong to this category, at least they enjoyed a prestigious image and made part of 

the commercial landscape typical of large cities of international repute.  

Given the speed at which luxury commerce installed itself along the Avenida, 

ÛÏÌɯÍÖÓÓÖÞÐÕÎɯØÜÌÚÛÐÖÕÚɯÔÈàɯÉÌɯÈÚÒÌËȯɯɁ6ÏàɯÙÌÛÈÐÓÌÙÚɯÓÐÕÒÌËɯÛÖɯÓÜßÜÙàɯÈÕËɯÍÈÚÏÐÖÕɯ

ËÌÊÐËÌËɯÛÖɯÖ×ÌÕɯÛÏÌÐÙɯÚÛÖÙÌÚɯÈÓÖÕÎɯÛÏÐÚɯÈßÐÚȳɂȰɯɁ6ÏÈÛɯÈÛÛÙÐÉÜÛÌÚɯËÐËɯÛÏÌɯAvenida 

display that made it so appealing to intÌÙÕÈÛÐÖÕÈÓɯÊÈ×ÐÛÈÓȳɂɯ(ÕɯÖÙËÌÙɯÛÖɯÈÕÚÞÌÙɯÛÏÌɯ

questions we carried out a survey on a sample of 120 store managers, asking them 

about the reasons underlying the decision to set up their shops in the boulevard. 

Before presenting the results of the survey, it is important to differentiate the 

shops linked to luxury brands from the shops which do not but which have a 

marked identity and enjoy a prestigious image, having also set up branches on an 

international scale. This segment of the market, often called the fast fashion industry, 

emphasising the agility and rapid incorporation of consumer preferences into the 

design process in product development21. 

The results reveal the factors that weigh the most in the decision-making. As 

may be seen in Figure 2, the location of the boulevard facing the downtown area 

                                                 
20 Maria J. Janeiro, Lisboa: Histórias e Memórias, Livros Horizonte, Lisboa, 2006. 
21 Vertica Bhardway and Ann Fairhust ȮɯɁ%ÈÚÛɯÍÈÚÏÐÖÕȯɯÙÌÚ×ÖÕÚÌɯÛÖɯÊÏÈÕÎÌÚɯÐÕɯÛÏÌɯÍÈÚÏÐÖÕɯÐÕËÜÚÛÙàɂȮɯ

The International Review of Retail, Distribution and Consumer Research, 20, 1, 2010, pp. 165-173. 
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comes at the top of the list closely followed by the prestigious and social status of 

the place that complement each other. The fact that shops in the same market 

segment are concentrated there, connected to the benefits that may be derived from 

ÛÏÌɯÌÊÖÕÖÔÐÌÚɯÖÍɯÈÎÎÓÖÔÌÙÈÛÐÖÕɯÈÕËɯÛÏÌɯËÐÚÛÙÐÊÛɀÚɯÛÖÜÙÐÚÛɯÈÛÛÙÈÊÛÐÖÕɯÈÚɯÞÌÓÓɯÈÚɯÓÐÒÌÓàɯ

customers who may also be tourists, are mentioned by 15% of the interviewees. 

Lastly, a set of factors linked with business opportunit ies, safety of place, 

accessibility and easy parking or the size of the stores that match their business 

profiles, are also cited by stores managers. 

The importance of the symbolic dimension weighing in the decision to set up 

business in the Avenida takes on particular relevance in the chain stores belonging 

to the fast fashion industry. Even if they do not stock luxury goods or services, they 

have developed strategies whereby the gap is narrowed between them owing to 

their close localities. 

 

Fig. 2 ɬ Most ÐÔ×ÖÙÛÈÕÛɯÍÈÊÛÖÙÚɯÐÕÍÓÜÌÕÊÐÕÎɯÐÕÝÌÚÛÖÙÚɀɯËÌÊÐÚÐÖÕÚɯÛÖɯÚÌÛɯÜ×ɯÉÜÚÐÕÌÚÚɯÐÕɯÛÏÌɯ ÝÌÕÐËÈ 

 

 

Source: Author, fieldwork conducted in April and May 2011.  

 

The stores like Gant, Mango, Lanidor, Maximo Dutti, Fly London or 

Timberland belong in this second segment and argue that their investments in 

being located the Avenida have paid off. Despite the high prices of rents, which 
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ÚÛÈÕËɯÈÛɯÈÕɯÈÝÌÙÈÎÌɯÖÍɯƜƔȥɤÚØȭÔɤÔÖÕÛÏ22, the managers of stores recognise that 

there are plus-values afforded by the location in the Avenida. They have therefore 

taken advantage of the status and the prestige of the place to set up their flagship 

stores that act as a driving force show-casing their brands to the rest of the country 

and even of the world because the tourists visiting the city li ke to go shopping in 

these emblematic places and environments. 

 

 

5. Discussion of results and conclusions  

 

The results of our fieldwork corroborate the idea that the Avenida today acts, 

above all, as a showcase and a stage on which to show off international capital 

associated with the brands belonging to luxury shopping and the fashion industry. 

In order to carry out its function, the morphological assets of the built environment 

as much as the  ÝÌÕÐËÈɀÚ symbolic capital, play their part in much the same wa y as 

in bygone times, when they catered to the ÍÓäÕÌÜÙɀÚ ÔÐÓÐÌÜɯÈÕËɯÛÏÌɯÉÖÜÙÎÌÖÐÚÐÌɀÚɯ

public walkway . In a society that is moulded by showtime and the power of the 

image23, due to the elegance, glamour and distinction bestowed on it by the 

enterprises, marketers and consumers, the Avenida cannot be viewed as a passive 

space where business based on luxury and fashion takes place. More than anything 

else, the Avenida should be regarded as an arena where capital generated from the 

brands, the luxury shops and tÏÌɯÍÈÚÏÐÖÕɯÐÕËÜÚÛÙàɯÐÚɯɁÈÊÛÐÝÌÓàɯ×ÙÖËÜÊÌËɯÈÕËɯ

ÙÌ×ÙÖËÜÊÌËɂȰɯÞÏÌÙÌɯÛÏÌɯÖÍÍÌÙɯȹÖÍɯÎÖÖËÚɯÈÕËɯÚÌÙÝÐÊÌÚȺɯÚÛÙÌÕÎÛÏÌÕɯÌßÊÏÈÕÎÌ-values 

and where signs nourish the magic and seductive power that the merchandise and 

the shops exert upon the consumers. 

The role the Avenida plays in generating value is revealed as much in the supply 

as in the demand. Firstly, in occupying the Number 1 place in the city and the 

ÊÖÜÕÛÙàɀÚɯ×ÙÐÔÌɯÚ×ÖÛɯÐÕɯÛÌÙÔÚɯÖÍɯÛÏÌɯÊÖÚÛɯÖÍɯÓÌÈÚÐÕÎɯ×ÙÖ×ÌÙÛàȮɯÛÏÌɯAvenida has a 

direct influence on the discretionary value of the brands. What is at stake here is 

ÚÐÔ×ÓàɯÛÏÌɯÊÓÈÚÚÐÊÈÓɯȿÈËËÙÌÚÚɯÌÍÍÌÊÛȿɯÜÕËÌÙ×ÐÕÕÐÕÎɯÛÏÌɯÌß×ÙÌÚÚÐÖÕɯɁÛÌÓÓɯÔÌɯÞÏÌÙÌɯ

àÖÜɯÓÐÝÌɯÈÕËɯ(ɀÓÓɯÛÌÓÓɯàÖÜɯÞÏÖɯàÖÜɯÈÙÌɂɯÛÏÈÛɯ,ÖÖÙÌɯȫɯ%ÌÙÕÐÌ24 transposed to fashion-

ËÌÚÐÎÕɯÙÌÛÈÐÓÐÕÎȭɯ3ÏÌÐÙɯÚÓÖÎÈÕȯɯɁhow aËËÙÌÚÚɯÚÌÓÓÚɯÛÏÌɯËÙÌÚÚɂȮ explains how the luxury 

stores are all concentrated in the most expensive streets in the centre of London 

                                                 
22 Cushman & Wakefield, Business Briefing: Luxury retail in Lisbon and Porto, in 

<http ://wwwcushmanwakerfield.pt > (02/2014). 
23 Guy Debord, La société du spectacle, Bouchet Chastel, Paris, 1967; David Harvey, The Condition of 

Postmodernity. An Enquiry into the Origins of Cultural Change, Basil Blackwell, Oxford, 1989. 
24 Christopher M. Moore  ÈÕËɯ)ÖÏÕɯ%ÌÙÕÐÌȮɯɁ'ÖÞɯ ËËÙÌÚÚɯ2ÌÓÓÚɯÛÏÌɯ#ÙÌÚÚɯɬ An Examination of 

%ÈÚÏÐÖÕɯ#ÌÚÐÎÕÌÙɯÞÐÛÏÐÕɯ+ÖÕËÖÕɯÈÕËɯ-ÌÞɯ8ÖÙÒɂȮɯJournal of the Textile Institute, 89, 3, 1998, pp. 81-95. 

http://wwwcushmanwakerfield.pt/
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and New York. The same effect was also explored by Jansson & Power25 to describe 

the way how the identity of the shopping dist rict 0ÜÈËÙÐÓÈÛÌÙÖɯËɀ.ÙÖ in Milan has 

been forged; moreover, we come across the idea again in Arrigo26 when he 

ËÐÚÊÜÚÚÌÚɯÏÖÞɯ,ÐÓÈÕɀÚɯÐËÌÕÛÐÛàɯÈÚɯÛÏÌɯÊÌÕÛÙÌɯÖÍɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯÍÈÚÏÐÖÕȮɯÓÜßÜÙàɯÈÕËɯ

ËÌÚÐÎÕɯÏÈÚɯÊÖÔÌɯÈÉÖÜÛȭɯ3ÏÌÙÌÍÖÙÌȮɯÐÍɯÞÌɯ×ÓÈàɯÞÐÛÏɯÛÏÌɯȿÈËËÙÌÚÚɯÌÍÍÌÊÛȿɯÈÛɯËÐÍÍÌÙÌÕÛɯ

levels, it may be said that the Avenida has allowed the entrepreneurs to explore two 

kinds of surplus -value. Firstly, they can take advantage of the benefits attached to 

ÛÏÌɯÚÛÈÛÜÚɯÖÍɯÙÌÚÐËÐÕÎɯÈÓÖÕÎɯÛÏÌɯÊÐÛàɀÚɯÔÖÚÛɯÌÔÉÓÌÔÈÛÐÊɯÈßÐÚȮɯÈÕËɯÚecondly, they can 

exploit the benefits of attaining international visibility owing to the fact that the 

Avenida acts as a showcase par excellence in the fashion and luxury sector where 

only the most prestigious brands may be displayed.  

In generating the AvÌÕÐËÈɀÚ value, the consumers also have a part to play. 

Several authors, like Firat27 and Solomon28, have shown how products have had an 

important role in the social life of post -modern society, thereby helping people to 

express their very diverse feelings. Due to their discretionary value, some goods 

and services have the ability of communicating status and lifestyles and, for this 

reason, they are often used as prosthesis or extensions of identity29. This function 

takes on particular relevance in the luxury a nd fashion sectors, where their 

survival would be impossible today without the symbolic capital of the brands 30, 

the seductive power of the shops and the prestige of their localities. They are all 

geared to communicate values and the identity of the brands themselves31. 

As regards the relationship between acquiring brand products and the 

identities of the purchasers, Solomon32, cannot be more incisive when he describes 

ÛÏÌɯÉÙÈÕËɯÚÖÊÐÈÓɯÊÈ×ÐÛÈÓɯÐÕɯÈÕɯȹÐÙÖÕÐÊÈÓÓàȺɯÑÜÉÐÓÈÕÛɯÛÖÕÌɯÈÚɯÍÖÓÓÖÞÚȯɯɁWelcome to 

                                                 
25 )ÖÏÈÕɯ)ÈÕÚÚÖÕɯÈÕËɯ#ÖÔÐÕÐÊɯ/ÖÞÌÙȮɯɁ%ÈÚÏÐÖÕÐÕÎɯÈɯ&ÓÖÉÈÓɯ"ÐÛàȯɯ&ÓÖÉÈÓɯ"ÐÛàɯ!ÙÈÕËɯ"ÏÈÕÕels in the 

%ÈÚÏÐÖÕɯÈÕËɯ#ÌÚÐÎÕɯ(ÕËÜÚÛÙÐÌÚɂȮɯRegional Studies, 44, 7, 2010, pp. 889-904. 
26 $ÓÐÚÈɯ ÙÙÐÎÖȮɯɁ%ÈÚÏÐÖÕȮɯ+ÜßÜÙàɯÈÕËɯ#ÌÚÐÎÕȯɯ2ÛÖÙÌɯ!ÙÈÕËɯ,ÈÕÈÎÌÔÌÕÛɯÈÕËɯ&ÓÖÉÈÓɯ"ÐÛÐÌÚɯ(ËÌÕÛÐÛàɂȮɯ

SYMPHONYA Emerging Issues in Management, 1, 2011, pp. 55-67. 
27 A. Fuat FÐÙÈÛȮɯɁ3ÏÌɯÊÖÕÚÜÔÌÙɯÐÕɯ/ÖÚÛÔÖËÌÙÕÐÛàɂȮɯÐÕɯ1ÌÉÌÊÊÈɯ'ȭɯ'ÖÓÔÈÕɯÈÕËɯ,ÐÊÏÈÌÓɯ1ȭɯ2ÖÓÖÔÖÕɯ

(eds), NA - Advances in Consumer Research, Provo, UT, Association for Consumer Research, 18, 1991, pp. 
70-76. 

28 Michael R. Solomon, Conquering Consumerspace: Marketing Strategies for a Branded World, 
AMACOM, New York, 2003.  

29 Olivier Badot and Bernard Cova, Le néo-marketing, ESF éditeur, Paris, 1992; Robert E. Kleine et al., 
Ɂ,ÜÕËÈÕÌɯ"ÖÕÚÜÔ×ÛÐÖÕɯÈÕËɯÛÏÌɯÚÌÓÍȭɯ ɯÚÖÊÐÈÓ-ÐËÌÕÛÐÛàɯ×ÌÙÚ×ÌÊÛÐÝÌɂȮɯJournal of Consumer Psychology, 2, 
3, 1993, pp. 209-235. 

30 1ÐÊÏÈÙËɯ $ÓÓÐÖÛÛɯ ÈÕËɯ *ÙÐÛÚÈËÈÙÈÛɯ 6ÈÛÛÈÕÈÚÜÞÈÕȮɯ Ɂ!ÙÈÕËÚɯ ÈÚɯ ÚàÔÉÖÓÐÊɯ ÙÌÚÖÜÙÊÌÚɯ ÍÖÙɯ ÛÏÌɯ
ÊÖÕÚÛÙÜÊÛÐÖÕɯÖÍɯÐËÌÕÛÐÛàɂȮɯInternational Journal of Advertising, 17, 1998, pp. 131-144; Sharon Schembri et 
ÈÓȭȮɯɁ!ÙÈÕËɯ"ÖÕÚÜÔ×ÛÐÖÕɯÈÕËɯ-ÈÙÙÈÛÐÝÌɯÖÍɯÛÏÌɯ2ÌÓÍɂȮɯPsychology & Marketing, 27, 6, 2010, pp. 623-638. 

31 "ÏÙÐÚÛÖ×ÏÌÙɯ,ȭɯ,ÖÖÙÌɯÈÕËɯ ÕÕÌɯ,ȭɯ#ÖÏÌÙÛàȮɯɁ3ÏÌɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯÍÓÈÎÚÏÐ×ɯÚÛÖÙÌÚɯÖÍɯÓÜßÜÙàɯÍÈÚÏÐÖÕɯ
ÙÌÛÈÐÓÌÙÚɂȮɯ ÐÕɯ 3ÖÕàɯ 'ÐÕÌÚɯ ÈÕËɯ ,ÈÙÎÈÙÌÛɯ !ÙÜÊÌɯ ȹÌËÚȺȮɯFashion Marketing Contemporary Issues, 
Elsevier/Butterworth -Heinemann, Oxford, 2007, pp. 277-296; Anna Klingmann, Brandscapes. Architecture 
in the Experience Economy, The MIT Press, Cambridge, 2007; Steven Miles, Spaces for Consumption. 
Pleasure and placelessness in the Post-Industrial City, Sage, London, 2010. 

32 Solomon, Conquering Consumerspace, cit, p.1. 
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consumerspace, where reality is branded. Where we avidly search for the products 

and services that will define who we are and who we want to be. Where we are 

what we buy ɬ ÓÐÛÌÙÈÓÓàȭɂɯ-ÖÛÞÐÛÏÚÛÈÕËÐÕÎɯÈÜÛÏÖÙÚɯÚÜÊÏɯÈÚɯ+Ð×ÖÝÌÛÚÒà33 or Weil 34, 

who are given to the hedonisÛÐÊɯÊÖÕÚÜÔÌÙɀÚɯÕÈÙÙÈÛÐÝÌɯÈÕËɯÛÏÌɯÞÌÈÒÌÕÐÕÎɯÚÛÈÛÜÚɯ

ÝÈÓÜÌɯÖÍɯÊÖÕÚÜÔ×ÛÐÖÕȮɯÊÈÕɯÚÌÌɯÐÕɯ,ÐÊÏÈÌÓɯ2ÖÓÖÔÖÕȿÚɯÈ××ÙÖÈÊÏɯÈɯÊÌÙÛÈÐÕɯÚÏÖÙÛ-

sightedness; indeed, where luxury and fashion are concerned, we are pleased to 

say that his ideas perhaps tend to be understated rather than overstated. In other 

words, in the brand world, individuals tend to define their identities, to express 

what they are, or at least what they would like to be, not only by the products they 

acquire but also by the places in which they do their shopping.  

(ÛɯÐÚɯÈÛɯÛÏÐÚɯÓÌÝÌÓɯÛÏÈÛȮɯÐÕɯÙÈÕÒÐÕÎɯÛÖ×ɯÈÔÖÕÎɯÛÏÌɯÞÖÙÓËɀÚɯÔÖÚÛɯÌÓÌÎÈÕÛɯboulevards, 

the Avenida has an unmistakable symbolic value for consumers. Luxury and 

fashion-lovers know well that this market is confined to the most prestigious of 

world sta ges to which only the people with the greatest degree of mobility and the 

ÏÐÎÏÌÚÛɯÐÕÊÖÔÌÚɯÈÙÌɯÓÐÒÌÓàɯÛÖɯÎÈÐÕɯÈÊÊÌÚÚȭɯ2ÐÔÐÓÈÙɯÛÖɯÛÏÌɯɁÌÊÖÕÖÔàɯÖÍɯÌß×ÌÙÐÌÕÊÌɂɯ

that characterises post-modernity 35, experience that involves acquiring luxury 

goods and services tends to be as, or even more, meaningful than actually 

possessing the goods themselves. This being the case, the shops and their location 

in the city occupy a distinctive position in company stratagems to offer consumer 

experiences that clients expect to obtain from the brands. This is the main reason 

why the luxury and fashion flagship stores, the business cards of retailers36, are 

invariably located in these highly selective places, even if soaring rents and 

running expenses do not promise any great degree of profitability. The low 

profitability of these megastores it became quite evident in the investigations 

carried out by Fernie, Moore and Lawrie 37, Moore38, Moore and Doherty 39, and 

Okonkwo 40 in the cities of London and New York.  

                                                 
33 Gilles Lipovetsky, Le bonheur paradoxal: Essai sur la société d'hyperconsommation, Editions Gallimard, 

Paris, 2006. 
34 Pascal Weil, A quoi rêvent les années 90: Les nouveaux imaginaires consommation et communication, 

Éditions du Seuil, Paris, 1993. 
35 B. Joseph Pine II and James H. Gilmore, The Experience Economy. Work is Theatre and Every Business 

a Stage, Harvard Business School Press, Boston, 1999. 
36 Christian Mikunda, Brand Lands, Hot Spots, and Cool Spaces: welcome to the third place and the total 

marketing experience, Kogan Page, London, 2006. 
37 %ÌÙÕÐÌɯÌÛɯÈÓȭȮɯɁ ɯÛÈÓÌɯÖÍɯÛÞÖɯÊÐÛÐÌÚȯɯÈÕɯÌßÈÔÐÕÈÛÐÖÕɯÖÍɯÍÈÚÏÐÖÕɯËÌÚÐÎÕÌÙɯÙÌÛÈÐÓÐÕÎɯÞÐÛÏÐÕɯ+ÖÕËÖÕɯÈÕËɯ

-ÌÞɯ8ÖÙÒɂȮɯÊÐÛȭ 
38 "ÏÙÐÚÛÖ×ÏÌÙɯ,ȭɯ,ÖÖÙÌȮɯɁ2ÛÙÌÌÛÚɯÖÍ 2ÛàÓÌȯɯ%ÈÚÏÐÖÕɯ#ÌÚÐÎÕÌÙɯ1ÌÛÈÐÓÐÕÎɯÞÐÛÏɯ+ÖÕËÖÕɯÈÕËɯ-ÌÞɯ8ÖÙÒɂȮɯ

in Peter Jackson et al. (eds), Commercial Cultures. Economies, Practices, Spaces, Berg, Oxford, 2000, pp. 261-
278. 

39 ,ÖÖÙÌɯÈÕËɯ#ÖÏÌÙÛàȮɯɁ3ÏÌɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯÍÓÈÎÚÏÐ×ɯÚÛÖÙÌÚɯÖÍɯÓÜßÜÙàɯÍÈÚÏÐÖÕɯÙÌÛÈÐÓÌÙÚɂȮɯÊÐÛȭ 
40 Uche Okonkwo, Luxury Fashion Branding. Trends, Tactics, Techniques, Palgrave MacMillan, New 

York, 2007. 
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3ÏÌɯ×ÙÖÉÓÌÔɯÖÍɯÍÓÈÎÚÏÐ×ɯÚÛÖÙÌÚɀprofitability is also present in the Avenida as we 

have already seen, mainly as regards what the managers of some of the fast fashion 

industry stores explained about the need to gain visibility thus obliging them to 

share the space with the luxury outlets. Indeed, for the stores linked to fast fashion 

industry, supporting such financial layout in lieu of location only makes sense 

because these places end up by becoming an asset attached to the brands. Without 

this address, they would neither be able to communicate their rank so efficiently 

nor the values of the brands themselves through which they hope to attract 

customers. 

The readings of the street as sites of display, strolling and seeing into which the 

present analysis of the Avenida fits, are not new. Actually, they go back to the 19th 

century, where the Parisian arcades and passages and the controversial figure of 

the flâneur acted as the main characters. However, resorting to such an approach 

seemed to be the most suitable in order to understand the main changes 

undergone by the Avenida, in particular its recent conversion into a street of style 

and luxury . It is true that at no moment of its history has the Avenida ceased to be a 

site of representation for the businesses and people who needed to display 

themselves. This is what happened at the end of the 19th century with the 

bourgeoisie that used the boulevard as its catwalk or passerelle, and it is what is 

happening today with the luxury and fashion brands that are using it as a shop -

window open to th e world. However, if in terms of the final product, of promoting 

its merchandise, the  ÝÌÕÐËÈɀÚ role has not changed significantly, the same cannot 

be said about the way in which it has been called upon to carry out its duties. The 

transformation of the Avenida into a brands land of luxury and fashion strengthens 

its role as a stage setting, making it a liminal space41, where the boundary between 

actors and audience or between consumers and commodities fades away. Using 

the metaphor of the market theatre coined by Firat and Dholakia 42, and recently 

used by Bauman43 and Amendola 44 to give an account of the ubiquitous nature of 

consumption in a post -modern society, nowadays, in the  ÝÌÕÐËÈɀÚɯshow starring 

luxury and fashion brands, no line clearly separates consumers from what is being 

consumed, producers from what is being produced, and marketing agents from 

merchandise. They all perform on the same stage known as the market and all of 

them want to be attractive and desirable; they all want to draw attention to 

themselves and attract demand and customers. Many examples could be quoted to 

illustrate the liminal nature of the Avenida in post-modern times, which would 

                                                 
41 Sharon Zukin, Landscapes of power. From Detroit to Disney World, University of California Press, 

Berkeley, 1991, Rob Shields, Lifestyle shopping: the subject of consumption, Routledge, London, 1992. 
42 A. Fuat Firat and Nikhilesh Dholakia, Consuming People: From political economy to theaters of 

consumption, Routledge, London, 1998 
43 Zygmunt Bauman, Consuming Life, Polity Press, Cambridge, 2007. 
44 Amendola, La Ciudad Postmoderna, cit. 
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certainly enrich the approach developed here. However, is not in the scope of this 

research to go so far in the development of such a challenging idea. While 

recognising its high potential to explain changes regarding the fashioning of the 

Avenida, at the moment, we only hope to shed some light on the influences exerted 

by the brandscapes of luxury and fa shion on the fabric of the contemporary 

metropolis.  
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COMMERCE ET INCIDENCES URBAINES (À PARTIR DU CAS FRANÇAIS)  

 

 

Le commerce évolue en permanence. On peut néanmoins repérer quelques 

ÎÙÈÕËÚɯÊàÊÓÌÚɯÈÝÌÊɯÜÕÌɯ×ÙÌÔÐöÙÌɯÙõÝÖÓÜÛÐÖÕɯÊÖÔÔÌÙÊÐÈÓÌɯÓÐõÌɯãɯÓɀÌÚÚÖÙɯÐÕËÜÚÛÙÐÌÓɯËÜɯ

XIX° siècle, celui du développement du commerce fordiste, une seconde révolution 

ÊÖÔÔÌÙÊÐÈÓÌɯ Ùõ×ÖÕËÈÕÛɯ ãɯ ÓɀÌÚÚÖÙɯ ËÌɯ ÓÈɯ ÊÖÕÚÖÔÔÈÛÐÖÕɯ ËÌɯ ÔÈÚÚÌȭɯ ;ɯ ÊÏÈØÜÌɯ

révolution coïncid e une innovation commerciale: à la première révolution 

ÊÖÔÔÌÙÊÐÈÓÌȮɯ ÖÕɯ ÈÛÛÈÊÏÌɯ ÓɀÌÚÚÖÙɯ ËÌÚɯ ÎÙÈÕËÚɯ ÔÈÎÈÚÐÕÚȮɯ ÓÈɯ ÔÜÓÛÐ×ÓÐÊÈÛÐÖÕɯ ËÌÚɯ

boutiques; la seconde est indissociable de la multiplication rapide des grandes 

surfaces. À chaque fois il y a des incidences urbaines: évolutions morphologiques, 

paysagères et changements dans les mobilités.  

"ÌÙÛÈÐÕÚɯ õÝÖØÜÌÕÛɯ ÈÜÑÖÜÙËɀÏÜÐɯ ÜÕɯ ÌÚÚÖÜÍÍÓÌÔÌÕÛɯ ËÌɯ ÓÈɯ ×ÏÈÚÌɯ ÍÖÙËÐÚÛÌɯ ÌÛɯ

ÓɀõÔÌÙÎÌÕÊÌɯËÌɯÕÖÜÝÌÓÓÌÚɯ×ÙÈÛÐØÜÌÚɯËÌɯÊÖÕÚÖÔÔÈÛÐÖÕɯÈÚÚÖÊÐõÌÚɯãɯËÌɯÕÖÜÝÌÓÓÌÚɯ

formes et exigences de vente.  

Parmi ces processus évolutifs se distingue le commerce électronique. Beaucoup 

de discours, plus ou moins utopiques, se nourrissent des potentialités recélées par 

ÊÌÛÛÌɯÕÖÜÝÌÓÓÌɯÍÖÙÔÌɯËɀõÊÏÈÕÎÌȭɯ#ÖÐÛ-on parler de révolution numérique de la 

consommation? Sans doute serait-ÊÌɯÌßÈÎõÙõɯãɯÊÌɯÚÛÈËÌȭɯ(ÓɯÕɀÌÕɯËÌÔÌÜÙÌɯ×ÈÚɯÔÖÐÕÚɯ

que le commerce électronique occupe une place croissante dans les modalités de 

ÊÖÕÚÖÔÔÈÛÐÖÕȭɯ "ɀÌÚÛȮɯ ÌÕɯ ÛÏõÖÙÐÌɯ ÛÖÜÛɯ ÈÜɯ ÔÖÐÕÚȮɯ ÓɀÌÕÚÌÔÉÓÌɯ ËÌɯ ÓɀÏõÙÐÛÈÎÌɯ

commercial et des formes urbaines associées qui est potentiellement remis en 

ÊÈÜÚÌȭɯ"ɀÌÚÛɯÜÕɯÕÖÜÝÌÓɯÌÚ×ÈÊÌɯËÌɯÓÐÉÌÙÛõɯ×ÖÜÙɯÓɀõÊÏÈÕÎÌɯÔÈÙÊÏÈÕËɯØÜÐɯÖÜÝÙÌɯËÌÚɯ

perspectives commerciales inimaginables à des petites entreprises et des 

particuliers. Mais le commerce électronique est aussi le cadre ËɀÜÕɯ ÍÖÙÛɯ

redéploiement des investissements avec des tendances oligopolistiques. Au-delà 

de la dimension socio-õÊÖÕÖÔÐØÜÌɯËÌɯÊÌÛÛÌɯõÝÖÓÜÛÐÖÕȮɯÊɀÌÚÛɯÓɀÐÕÚÊÙÐ×ÛÐÖÕɯÛÌÙÙÐÛÖÙÐÈÓÌɯ

des échanges qui est interrogée. Ce sont les hiérarchies christallériennes qui 

peuvent être réécrites à différentes échelles. Comment le commerce urbain peut-il 

ÚɀÈËÈ×ÛÌÙȳɯ0ÜÌÓÚɯÚÖÕÛɯÓÌÚɯõÓõÔÌÕÛÚɯËÌɯÙõÚÐÓÐÌÕÊÌȳɯ 

+ɀÖÉÑÌÊÛÐÍɯÌÚÛɯÐÊÐɯËÌɯØÜÌÚÛÐÖÕÕÌÙɯÊÌÓÈɯ×ÈÙɯÓɀÌßÌÔ×ÓÌɯÍÙÈÕñÈÐÚɯÔÈÐÚɯÚÈÕÚɯÚɀÐÕÛÌÙËÐÙÌɯ

ËÌɯÓÌɯÔÌÛÛÙÌɯÌÕɯ×ÌÙÚ×ÌÊÛÐÝÌɯ×ÈÙɯËɀÈÜÛÙÌÚ exemples européens ou nord-américains. 

+ɀÌÚÚÌÕÛÐÌÓɯÌÚÛɯËÌɯÛÖÜÛÌɯÍÈñÖÕɯËɀÖÉÚÌÙÝÌÙɯÓÌÚɯÎÙÈÕËÌÚɯÛÌÕËÈÕÊÌÚɯÜÙÉÈÐÕÌÚɯÌÛɯÓÌɯÙĠÓÌȮɯ

potentiellement aggravant, que cette évolution commerciale y joue. Nous pouvons 

mentionner les thèmes suivants: la progression de la ségrégation socio-spatiale, un 

'vivre ensemble' menacé, la place des espaces publics et de rencontre en ville, 

                                                 
* Département Géographie-Aménagement-Environnement, Université de Toulouse II ɬ Le Mirail  
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ÓɀõÝÖÓÜÛÐÖÕɯ ÔÖÙ×ÏÖÓÖÎÐØÜÌɯ ËÌÚɯ ÝÐÓÓÌÚȮɯ ÓÈɯ ×ÓÈÊÌɯ ËÜɯ ÊÌÕÛÙÌ-ville, la gestion de 

ÓÖÎÐØÜÌÚɯËÌɯÔÖÉÐÓÐÛõÚɯËÐÍÍõÙÌÕÛÌÚȮɯØÜɀÐÓɯÚɀÈÎÐÚÚÌɯËɀÏÖÔÔÌÚɯÖÜɯËÌɯmarchandises. En 

ce sens, le développement du commerce électronique interroge beaucoup la 

ÎõÖÎÙÈ×ÏÐÌɯËÜɯÊÖÔÔÌÙÊÌɯÊÈÙɯÊÌÓÈɯËÖÐÛɯÓɀÈÔÌÕÌÙɯãɯÐÕÝÌÚÛÐÎÜÌÙɯÌÕÊÖÙÌɯ×ÓÜÚɯÓÌÚɯ

champs des déterminants de la consommation ainsi que celui des mobilités. Si la 

rencontre ÌÕÛÙÌɯ ÓɀÖÍÍÙÌɯ ÌÛɯ ÓÈɯ ËÌÔÈÕËÌɯ ÌÚÛɯ ÝÐÙÛÜÌÓÓÌȮɯ ÚÈɯ ÊÖÕÊÙõÛÐÚÈÛÐÖÕɯ ËÌÔÌÜÙÌɯ

physique avec de fortes recompositions dans les flux, parfois comme facteur, 

×ÈÙÍÖÐÚɯÊÖÔÔÌɯÊÖÕÚõØÜÌÕÊÌȭɯ#ÌɯÍÈÐÛȮɯÊɀÌÚÛɯÛÖÜÛÌɯÓÈɯÓÌÊÛÜÙÌɯËÌÚɯÛÌÙÙÐÛÖÐÙÌÚɯÌÛɯËÌÚɯ

hiérarchies qui est à revoir. 

 

 

ƕȭɯ+ÈɯÊÙÖÐÚÚÈÕÊÌɯËɀÜÕɯÕÖÜÝÌÈÜɯÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕɯ 

 

)ÜÚØÜɀÈÜɯËõÉÜÛɯËÌÚɯÈÕÕõÌÚɯƕƝƝƔȮɯ×ÈÙÓÌÙɯËÜɯÊÖÔÔÌÙÊÌɯõÓÌÊÛÙÖÕÐØÜÌɯÌÛɯÖÜɯ×ÓÜÚɯ

×ÙÖÚÈĈØÜÌÔÌÕÛɯËÌɯÓÈɯÊÈ×ÈÊÐÛõɯËÌÚɯ3ÌÊÏÕÐØÜÌÚɯËɀ(ÕÍÖÙÔÈÛÐÖÕɯÌÛɯËÌɯ"ÖÔÔÜÕÐÊÈÛÐÖÕɯ

ȹ3("Ⱥɯ ãɯ ÔÖËÐÍÐÌÙɯ ÓɀÈÊÛÐÝÐÛõɯ ÊÖÔÔÌÙÊÐÈÓÌȮɯ ÔÈÐÚ aussi les pratiques des 

ÊÖÕÚÖÔÔÈÛÌÜÙÚȮɯ ÝÖÐÙÌɯ ÓɀÈÔõÕÈÎÌÔÌÕÛɯ ËÌÚɯ ÛÌÙÙÐÛÖÐÙÌÚɯ ÖÜɯ ÓɀÜÙÉÈÕÐÚÔÌɯ ÙÌÓÌÝÈÐÛɯ

encore largeÔÌÕÛɯËɀÈ××ÙÖÊÏÌÚɯÚ×õÊÜÓÈÛÐÝÌÚȭɯ2ÌÜÓɯÜÕɯ×ÌÛÐÛɯÕÖÔÉÙÌɯËɀÌß×ÌÙÛÚɯÌÛɯËÌɯ

prospectiÝÐÚÛÌÚȮɯËÈÕÚɯÓÌɯÚÐÓÓÈÎÌɯËÌɯ#ÈÕÐÌÓɯ!ÌÓÓɯÖÜɯËɀ ÓÝÐÕɯ3ÖÍÍÓÌÙɯÚɀàɯÙÐÚØÜaient. 

/ÖÜÙÛÈÕÛȮɯ ËöÚɯ ÓÌɯ ËõÉÜÛɯ ËÜɯ Ëõ×ÓÖÐÌÔÌÕÛɯ Ëɀ(ÕÛÌÙÕÌÛȮɯ ÚÖÐÛɯ ãɯ ×ÈÙÛÐÙɯ ËÌɯ ƕƝƝƖȮɯ ÓÌÚɯ

problématiques économiques ont été parmi les arguments les plus ardemment 

ÙÌ×ÙÐÚɯ×ÖÜÙɯÈÍÍÐÙÔÌÙɯÓɀõÔÌÙÎÌÕÊÌɯËɀÜÕÌɯÙõÝÖÓÜÛÐÖÕɯØÜÐɯ×ÙÐÛɯ(ÕÛÌÙÕÌÛɯ×ÖÜÙɯÌÔÉÓöÔÌȭɯ

$ÕɯÔÖÐÕÚɯËɀÜÕÌɯËõÊÌÕÕÐÌȮɯÈ××ÈÙÜÛɯÜÕɯÌÕÚÌÔÉÓÌɯËɀÈÊÛÐÝÐÛõÚɯÊÖÕÚÐËõÙõÌÚɯÊÖÔÔÌɯ

ÍÖÕËÈÔÌÕÛÈÓÌÔÌÕÛɯÕÖÜÝÌÓÓÌÚɯËÈÕÚɯÓÌɯÊÈËÙÌɯËÌɯÓÈɯÓÐÉõÙÈÓÐÚÈÛÐÖÕɯÈÊÊÙÜÌɯËɀÜÕɯÚÌÊÛÌÜÙȮɯ

celui des télécommunications, qui était traditionnellement très contrôlé par les 

Etats. Le développement des activités de commerce sur le réseau figure 

ÈÜÑÖÜÙËɀÏÜÐɯ×ÈÙÔÐɯÓÌÚɯÍÈÐÛÚɯÚÖÊÐÈÜßɯÌÛɯÊÜÓÛÜÙÌÓÚɯÔÈÑÌÜÙÚȭɯ 

"ÌɯËõÝÌÓÖ××ÌÔÌÕÛɯÕÌɯÚɀÌÚÛɯÊÌ×ÌÕËÈÕÛɯ×ÈÚɯÍÈÐÛɯÚÈÕÚɯã-coups notamment en raison 

des risques, réels ou perçus, liés au paiement en ligne et à la difficulté à assumer la 

logistique physique des livraisons. On peut reprendre à titre de mémoire, une étude 

menée en 2000 par le cabinet Andersen Consulting auprès de 162 sites européens. 

+ɀÌÕÚÌÔÉÓÌɯËÌÚɯÙõÚÜÓÛÈÛÚɯÛõÔÖÐÎÕÌɯËɀÜÕɯÔÖËöÓÌɯõÊÖÕÖÔÐØÜÌɯØÜÐɯÈɯËÜɯÔÈÓɯãɯËõÊÖÓÓÌÙȭɯ

Il àɯÈɯËÌÚɯËÐÍÍõÙÌÕÊÌÚɯÌÕÛÙÌɯÓÌÚɯ×ÈàÚȮɯÓɀ(ÛÈÓÐÌɯÈ××ÈÙÈÐÚÚÈÕÛɯ×ÈÙÛÐÊÜÓÐèrement mal placée 

avec 58% des commandes qui échouent mais les autres pays offrent des 

×ÖÜÙÊÌÕÛÈÎÌÚɯ ØÜÐɯ È××ÈÙÈÐÚÚÌÕÛɯ ÐÕÈÊÊÌ×ÛÈÉÓÌÚɯ ÈÜÑÖÜÙËɀÏÜÐȭɯ +Ìɯ ÛÈÉÓÌÈÜɯ ×ÖÜÙɯ ÷ÛÙÌɯ

complet devrait mention ÕÌÙɯØÜÌɯÓÌÚɯËÌÜßɯÛÐÌÙÚɯËÌÚɯÊÖÔÔÈÕËÌÚɯÕɀÖÕÛɯ×ÈÚɯõÛõɯÓÐÝÙõÌÚɯ

dans les quatre semaines. La même année, le groupement Carte Bleue précise dans 

son bilan 1999 que la moitié des réclamations proviennent du paiement en ligne alors 

ØÜɀÐÓɯÕÌɯÙÌ×ÙõÚÌÕÛÌɯãɯÓɀõ×ÖØÜÌɯØÜɀÜÕÌɯ×ÈÙÛÐÌɯÐÕÍÐÔÌɯËÌÚɯÛÙÈÕÚÈctions.  

,ÈÐÚɯÜÕɯÊÌÙÊÓÌɯÝÌÙÛÜÌÜßɯÝÈɯÚÌɯÔÌÛÛÙÌɯÌÕɯ×ÓÈÊÌɯÌÛɯÓÌÚɯÊÏÖÚÌÚɯÚɀÈÊÊõÓõÙÌÙɯËÈÕÚɯÓÌÚɯ

années 2000. En fait, plus le réseau grandit, plus il est attractif car démultipliant les 
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Ö××ÖÙÛÜÕÐÛõÚȮɯ ×ÓÜÚɯ ÐÓɯ ÌÚÛɯ ×ÌÙÍÖÙÔÈÕÛɯ ×ÈÙÊÌɯ ØÜɀayant dépassé divers seuils de 

ÙÌÕÛÈÉÐÓÐÛõȮɯ×ÓÜÚɯÐÓɯÚɀÐÔ×ÖÚÌɯÊÖÔÔÌɯÜÕɯÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕɯÔÈÑÌÜÙȭɯ+Ìɯ×ÈÙÊÖÜÙÚɯ

Ëɀ ÔÈáÖÕȮɯ ÌÕÛÙÌ×ÙÐÚÌɯ ÖÕɯ ÕÌɯ ×ÌÜÛɯ ×ÓÜÚɯ ÚàÔÉÖÓÐØÜÌɯ ËÌɯ ÓÈɯ -ÌÛ-économie, est 

×ÈÙÛÐÊÜÓÐöÙÌÔÌÕÛɯÙõÝõÓÈÛÌÜÙȭɯ ÝÈÕÛɯËÌɯËÌÝÌÕÐÙɯÓɀÌÕÛÙÌ×ÙÐÚÌɯÍÓÖÙÐÚÚÈÕÛÌɯØÜɀÌÓÓÌɯÌÚÛɯ

auÑÖÜÙËɀÏÜÐɯȹƖƙÌɯËÐÚÛÙÐÉÜÛÌÜÙɯÔÖÕËÐÈÓɯØÜÐɯËÌÝÙÈÐÛɯÌÕÛÙÌÙɯËÈÕÚɯÓÌɯÛÖ×ɯƙɯÌÕɯƖƔƕƙɯÚÌÓÖÕɯ

ÓÌɯ/ÓÈÕÌÛ1ÌÛÈÐÓȺȮɯ ÔÈáÖÕɯÈɯÊÜÔÜÓõɯ×ÌÕËÈÕÛɯÚÌÚɯ×ÙÌÔÐöÙÌÚɯÈÕÕõÌÚɯËɀÌßÐÚÛÌÕÊÌɯËÌÚɯ

pertes colossales qui culminent en 2000 avec un déficit de 1,4 milliard de dollars. 

+ÈɯÙÌÕÛÈÉÐÓÐÛõɯËÜɯÔÖËöÓÌɯ ÔÈáÖÕɯÕÌɯÚÌɯËÌÚÚÐÕÌɯØÜɀãɯ×ÈÙÛÐÙɯËÌɯƖƔƔƗɯÚÖÐÛɯÏÜÐÛɯÈÕÚɯ

È×ÙöÚɯÓÈɯÊÙõÈÛÐÖÕɯËÌɯÓɀÌÕÛÙÌ×ÙÐÚÌȭɯ"ɀÌÚÛɯÓɀÈÍÍÌÙÔÐÚÚÌÔÌÕÛɯ×ÙÖÎÙÌÚÚÐÍɯËÜɯÙõÚÌÈÜȮɯÊÌÓÜÐɯ

Ëɀ ÔÈáÖÕɯ ÌÛɯ ËÌÚɯ ÈÜÛÙÌÚɯ ÌÕÛÙÌ×ÙÐÚÌÚȮɯ ÈÝÌÊɯ ÓÈɯ ÔÈÛÜÙÈÛÐÖÕɯ ËÌɯ ÓÈɯ ÓÖÎÐÚÛÐØÜÌɯ ÌÛɯ

ËɀÖ×õÙÈÛÌÜÙÚ spécialisés, de même que la sécurisation des paiements, qui sont à la 

source de cette réussite. Succès qui est maintenant celui de centaines de milliers 

ËɀÐÕÛÌÙÝÌÕÈÕÛÚɯÚÜÙɯÓÌɯÙõÚÌÈÜȭɯ"ÈÙɯÌÕɯ×ÈÙÈÓÓöÓÌȮɯÓɀÌÚÚÖÙɯËÜɯÊÖÔÔÌÙÊÌɯõÓÌÊÛÙÖÕÐØÜÌɯ

ÚɀÈ××ÜÐÌɯõÝÐËÌÔÔÌÕÛɯÚur la popularisation rapide des TIC (76% des ménages 

ÍÙÈÕñÈÐÚɯ ÚÖÕÛɯ ÊÖÕÕÌÊÛõÚɯ ãɯ (ÕÛÌÙÕÌÛɯ ÌÛɯ ÑÜÚØÜɀãɯ ƝƘǔɯ ÈÜßɯ /ÈàÚ-Bas). Il convient 

néanmoins de noter que de nombreuses entreprises demeurent fragiles et que le 

turn over est important.  

De fait, le nombre de sites marchands explose. À partir du cas français on peut 

mesurer la rapidité et de la force de cette irruption du e -commerce. À la mi ɬ 2013, 

on dénombre plus de 117.000 sites marchands en France. Ce chiffre est en 

progression constante au cours des années 2000. En 2005 on ne recensait que 15.200 

ÚÐÛÌÚȵɯ"ÌÙÛÌÚɯÐÓɯÚɀÈÎÐÛɯÚÖÜÝÌÕÛɯËÌɯÛÙöÚɯ×ÌÛÐÛÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯÚÈÕÚɯÚÈÓÈÙÐõÚɯȹÊÈÚɯËÌɯƜƔȭƔƔƔȺɯ

ÔÈÐÚɯƜƚǔɯËÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯ×ÙõÝÖÐÌÕÛɯËɀÈÜÎÔÌÕÛÌÙɯÓÌÜÙÚɯÌÍÍÌÊÛÐÍÚɯÌÕɯƖƔƕƗȭɯ$ÕɯƖƔƕƖȮɯÓÌɯ

ÊÏÐÍÍÙÌɯËɀÈÍÍÈÐÙÌÚɯÌÚÛɯËÌɯƘƙɯÔÐÓÓÐÈÙËÚɯËɀÌÜÙÖÚȮɯÝÖÓÜÔÌɯÛÙÈËÜÐÚÈÕÛɯÓã-encore une 

ÈÜÎÔÌÕÛÈÛÐÖÕɯÊÖÕÚÛÈÕÛÌɯËÌɯÓɀÈÊÛÐÝÐÛõȭɯ ÜɯÛÖÛÈÓɯÊÌÓÈɯÙÌ×ÙõÚÌÕÛÌɯƛǔɯËÜɯÊÖÔÔÌÙÊÌɯËÌɯ

détail hors alimentaire. Dans certaines branches, les parts de marchés commencent 

ãɯËÌÝÌÕÐÙɯÕÖÛÈÉÓÌÚȯɯƕƔǔɯ×ÖÜÙɯÓɀÏÈÉÐÓÓÌÔÌÕÛȮɯÊÏÈÜÚÚÜÙes, accessoires et linge de 

ÔÈÐÚÖÕɯÌÛɯÑÜÚØÜɀãɯƖƕǔɯ×ÖÜÙɯÓÌÚɯ×ÙÖËÜÐÛÚɯÊÜÓÛÜÙÌÓÚɯ×ÏàÚÐØÜÌÚɯÌÛɯËõÔÈÛõÙÐÈÓÐÚõÚɯØÜɀÐÓɯ

ÚɀÈÎÐÚÚÌɯËÌɯÔÜÚÐØÜÌȮɯÝÐËõÖȮɯÑÌÜßɯÌÕɯÓÐÎÕÌȮɯÓÐÝÙÌɯÕÜÔõÙÐØÜÌȭɯ ɯÊÌÓÈɯÐÓɯÍÈÜËÙÈÐÛɯÈÑÖÜÛÌÙɯ

les achats ROPO (Research online, purchase offline). Une étude menée par le cabinet 

Mc Kinsey aboutissait à un montant supérieur à celui des achats en ligne en 2009 

(28 milliards contre 25 décomptés par la FEVAD). Mais cette démarche itérative est 

ãɯËÖÜÉÓÌɯÚÌÕÚɯÈÝÌÊɯãɯÓɀÐÕÝÌÙÚÌɯÓɀÌÍÍÌÛɯɅÚÏÖÞÙÖÖÔɅɯÍÈÐÚÈÕÛɯËÌÚɯÊÖÔmerces physiques 

ÓÌÚɯÓÐÌÜßɯËɀÌß×ÖÚÐÛÐÖÕȮɯËɀÌÚÚÈàÈÎÌȮɯËÌɯÝÐÚÜÈÓÐÚÈÛÐÖÕɯ×ÖÜÙɯËÌÚɯÈÊÏÈÛÚɯÍÈÐÛÚɯÚÜÙɯÓÌɯÕÌÛȭɯ

2ÈÕÚɯØÜÌɯÓɀÖÕɯËÐÚ×ÖÚÌɯÌÕÊÖÙÌɯËɀõÛÜËÌɯÓã-dessus, il est sans doute possible de faire 

ÓɀÏà×ÖÛÏöÚÌɯÈÝÌÊɯÓÌɯÙÌÕÍÖÙÊÌÔÌÕÛɯÌÛɯÓÈɯÚõÊÜÙÐÚÈÛÐÖÕɯÊÙÖÐÚÚÈÕÛÌɯËÜɯÌ-ÊÖÔÔÌÙÊÌɯËɀÜÕÌɯ

diminution proportionnelle des achats ROPO.  

+ÌɯÊÈÚɯÍÙÈÕñÈÐÚɯÕÌɯÛõÔÖÐÎÕÌɯ×ÈÚɯËɀÜÕÌɯÈÝÈÕÊÌɯ×ÈÙÛÐÊÜÓÐöÙÌɯÌÕɯÊÌɯËÖÔÈÐÕÌȭɯ/ÖÜÙɯ

ËÌÚɯÙÈÐÚÖÕÚɯÚ×õÊÐÍÐØÜÌÚɯÓÐõÌÚɯãɯÓɀÌÚÚÖÙɯ×ÙõÊÖÊÌɯËÌɯÓÈɯÛõÓõÔÈÛÐØÜÌɯȹ,ÐÕÐÛÌÓȺȮɯÓÈɯ%ÙÈÕÊÌɯ

a plutôt pris avec retard le toÜÙÕÈÕÛɯ(ÕÛÌÙÕÌÛȮɯËɀÖķɯÓÌÚɯËõÚÈÝÈÕÛÈÎÌÚɯËÌɯÓɀÈÝÈÕÊÌɯ

×ÖÕÊÛÜÌÓÓÌȭɯ#ɀÈÐÓÓÌÜÙÚȮɯÓÌɯ×ÈàÚɯÍÐÎÜÙÌɯ×ÓÜÛĠÛɯÌÕɯÔÐÓÐÌÜɯËÌɯÛÈÉÓÌÈÜɯÌÜÙÖ×õÌÕȮɯËÌÙÙÐöÙÌɯ
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Óɀ ÓÓÌÔÈÎÕÌɯÌÛɯÈÚÚÌáɯÕÌÛÛÌÔÌÕÛɯËÌÙÙÐöÙÌɯÓÌɯ1ÖàÈÜÔÌ-Uni en termes de volume de 

ventes.  

Il est particulièrement intéressÈÕÛɯËÌɯÚɀÐÕÛÌÙÙÖÎÌÙɯÚÜÙɯÓÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯÌÛɯÈÊÛÌÜÙÚɯ

qui animent ce nouveau canal de distribution. Les très petites entreprises dominent 

mais on relève aussi que le développement du commerce électronique se traduit 

×ÈÙɯ ÓɀõÔÌÙÎÌÕÊÌɯ ËÌɯ ×ÜÐÚÚÈÕÛÌÚɯ ÌÕÛÙÌ×ÙÐÚÌÚȭɯAmazon en est une illustration 

éclatante. De même les entreprises de la grande distribution se saisissent de ce 

nouveau canal. Mais cette croissance doit-elle se limiter à ces seuls constats? Cette 

croissance très rapide du commerce électronique doit surtout nous interroger en 

tant que facteur de réécriture, à différentes échelles géographiques, du contact 

ÌÕÛÙÌɯÜÕÌɯÖÍÍÙÌɯÌÛɯÜÕÌɯËÌÔÈÕËÌɯ×ÖÙÛõÌÚɯ×ÈÙɯËÌÚɯÈÊÛÌÜÙÚɯËɀÜÕÌɯÛÙöÚɯÎÙÈÕËÌɯËÐÝÌÙÚÐÛõȭɯ

+ÌɯÔÈÙÐÈÎÌɯÌÕÛÙÌɯÓÌɯÊÖÔÔÌÙÊÌȮɯÈÜɯÚÌÕÚɯÓÈÙÎÌɯËÌɯÓɀõÊÏÈÕÎÌɯÔÈÙÊÏÈÕËȮɯÌÛ les TIC 

contribue-t-ÐÓɯãɯÊÙõÌÙɯÜÕɯÌÚ×ÈÊÌɯËÌɯÓÐÉÌÙÛõɯÌÛɯËɀÖ××ÖÙÛÜÕÐÛõÚɯÔÈÙÊÏÈÕËÌÚɯÖÜɯÕɀÌÚÛ-ce 

ØÜɀÜÕɯ ÕÖÜÝÌÈÜɯ ÊÈÕÈÓɯ ËÌɯ ËÐÚÛÙÐÉÜÛÐÖÕɯ ËÌÚÛÐÕõɯ ãɯ ÌÔ×ÙÜÕÛÌÙɯ ÓÌÚɯ Ô÷ÔÌÚɯ ÝÖÐÌÚɯ

oligopolistiques, une sorte de rouleau compresseur, venant écraser tous les autres 

canaux de distribution?  

#ɀÜÕɯÊĠÛõȮɯÐÓɯÈ××ÈÙÈćÛɯØÜÌɯÓÌɯÊÖÔÔÌÙÊÌȮɯàɯÊÖÔ×ÙÐÚɯÓÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯËÌɯÊÖÔÔÌÙÊÌɯ

×ÙõÌßÐÚÛÈÕÛÌÚȮɯÚɀÌÔ×ÈÙÌÕÛɯËÜɯÙõÚÌÈÜȭɯ,ÈÐÚɯãɯÓɀÐÕÝÌÙÚÌȮɯÊɀÌÚÛɯÈÜÚÚÐɯÓÌɯÙõÚÌÈÜȮɯ×ÙÐÚɯÓãɯ

ÊÖÔÔÌɯÜÕɯÈÎÙõÎÈÛɯËɀÜÚÈÎÌÚɯÕÖÕɯÍÖÙÊõÔÌÕÛɯÐÔÈÎÐÕõÚɯãɯÓɀÖÙÐÎÐÕÌȮɯØÜÐɯÚɀÌÔ×ÈÙÌɯdu 

ÊÖÔÔÌÙÊÌȭɯ+ÈɯÕÖÜÝÌÈÜÛõɯËÌɯÊÌɯÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕɯÛÐÌÕÛɯÌÕɯÊÌɯØÜɀÐÓɯ×ÌÙÔÌÛɯÜÕɯ

contact direct renouvelé entre un vendeur et un acheteur quelle que soit leur 

activité initiale. Le développement des échanges sur le réseau numérique concerne 

aussi les entrÌ×ÙÐÚÌÚɯ ËÌɯ ×ÙÖËÜÊÛÐÖÕɯ ÈÝÌÊɯ ÓɀÐÙÙÜ×ÛÐÖÕɯ ÍÈÊÐÓÐÛõÌɯ ËɀÌÕÛÙÌ×ÙÐÚÌÚɯ

artisanales et agricoles profitant de cette mise en contact directe. Ce constat vient 

brouiller un peu plus les frontières entre les différentes sphères économiques. Cette 

mise en relation direÊÛÌɯÚɀÐÕÝÐÛÌɯÈÜÚÚÐɯÈÜɯÕÐÝÌÈÜɯÓÌɯ×ÓÜÚɯÍÐÕɯÌÕÛÙÌɯÊÖÕÚÖÔÔÈÛÌÜÙÚȭɯ

/ÙÌÕÖÕÚɯÓÌɯÊÈÚɯËÌÚɯÚÐÛÌÚɯ"ÛÖ"ɯØÜÐɯÉõÕõÍÐÊÐÌÕÛɯËɀÜÕÌɯÈÜËÐÌÕÊÌɯÊÙÖÐÚÚÈÕÛÌȮɯÙÌÕÖÜÈÕÛɯ

ÈÝÌÊɯÓÌÚɯÖÙÐÎÐÕÌÚɯËÌɯÓɀõÊÏÈÕÎÌȮɯÜÕɯÊÖÔÔÌÙÊÌɯÚÈÕÚɯÐÕÛÌÙÔõËÐÈÐÙÌȮɯÚɀÈÚÚÐÔÐÓÈÕÛɯÔ÷ÔÌɯ

×ÈÙÍÖÐÚɯ ÈÝÌÊɯ ÓÌɯ ÛÙÖÊȭɯ 2ɀÐÓɯ ÕÌɯÚɀÈÎÐÛɯ ×ÈÚɯ ËɀÈÊÛÐÝÐÛõÚɯ ÊÖÔÔÌÙÊÐÈÓÌÚɯ ÚÛÙÐÊÛÖɯ ÚÌÕÚÜɯ

(quoique parfois les particuliers dissimulent des commerces où servent de 

ÚÛÙÈ×ÖÕÛÐÕɯãɯÓɀõÔÌÙÎÌÕÊÌɯËɀÜÕÌɯÈÊÛÐÝÐÛõɯ×ÙÖÍÌÚÚÐÖÕÕÌÓÓÌȺɯÐÓɯàɯÈɯÛÖÜÛɯËÌɯÔ÷ÔÌɯËÌÚɯ

échanges qui ont des incidences socio-économiques qui commencent à devenir 

×ÈÓ×ÈÉÓÌÚȭɯ "ɀÌÚÛɯ ×ÈÙɯ ÌßÌÔ×ÓÌɯ ÓÌɯ ʅ!ÖÕɯ "ÖÐÕʅȮɯ Ëõ×ÌÕËÈÕÛɯ ËÜɯ ÎÙÖÜ×Ìɯ ÕÖÙÝõÎÐÌÕɯ

Schibsted. Avec plus de 17 millions de visiteurs par mois le site dépasse largement 

eBay (octobre 2012), jouant dans la même catégorie que le géant Amazon. Il est, 

avec 2h15 par mois, juste après Facebook (5h26) et devant Google (1h48) en termes 

de temps passé.  

"ÌɯÙÌÕÍÖÙÊÌÔÌÕÛɯËÌÚɯ×ÖÚÚÐÉÐÓÐÛõÚɯËɀÐÕÛÌÙÈÊÛÐÖÕÚɯËÜɯÍÈÐÛɯËÌɯÓÈɯÊÖÙÙÌÊÛÐÖÕɯËÌɯÓÈɯ

ËÐÚÚàÔõÛÙÐÌɯ ÐÕÐÛÐÈÓÌɯ ÌÕÛÙÌɯ ×ÙÖËÜÊÛÌÜÙÚɯ ÌÛɯ ÊÖÕÚÖÔÔÈÛÌÜÙÚɯ ËɀÐÕÍÖÙÔÈÛÐÖÕÚɯ

rõÐÕÛÙÖËÜÐÛɯ ÚÖÜÚɯ ÜÕÌɯ ÕÖÜÝÌÓÓÌɯ ÍÖÙÔÌɯ ÓÌɯ ÝÐÌÜßɯ ËõÉÈÛɯ ØÜÈÕÛɯ ãɯ ÓɀÜÛÐÓÐÛõɯ ËɀÜÕɯ

intercesseur spécialiÚõȮɯÓÌɯÊÖÔÔÌÙñÈÕÛȮɯÌÛɯÊÌÓÜÐɯËɀÜÕÌɯÚÐÔ×ÓÐÍÐÊÈÛÐÖÕɯËÜɯÚÊÏõÔÈɯËÌɯ
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ÔÐÚÌɯ ÌÕɯ ÊÖÕÛÈÊÛɯ ËÌɯ ÓɀÖÍÍÙÌɯ ÌÛɯ ËÌɯ ÓÈɯ ËÌÔÈÕËÌȭɯ +Èɯ ÙõÐÕÛÙÖËÜÊÛÐÖÕȮɯ ÝÖÐÙÌɯ ÓÈɯ

revendication de ce contact plus direct, emprunte parfois les chemins nauséabonds 

ÌÛɯ×Ö×ÜÓÐÚÛÌÚɯËÌɯÓɀÈÕÛÐÌÕÕÌɯÈÜÛÖÜÙɯËÌÚɯÐÕÛÌÙÔõËÐÈÐÙÌÚɯ×ÈÙÈÚÐÛÈÐÙÌÚȭɯ"ɀÌÚÛɯÓɀÜÕɯËÌÚɯ

ÙÌÚ×ÖÕÚÈÉÓÌÚɯËɀ ÔÈáÖÕɯØÜÐɯÌÚÛÐÔÌɯØÜÌɯɁles seules personnes nécessaires dans 

ÓɀõËÐÛÐÖÕɯÚÖÕÛɯÔÈÐÕÛÌÕÈÕÛɯÓÌɯÓÌcÛÌÜÙɯÌÛɯÓɀécrivainɂ, vantant ainsi un modèle où une 

ÌÕÛÙÌ×ÙÐÚÌȮɯ ÔÈáÖÕɯÌÕɯÓɀÖÊÊÜÙÙÌÕÊÌȮɯÚÜ××ÓõÌɯãɯÓɀÌÕÚÌÔÉÓÌɯËɀÜÕÌɯÊÏÈćÕÌɯËÌɯÔõÛÐÌÙÚɯ

ËÈÕÚɯÓɀõËÐÛÐÖÕɯȻȱȼɯ,ÈÐÚɯÊÌɯËÐÚÊÖÜÙÚɯÕɀÌÚÛɯ×ÈÚɯØÜÌɯÊÌÓÜÐɯËÌɯÊÌɯÛà×ÌɯËɀÌÕÛÙÌ×ÙÐÚÌÚȮɯÐÓɯ

ÉõÕõÍÐÊÐÌɯËɀÜÕÌɯõÊÖÜÛÌɯÈÛÛÌÕÛÐÝÌɯÊÏÌáɯÓɀHomo numericus qui peut ponctuellement 

mesurer que les prix sont effectivement moins chers dans certains cas. Le web a la 

Ùõ×ÜÛÈÛÐÖÕɯËɀ÷ÛÙÌɯÓÌɯÓÐÌÜɯ×ÙÐÝÐÓõÎÐõɯËÌÚɯÉÖÕÕÌÚɯÈÍÍÈÐÙÌÚɯÈÜÑÖÜÙËɀÏÜÐȭɯ#ÌÚɯõÛÜËÌÚɯ

ÔÖÕÛÙÌÕÛɯËɀÈÐÓÓÌÜÙÚɯØÜÌɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËÜɯÌ-commerce a un impact de -0,2% 

ËɀÐÕÍÓÈÛÐÖÕɯÊÏÈØÜÌɯÈÕÕõÌȭɯ$ÕɯƖƔƕƔȮɯÓÈɯÔÖàÌÕÕÌɯËÌÚɯ×ÙÐßɯËÌÚɯ×ÙÖËÜÐÛÚɯÈÊÏÌÛõÚɯÚÜÙɯ

Internet est de -11% pour les vêtements masculins, -7 % pour les vêtements 

ÍõÔÐÕÐÕÚȭɯ#ɀÈÐÓÓÌÜÙÚȮɯÖÕɯÚɀÈ×ÌÙñÖÐÛɯØÜÌɯÓÌÚɯÚÖÓËÌÚɯȹÛÙöÚɯÊÖËÐÍÐõÚɯÌÕɯ%ÙÈÕÊÌɯÈÝÌÊɯËÌÜßɯ

ÎÙÈÕËÌÚɯ×õÙÐÖËÌÚȮɯÓÌÚɯÚÖÓËÌÚɯËɀÏÐÝÌÙÚɯÌÛɯÓÌÚɯÚÖÓËÌÚɯËɀõÛõȺɯÊÖÕÚÛÐÛÜÌÕÛɯËÌɯÔÖÐÕÚɯÌÕɯ

ÔÖÐÕÚɯÜÕɯÔÖÔÌÕÛɯÍÖÙÛɯËÌɯÓÈɯÊÖÕÚÖÔÔÈÛÐÖÕȭɯ(ÓÚɯÚÌɯÍÖÕÛɯËɀÈÐÓÓÌÜÙÚɯÈÜÚÚÐɯËÌɯ×ÓÜÚɯÌÕɯ

×ÓÜÚɯ×ÈÙɯ(ÕÛÌÙÕÌÛȭɯ3ÖÜÛɯÊÌÓÈɯÈɯËÌÚɯÐÕÊÐËÌÕÊÌÚɯÍÖÙÛÌÚɯÚÜÙɯÓɀõØÜÐÓÐÉÙÌɯÍÐÕÈÕÊÐÌÙɯËÌÚɯ

boutiques et petits commerces qui en profitaient pour écouler leurs stocks.  

,ÈÐÚɯÓÈɯÓÐÔÐÛÈÛÐÖÕɯËÌÚɯÉÌÚÖÐÕÚɯËɀÐÕÛÌÙÔõËÐÈÛÐÖÕɯ×ÖÚÚöËÌɯÈÜÚÚÐɯËÌÚɯÝÌÙÛÜÚɯ×ÖÜÙɯ

beaucoup, petits producteurs ou aspirants commerçants. En outre, le commerce 

électronique rendant facultatif u n local spécifique, donc un bail commercial et les 

coûts et pesanteurs qui vont avec, permet aussi de renouer avec la vertu libératoire 

ØÜÌɯ×ÌÜÛɯÈÝÖÐÙɯÓɀÈÊÛÐÝÐÛõɯÊÖÔÔÌÙÊÐÈÓÌɯ×ÖÜÙɯÛÖÜÚɯÊÌÜßɯØÜÐȮɯÚÌɯÚÌÕÛÈÕÛɯÜÕÌɯäÔÌɯ

ËɀÌÕÛÙÌ×ÙÌÕÌÜÙÚȮɯÕÌɯËÐÚ×ÖÚÌÕÛɯ×ÈÚɯ×ÖÜÙɯÈÜÛÈÕÛɯËɀÜÕɯÊÈ×ÐÛÈÓɯËÌɯËõ×ÈÙÛȭɯ2ÈÕÚɯËÖÜÛÌɯ

les désillusions sont-elles très importantes et le turnover de ces entreprises 

ÊÖÔÔÌÙÊÐÈÓÌÚȮɯãɯÓɀÌßÐÚÛÌÕÊÌɯÓõÎÈÓÐÚõÌɯÖÜɯ×ÈÚȮɯõÎÈÓÌÔÌÕÛɯÛÙöÚɯÚÐÎÕÐÍÐÊÈÛÐÍȭɯ,ÈÐÚɯÊÌÓÈɯ

contribue à créer un entrepreneuriat modeste, ouvrant le champ des possibles pour 

ÓÌɯ×ÓÜÚɯÎÙÈÕËɯÕÖÔÉÙÌɯØÜɀÐÓɯÚɀÈÎÐÚÚÌɯËÌɯÍÈÐÙÌɯÊÖÕÕÈćÛÙÌɯÜÕɯ×ÙÖËÜÐÛȮɯÌÛɯËÖÕÊɯÊÖÜÙÛ-

ÊÐÙÊÜÐÛÌÙɯÓÌɯ×ÈÙÊÖÜÙÚɯÐÕËÜÚÛÙÐÌÓɯÌÛɤÖÜɯÓÌÚɯÐÕÛÌÙÔõËÐÈÐÙÌÚɯËÐÝÌÙÚȮɯÖÜɯËɀÌÚÚÈàÌÙɯËÌɯ

×ÙÖÍÐÛÌÙɯËɀÜÕɯÔÈÙÊÏõɯÚ×õÊÐÍÐØÜÌȭɯ+ɀÌÚÚÖÙɯËÌÚɯÊÐÙÊÜÐÛÚɯÊÖÜÙÛÚɯ×ÌÜÛ être renforcé par 

une communautarisation virtuelle des acheteurs. Cette dimension libératoire est 

impo rÛÈÕÛÌɯËÈÕÚɯÓÌɯÊÙÖÐÚÌÔÌÕÛɯÌÕÛÙÌɯÓÌɯÊÖÔÔÌÙÊÌɯÌÛɯÓÌɯ3("ȭɯ-ɀÖÜÉÓÐÖÕÚɯ×ÈÚɯÈÜÚÚÐɯ

ØÜÌɯ ÓÌÚɯ ÌÚ×ÈÊÌÚɯ ÊÙõõÚɯ ×ÈÙɯ ÓÌÚɯ 3("ɯ ÚÖÕÛɯ ÛÖÜÛɯ ãɯ ÓÈɯ ÍÖÐÚɯ ÓÌɯ ÕÖÜÝÌÈÜɯ ÍÙÖÕÛɯ ËɀÜÕɯ

mÖÜÝÌÔÌÕÛɯ ÊÖÕÚÜÔõÙÐÚÛÌɯ ÐÕÚÛÈÓÓõɯØÜÐɯ ÕɀÈɯ ËÌɯ ÊÌÚÚÌɯ ËɀÌÕɯ ËõÕÖÕÊÌÙɯ ÓÌÚɯÈÉÜÚɯ ÌÛɯ

ËÈÕÎÌÙÚȮɯÌÛɯËɀÜÕɯ×Ùocessus plus récent voyant les consommateurs en capacité de 

prendre des décisions, par exemple en développant le regroupement des achats 

pour obtenir des rabais, fÖÙÔÌɯËÌɯÚÖÊÐÈÓÐÚÈÛÐÖÕɯËÜɯÚÏÖ××ÐÕÎɯÚÐɯÊÌɯÕɀÌÚÛɯËÌɯÚÏÖ××ÐÕÎɯ

ÚÖÊÐÈÓȭɯ+Ìɯ×ÈÙÈËÖßÌɯËÌÚɯ3("ɯÌÚÛɯØÜɀÌÓÓÌÚɯ×ÌÜÝÌÕÛɯÛÖÜÛɯãɯÓÈɯÍÖÐÚɯÕÖÜÙÙÐÙɯÜÕɯÕõÖ-

ÓÜËËÐÚÔÌɯÖÜɯ÷ÛÙÌɯ×ÌÙñÜÌÚȮɯÑÜÚÛÌÔÌÕÛȮɯÊÖÔÔÌɯÓÌÚɯÖÜÛÐÓÚɯËɀÜÕÌɯÙÌÊÖÔ×ÖÚÐÛÐÖÕɯ×ÓÜÚɯ

libertaire ou équilibrée des marchés, voÐÙÌɯËɀÈÍÍÙÈÕÊÏÐÚÚÌÔÌÕÛɯÝÐÚ-à-ÝÐÚɯËɀÈÊÛÌÜÙÚɯ

omnipotents. Le réseau numérique est donc tout à la fois un espace de liberté 
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commerciale mais aussi le support à des nouvelles tendances oligopolistiques. La 

question est de savoir si cette cohabitation va durer ÖÜɯÚÐɯÓɀÜÕɯËÌÚɯ×ÙÖÊÌÚÚÜÚɯ

ÓɀÌÔ×ÖÙÛÌÙÈɯÚÜÙɯÓɀÈÜÛÙÌȳɯ0ÜÖÐɯØÜɀÐÓɯÌÕɯÚÖÐÛɯËÜɯÍÜÛÜÙɯÔÖËöÓÌȮɯÓɀÌÚÚÖÙɯËõÑãɯÚÌÕÚÐÉÓÌɯÌÛɯ

prévisible de ce canal de distribution permet déjà en mesurer des conséquences 

multiformes.  

 

 

2. Quelles incidences socio-économiques et outils de résilience pour le commerce 

de détail?  

 

On met au crédit du e-ÊÖÔÔÌÙÊÌɯÓÌɯÕÖÔÉÙÌɯËɀÌÔ×ÓÖÐÚɯÊÙõõÚȭɯ/ÈÙɯÌßÌÔ×ÓÌȮɯ

ÊÏÈØÜÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËɀÜÕÌɯ×ÓÈÛÌÍÖÙÔÌɯËɀ ÔÈáÖÕɯÌÚÛɯÍ÷ÛõɯÌÛɯÚÜÉÝÌÕÛÐÖÕÕõɯ×ÈÙɯ

ÓÌÚɯ×ÖÜÝÖÐÙÚɯ×ÜÉÓÐÊÚɯÊÖÔÔÌɯÓɀÐÕÚÛÈÓÓÈÛÐÖÕɯËɀÜÕÌɯÐÔ×ÓÈÕÛÈÛÐÖÕɯÐÕËÜstrielle. Il est vrai 

ØÜÌɯ ÓɀÌÕÛÙÌ×ÙÐÚÌɯ ÈÕÕÖÕÊÌɯ ƘȭƔƔƔɯ ÌÔ×ÓÖÐÚɯ ÊÙõõÚȮɯ ÚÖÜÝÌÕÛɯ ËÈÕÚɯ ËÌÚɯ ÙõÎÐÖÕÚɯ

économiquement sinistrées. Dans les faits la réalité est moins reluisante et les 

emplois sont mal payés et précaires. Plusieurs ouvrages et enquêtes de presse, en 

France, Allemagne mais aussi aux Etats-Unis ont pu dénoncer cet état de fait. Dans 

un ouvrage récent, Jean-!È×ÛÐÚÛÌɯ,ÈÓÌÛɯÕɀÏõÚÐÛÌɯ×ÈÚɯãɯõÊÙÐÙÌɯØÜÌɯɁÓɀÌÕÝÌÙÚɯËÌɯÓɀõÊÙÈÕɯ

ËÜɯÚÐÛÌɯÔÈÙÊÏÈÕËɯÚÌÔÉÓÌɯÙÈÔÌÕÌÙɯÓÌÚɯÛÙÈÝÈÐÓÓÌÜÙÚɯËɀ ÔÈáÖÕɯÈÜɯ7(7ȘɯÚÐöÊÓÌɂ. Le e-

commercÌɯÊɀÌÚÛɯÈÜÚÚÐɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËÌɯÓÈɯÓÖÎÐÚÛÐØÜÌɯÜÙÉÈÐÕÌɯÌÛɯËÌÚɯÓÐÝÙÈÐÚÖÕÚɯãɯ

domicile. Nous reviendrons sur la dimension spatiale. Restons-ÌÕɯ×ÖÜÙɯÓɀÐÕÚÛÈÕÛɯãɯ

la seule dimension sociale. Dans un article je parle de ɂrickshaw modernesɂ pour 

évoquer les condiÛÐÖÕÚɯ ËÌɯ ÛÙÈÝÈÐÓɯ ËÌÚɯ ÓÐÝÙÌÜÙÚȮɯ ÌÕɯ ÓɀÖÊÊÜÙÙÌÕÊÌɯ ÌÕɯ ÛÙÐÊàÊÓÌȮɯ

Ùõ×ÖÕËÈÕÛɯËÌɯÍÈÐÛɯÈÜßɯÐÕÑÖÕÊÛÐÖÕÚɯËɀÜÕɯÊÌÕÛÙÌ-ville libéré des automobiles mais 

dans une confrontation brutale entre ɁÚÖÜÛÐÌÙÚɯ ËɀÜÕÌɯ ÓÖÎÐÚÛÐØÜÌɯ ÐËõÈÓÐÚõÌɯ ×ÈÙɯ

ÓɀÌÔ×ÓÖÐɯ ËÌɯ ÔÖËÌÚɯ ËÖÜßɯ ÌÛɯ ÜÕÌɯ ×Ö×ÜÓÈÛÐon partiellement 'boboïfiée' ɂ. Il est 

également utile de lire le travail du journaliste allemand Günter Wallraff décrivant 

des conditions de travail ɂeffrayantesɂȭɯ2ÜÙÛÖÜÛȮɯ×ÖÜÙɯØÜÌÓØÜÌÚɯÔÐÓÓÐÌÙÚɯËɀÌÔ×ÓÖÐÚɯ

créés combien de destructions dans un marché à faible croissance. Un seul chiffre 

peut permettre de prendre la mesure des conséquences de certains 

développements notamment dans le domaine des biens culturels: pour un même 

ÊÏÐÍÍÙÌɯËɀÈÍÍÈÐÙÌÚȮɯÖÕɯÈɯ×ÜɯÊÈÓÊÜÓÌÙɯØÜɀÐÓɯàɯÈÝÈÐÛɯÜÕɯÙÈ××ÖÙÛɯËÌɯƕɯãɯƕƜɯÌÕɯÛÌÙÔÌÚɯËe 

ÊÙõÈÛÐÖÕɯËɀÌÔ×ÓÖÐÚɯÌÕÛÙÌɯÜÕɯÌÕÛÙÌ×ĠÛɯ ÔÈáÖÕɯÌÛɯÓÌÚɯÓÐÉÙÈÐÙÐÌÚɯÐÕËõ×ÌÕËÈÕÛÌÚȭɯ$Ûɯ

ÊÖÔÔÌɯ ÕÖÜÚɯ ÓɀÈÝÖÕÚɯ ÝÜɯ ÐÓɯ ÕÌɯ ÚɀÈÎÐÛɯ ×ÈÚɯ ËÌÚɯ Ô÷ÔÌÚɯ ÌÔ×ÓÖÐÚȭɯ +Èɯ ÊÜÓÛÜÙÌɯ

marchandisée coûte beaucoup moins cher à distribuer mais avec quelles 

conséquences sur sa diversité et pourquoi pas le pluralisme de la pensée? Voilà qui 

ÙÌÕËɯ ËɀÈÜÛÈÕÛɯ ×ÓÜÚɯ ÊÙÐÛÐØÜÈÉÓÌɯ ÓÌÚɯ ÐÔ×ÖÙÛÈÕÛÌÚɯ ÚÜÉÝÌÕÛÐÖÕÚɯ ×ÜÉÓÐØÜÌÚɯ ×ÖÜÙɯ

ÍÈÝÖÙÐÚÌÙɯÓɀÐÔ×ÓÈÕÛÈÛÐÖÕɯËÌÚɯ×ÓÈÛÌÍÖÙÔÌÚɯÓÖÎÐÚÛÐØÜÌÚɯËɀ ÔÈáÖÕȭɯ(ÓɯàɯÈɯÌÕɯƘɯÌÕɯ

%ÙÈÕÊÌȮɯËÖÕÛɯÜÕÌɯËÌÚÚÌÙÛɯ×ÖÜÙɯ×ÈÙÛÐÌɯÓɀ(ÛÈÓÐÌȭɯ2ÐɯÖÕɯ×Ùend celle implantée dans la 

ÙõÎÐÖÕɯËÌɯ!ÖÜÙÎÖÎÕÌȮɯÓÌɯ"ÖÕÚÌÐÓɯ1õÎÐÖÕÈÓɯÈɯÈÛÛÙÐÉÜõɯƕȮƗɯÔÐÓÓÐÖÕÚɯËɀÌÜÙÖÚɯËɀÈÐËÌÚɯ

×ÜÉÓÐØÜÌÚɯÌÕɯƖƔƕƖɯÚÖÐÛɯƗȭƘƔƔɯÌÜÙÖÚɯ×ÈÙɯ"#(ȭɯ+ɀ$ÛÈÛɯ×ÖÜÙÙÈÐÛɯÈÑÖÜÛÌÙɯËÌɯƕȭƔƔƔɯãɯƖȭƔƔƔɯ
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euros par emplois. Il faut aussi compter les aides publiques des collectivités 

×ÜÉÓÐØÜÌÚɯ ×ÖÜÙɯ ÓɀÈÔõÕÈÎÌÔÌÕÛɯ ËÌÚɯ áÖÕÌÚɯ ËɀÈÊÛÐÝÐÛõÚȭɯ "ÌÓÓÌɯ ÚÜÙɯ ÓÈØÜÌÓÓÌɯ ÌÚÛɯ

ÐÔ×ÓÈÕÛõÌɯ ÓÈɯ ×ÓÈÛÌÍÖÙÔÌɯ Ëɀ ÔÈáÖÕɯ Èɯ ÉõÕõÍÐÊÐõɯ ËÌɯ ƖȮƙɯ ÔÐÓÓÐÖÕÚɯ ËɀÌÜÙÖÚɯ

ËɀÐÕÝÌÚÛÐÚÚÌÔÌÕÛÚɯÌÕɯƖƔƔƜɯÌÛɯËɀÜÕɯÔÐÓÓÐÖÕɯÓÌÚɯËÌÜßɯÈÕÕõÌÚɯÚÜÐÝÈÕÛÌÚȭɯ 

Favorisant le commerce transfrontalier, y compris pour le citoyen lambda, le e -

commerce a également des implications géopolitiques. Au-delà de tout jugement 

ÔÖÙÈÓɯÖÜɯÓÐÛÈÕÐÌɯËÌɯÙÌÎÙÌÛÚɯÚÜÙɯÓɀÌÚ×ÈÊÌɯËÌɯÓÐÉÌÙÛõɯËÜɯWorld Wide Web de plus en 

plus contingenté ou dévoyé par sa marchandisation, le fait que les TIC soient le 

ÚÜ××ÖÙÛɯ ËɀÜÚÈÎÌÚɯ ÊÖÔÔÌÙÊÐÈÜßɯ ÐÔ×ÖÙÛÈÕÛÚȮɯ ÙÌÕÝÖÐÌɯ ÈÜÚÚÐɯ ãɯ ÓÈɯ ØÜÌÚÛÐÖÕɯ ËÌɯ ÓÈɯ

gouvernance. Commerces, télécommunications et échanges sont 

traditionnellement réglementés et même si le libre-õÊÏÈÕÎÐÚÔÌɯÌÚÛɯÊÙÖÐÚÚÈÕÛɯÐÓɯÕɀÌÚt 

×ÈÚɯ ÍÖÙÊõÔÌÕÛɯ ÓÌɯ ÚÐÎÕÌɯ ËɀÜÕÌɯ ËõÙõÎÜÓÈÛÐÖÕȭɯ +ÌÚɯ ×ÈàÚɯ ËÌÔÌÜÙÌÕÛɯ ÚÖÜÊÐÌÜßɯ ËÌɯ

normes dont la conÚÖÔÔÈÛÐÖÕɯÌÚÛɯÓɀÜÓÛÐÔÌɯËõ×ÖÚÐÛÈÐÙÌȭɯ"ɀÌÚÛɯÈÜÚÚÐɯÓÈɯØÜÌÚÛÐÖÕɯËÌÚɯ

ËÙÖÐÛÚɯËɀÈÜÛÌÜÙȮɯËÌɯÊÖ×àÙÐÎÏÛɯØÜÐɯÌÚÛɯ×ÖÚõÌȭɯ+ɀÈÊÊÌÚÚÐÉÐÓÐÛõɯËÜɯ×ÓÜÚɯÎÙÈÕËɯÕÖÔÉÙÌɯãɯ

ÓɀõÊÏÈÕÎÌɯÐÕÛÌrnational, à des produits non encore homologués voire interdits (que 

ÓɀÖÕɯÚÖÕÎÌɯãɯÓɀÈÜÛÖÔõËÐÊÈÛÐÖÕȺɯÐÕÛÌÙÙÖÎÌɯÓÈɯÙõÈÓÐÛõɯËÌɯÓÈɯÍÙÖÕÛÐöÙÌɯÌÛɯÓÈɯÔÈÛõÙÐÈÓÐÛõɯËÌɯ

Óɀ$ÛÈÛ-ÕÈÛÐÖÕȭɯ"ɀÌÚÛɯËɀÈÜÛÈÕÛɯ×ÓÜÚɯÝÙÈÐɯØÜÌɯÓÌÚɯÎÙÈÕËÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯËÜɯÚÌÊÛÌÜÙȮɯÚÈÕÚɯ

doute parce que le virtuel de leur réseau marchand les fait se sentir davantage 

hors-ÚÖÓȮɯ ÖÕÛɯ ÛÌÕËÈÕÊÌɯ ãɯ ÑÖÜÌÙɯ ÈÜɯ ÔÈßÐÔÜÔɯ ËÌÚɯ ×ÖÚÚÐÉÐÓÐÛõÚɯ ËɀõÊÏÈ××ÌÙɯ ãɯ

ÓɀÐÔ×ÖÚÐÛÐÖÕɯÕÈÛÐoÕÈÓÌȭɯ/ÙÌÕÖÕÚɯÓɀÌßÌÔ×ÓÌɯËɀ ÔÈáÖÕȭɯ ÔÈáÖÕɯÈɯ×ÈàõɯƗȮƗɯÔÐÓÓÐÖÕÚɯ

ËɀÌÜÙÖÚɯËɀÐÔ×ĠÛÚɯÌÕɯ%ÙÈÕÊÌɯÌÕɯƖƔƕƖɯ×ÖÜÙɯÜÕɯÊÏÐÍÍÙÌɯËɀÈÍÍÈÐÙÌÚɯÌÚÛÐÔõɯËÌɯƕȮƚƚɯ

milliards (officiellement, il est de 110 millions pour un bénéfice net de 5 millions). 

+ɀÌÕÛÙÌ×ÙÐÚÌɯÍÈÐÛɯÓɀÖÉÑÌÛɯËɀÜÕɯÙÌËÙÌÚÚÌÔÌÕÛɯÍÐÚÊÈÓɯËÌɯƖƔƔɯÔÐÓÓÐÖÕÚɯ×ÖÜÙɯÓÌÚɯÌßÌÙÊÐÊÌÚɯ

2006-2010.  

Ces différents éléments sont impÖÙÛÈÕÛÚɯãɯ×ÙÌÕËÙÌɯãɯÊÖÔ×ÛÌȭɯ0ÜɀÐÓɯÚɀÈÎÐÚÚÌɯËÌÚɯ

ÊÖÕËÐÛÐÖÕÚɯ ËÌɯ ÛÙÈÝÈÐÓȮɯ ËÌÚɯ ÕÖÙÔÌÚȮɯ ËÌɯ ÓɀÈÊØÜÐÛÛÌÔÌÕÛɯ ËÌÚɯ ÐÔ×ĠÛÚȮɯ ÊÌÛÛÌɯ

'consommation sans frontière' pose la question du vivre ensemble. Cette énième 

nouvelle fro nÛÐöÙÌɯËÜɯÊÈ×ÐÛÈÓÐÚÔÌɯÈÝÌÊɯÚÈɯ×ÈÙÛɯËɀÐÓÓÐÊÐÛÌɯÌst une réalité géopolitique 

ØÜÐɯËÖÐÛɯÈÜÚÚÐɯÐÕÛÌÙÙÖÎÌÙɯÓÌÚɯÎõÖÎÙÈ×ÏÌÚȭɯ$ÓÓÌɯËÖÐÛɯËɀÈÜÛÈÕÛɯ×ÓÜÚɯÓɀÐÕÛÌÙ×ÌÓÓÌÙȮɯËÌɯ

Ô÷ÔÌɯØÜÌɯÓɀÌÕÚÌÔÉÓÌɯËÌÚɯÊÐÛÖàÌÕÚȮɯØÜÌɯÓÌɯËõ×ÓÖÐÌÔÌÕÛɯÔÖÕËÐÈÓÐÚõɯËÌɯÊÌÙÛÈÐÕÌÚɯ

entreprises possède une facette 'big brother' liée à une connaissance fine des 

ÍÙõØÜÌÕÛÈÛÐÖÕÚɯËÌÚɯÊÖÕÚÖÔÔÈÛÌÜÙÚȭɯ+ãɯÖķɯÊÌÙÛÈÐÕÚɯÕɀàɯÝÖÐÌÕÛɯØÜÌɯÓÌÚɯÈÝÈÕÛÈÎÌÚɯ

ËɀÜÕɯÊÖÔÔÌÙÊÌɯÊÐÉÓõȮɯËɀÈÜÛÙÌÚɯ×ÌÜÝÌÕÛɯÈÜÚÚÐɯàɯÝÖÐÙɯÜÕÌɯÐÕÛÙÜÚÐÖÕɯÐÕÈÊÊÌ×ÛÈÉÓÌɯËÈÕÚɯ

la vie privée, certains choix de consommation, croisés les uns avec les autres, 

dessinant un double virtuel qui en dit peut -être plus que souhaité par chaque 

individu.  

"ÌÚɯËÐÔÌÕÚÐÖÕÚɯÚÖÕÛɯËÖÕÊɯÐÔ×ÖÙÛÈÕÛÌÚȭɯ,ÈÐÚɯÊɀÌÚÛɯÚÜÙÛÖÜÛɯÚÜÙɯÓÌÚɯÊÖÕÚõØÜÌÕÊÌÚɯ

économiques sur le commerce de détail et les conséquences territoriales que nous 

voulons attÐÙÌÙɯÓɀÈÛÛÌÕÛÐÖÕȭɯ#ÈÕÚɯËÌÚɯÔÈÙÊÏõÚɯÔÈÛÜÙÌÚɯãɯÍÈÐÉÓÌɯÊÙÖÐÚÚÈÕÊÌɯÊÖÔÔÌɯÓÌÚɯ

marchés européens, le développement rapide du e-commerce (près de 20% par an) 

ÕÌɯ×ÌÜÛɯØÜɀÈÝÖÐÙɯËÌÚɯÙõ×ÌÙÊÜÚÚÐÖÕÚɯÚÜÙɯÓÌɯÙÌÚÛÌɯËÌɯÓɀÈ××ÈÙÌÐÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕȭɯ-ÖÜÚɯ
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pouvons lire la croissance du e-commerce comme une des ultimes manifestations 

du concept de Ɂdestruction créatriceɁ particulièrement développé par Joseph 

Schumpeter. Le e-commerce pourrait être la dernière innovation dans le commerce 

de détail avec des conséquences aussi imporÛÈÕÛÌÚɯØÜÌɯÊÌÓÓÌÚɯØÜɀÖÕÛɯ×ÜɯÈÝÖÐÙɯÓÌÚɯ

supermarchés et les hypermarchés en leur temps. Mais quelles configurations et 

matérialités? Quelles conséquences sur la géographie commerciale existantes?  

(ÓɯÍÈÜÛɯËɀÈÉÖÙËɯÙÈ××ÌÓÌÙɯØÜÌɯÓÌɯÌ-ÊÖÔÔÌÙÊÌɯÚɀÈ××ÜÐÌɯÚÜÙɯÓɀÌßÐstant et distinguer 

différents processus dans son développement:  

1. ÓɀÈ××ÈÙÐÛÐÖÕɯËɀÜÕɯÚÌÊÛÌÜÙɯÔÈÙÊÏÈÕËɯÚÜÙɯÓÌÚɯ3("Ȱɯ 

2. le développement du e-ÊÖÔÔÌÙÊÌȮɯØÜÌɯÓɀÖÕɯ×ÌÜÛɯÛÌÕÐÙɯ×ÖÜÙɯÜÕÌɯÍÖÙÔÌɯËÌɯ

modernisation/rationalisation de la classique vente par correspondance;  

3. ÓÌɯÙÌÊÖÜÙÚɯÈÜßɯ3("ɯ×ÈÙɯÓÌɯÊÖÔÔÌÙÊÌɯȿÊÓÈÚÚÐØÜÌȿȮɯÌÕÛÌÕËÜɯÐÊÐɯÊÖÔÔÌɯÓÌɯ

commerce de la vente en magasin quels que soient les formats.  

Sans doute commence-t-on à mesurer les premières incidences économiques 

notables du développement de nouveaux acteurs dans le e-commerce sur 

ÓɀÈÕÊÐÌÕÕÌɯõÊÖÕÖÔÐÌɯÊÖÔÔÌÙÊÐÈÓÌȭɯ"ɀÌÚÛɯÕÖÛÈÔÔÌÕÛɯÝÙÈÐɯËÈÕÚɯÓÌɯÚÌÊÛÌÜÙɯËÌÚɯÉÐÌÕÚɯ

culturels: des enseignes importantes comme la FNAC ou Darty connaissent des 

ËÐÍÍÐÊÜÓÛõÚȭɯ+ɀÌÕÛÙÌ×ÙÐÚÌɯ5ÐÙÎÐÕɯÈɯÍÌÙÔõɯÌÕɯƖƔƕƖɯÛÖÜÚɯÚÌÚɯÔÈÎÈÚÐÕÚɯÍÙÈÕñÈÐÚȭɯ+Èɯ

survalorisation du premier et du deuxième processus et la minoration du troisième 

revient à commettre la même erreur que celle qui avait été faite à propos de la 

ËÐÈÓÌÊÛÐØÜÌɯȿÕÖÜÝÌÓÓÌɯõÊÖÕÖÔÐÌȿɯÌÛɯȿÈÕÊÐÌÕÕÌɯõÊÖÕÖÔÐÌȿȮɯÓÈɯȿÕÖÜÝÌÓÓÌȿɯËÌÝÈÕÛȮɯÚÌÓÖÕɯ

ses thuriféÙÈÐÙÌÚȮɯ ÔõÊÈÕÐØÜÌÔÌÕÛɯ ÌÍÍÈÊÌÙɯ Óɀɯ ȿÈÕÊÐÌÕÕÌȿȭɯ "ÌÙÛÈÐÕÚɯ ÖÕÛɯ ÈÐÕÚÐɯ ×Üɯ

envisager que le e-ÊÖÔÔÌÙÊÌɯÈÓÓÈÐÛɯÚÜ××ÓÈÕÛÌÙɯÓÌÚɯÍÖÙÔÌÚɯȿÊÓÈÚÚÐØÜÌÚȿɯËÌɯÊÖÔÔÌÙÊÌȮɯ

ÝÖÐÙÌɯ Úɀàɯ ÚÜÉÚÛÐÛÜÌÙȭɯ #Ìɯ ÍÈÐÛȮɯ ÓÌɯ ËõÝÌÓÖ××ÌÔÌÕÛɯ Ú×ÌÊÛÈÊÜÓÈÐÙÌɯ ÌÛɯ ÚÖÜÛÌÕÜɯ ËɀÜÕɯ

marché des TIC et des usages ËÌɯÊÌÚɯ3("ɯ×ÖÜÝÈÐÌÕÛɯÉÐÌÕȮɯÚÐɯÓɀÖÕɯ×ÙÖÓÖÕÎÌÈÐÛɯÓÈɯ

courbe des données, apporter quelques crédits à cette théorie de la substitution, 

ÈÝÈÛÈÙɯËÌɯÓÈɯÛÏõÖÙÐÌɯËÌɯÓÈɯȿÙõÝÖÓÜÛÐÖÕȿɯËÌɯÓÈɯȿÕÖÜÝÌÓÓÌɯõÊÖÕÖÔÐÌȿȭɯ+ÌɯÒÙÈÊÏɯËÌɯÊÌÛÛÌɯ

dernière en 2000 a permis de remettre le e-commerce à une place plus juste, celle 

ËɀÜÕÌɯÍÖÙÔÌɯȿÔÖËÌÙÕÌȿɯËÌɯÝÌÕÛÌɯ×ÈÙɯÊÖÙÙÌÚ×ÖÕËÈÕÊÌȮɯÌÕɯÍÈÐÚÈÕÛɯɁun des éléments 

ËÌɯÓɀõÝÖÓÜÛÐÖÕɯ×ÌÙÔanente de la distribution et non un inéluctable fossoyeur de la 

vente en magasin et de son pendant, le lèche-vitri neɂ. Mais si le e-ÊÖÔÔÌÙÊÌɯÕɀÌÚÛɯ

×ÈÚɯËÌÝÌÕÜɯÓÌɯÚÌÜÓɯÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕȮɯÐÓɯÕÌɯÚɀÌÕɯÐÔ×ÖÚÌɯ×ÈÚɯÔÖÐÕÚɯÊÖÔÔÌɯÜÕɯ

ÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕɯÐÔ×ÖÙÛÈÕÛɯÈÝÌÊɯÓÈɯÔÜÓÛÐ×ÓÐÊÈÛÐÖÕɯËɀÌÕÛÙÌ×ÙÐÚÌÚɯÚ×õÊÐÈÓÐÚõÌÚȮɯÓÌÚɯ

pure players. Ces entreprises profitent considérablement de la banalisation des 

ÜÚÈÎÌÚɯËÌÚɯ3("ɯÌÛɯËÌɯÓÈɯËõÔÈÛõÙÐÈÓÐÚÈÛÐÖÕɯËɀÜÕɯÊÌÙÛÈÐÕɯÕÖÔÉÙÌɯËÌɯ×ÙÖËÜÐÛÚȮɯÊÖÔÔÌɯ

par exemple les proËÜÐÛÚɯÊÜÓÛÜÙÌÓÚɯȹÔÜÚÐØÜÌȮɯÍÐÓÔȮɯÓÐÝÙÌÚȱȺȭɯ 

"ɀÌÚÛɯËɀÈÜÛÈÕÛɯ×ÓÜÚɯÝÙÈÐɯØÜÌɯÓÌɯÊÖÔÔÌÙÊÌɯõÓÌÊÛÙÖÕÐØÜÌɯÕÌɯËÖÐÛɯ×ÈÚɯ÷ÛÙÌɯÙõËÜÐÛɯãɯ

ces entreprises spécialisées. Un processus important, peut-être le plus fondamental, 

ÌÚÛɯÊÌÓÜÐɯËÌɯÓɀÏàÉÙÐËÈÛÐÖÕɯËÜɯÊÖÔÔÌÙÊÌɯȿÈÕÊÐÌÕÕÌɯÔÈÕÐöÙÌȿɯȹËɀÈÝÈÕÛɯÓÈɯÉÈÕÈÓÐÚÈÛÐÖÕɯ

des usages des TIC) avec le e-ÊÖÔÔÌÙÊÌȭɯ+ÌɯÙÈ×ÐËÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËÌÚɯȿËÙÐÝÌÚȿȮɯ

emprises urbaines physiques, notamment développées par les entreprises de 
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Internet, constitue une forme émergée de cette hybridation. On en compte déjà 

plus de 2.800 en France. Ils sont de différeÕÛÌÚɯÍÖÙÔÌÚȭɯ+ɀÏàÉÙÐËÈÛÐÖÕɯÌÚÛɯÛÖÛÈÓÌɯ

ÓÖÙÚØÜɀÐÓɯÚɀÈÎÐÛɯËÌɯËÙÐÝÌÚɯɅ×ÐÊÒÐÕÎɅɯÖÜɯɅÈÊÊÖÓõÚɅȮɯÊɀÌÚÛ-à-dire lorsque le personnel du 

supermarché remplit le caddy des clients ayant passé leur commande sur Internet 

dans les rayons, ou lorsque le drive ne fait que pÈÙÛÈÎÌÙɯ ÓɀÌÕÛÙÌ×ÖÚÈÎÌɯ ËÌÚɯ

ÔÈÎÈÚÐÕÚɯÌßÐÚÛÈÕÛÚȭɯ+ɀÏàÉÙÐËÈÛÐÖÕɯÌÚÛɯÔÖÐÕÚɯÕÌÛÛÌɯÓÖÙÚØÜɀÐÓɯÚɀÈÎÐÛɯËÌɯËÙÐÝÌÚɯȿÚÖÓÖȿɯ

ÊÈÙɯÓãɯÐÓɯÚɀÈÎÐÛɯËÌɯÊÙõÈÛÐÖÕÚɯÚ×õÊÐÍÐØÜÌÚɯȹÌßÌÔ×ÓÌɯËÌɯÓɀÌÕÛÙÌ×ÙÐÚÌɯ"ÏÙÖÕÖËÙÐÝÌɯÓÈÕÊõÌɯ

en 2002). Par contre il y a rupture fonctionnelle dans le sens où ces établissements 

sont perçus comme une façon de concurrencer les installations physiques des 

concurrents en se mettant dans leur zone de chalandise. Mais ces derniers ne 

représentent que 10% des drives en France. Dans la localisation des drives on 

retrouve différents impératifs, à commencer par la nécessité de se positionner sur 

les axes porteurs des migrations alternantes. Les études montrent en effet que la 

ÍÙõØÜÌÕÛÈÛÐÖÕɯËÌÚɯËÙÐÝÌÚɯÚÌɯÍÈÐÛɯ×ÖÜÙɯÓɀÌÚÚÌÕÛÐÌÓɯËÈÕÚɯÓÌɯÊÈËÙÌɯËÌÚɯËõ×ÓÈÊÌÔÌÕÛÚɯ

entre le domicile et le travail. Mais on remarque dans les stratégies de localisation 

ØÜÌɯÓÌÚɯÓÖÊÈÓÐÚÈÛÐÖÕÚɯËÌÚɯËÙÐÝÌÚɯ×ÙÖÊöËÌÕÛɯÈÜÚÚÐɯËɀÜÕÌɯÚÛÙÈÛõÎÐÌɯËÌɯÊÖÕØÜ÷ÛÌɯËÌÚɯ

ÔÈÙÊÏõÚȮɯ ×ÙÖÍÐÛÈÕÛɯ ËÜɯ ÝÐËÌɯ ÑÜÙÐËÐØÜÌɯ ÊÖÕÊÌÙÕÈÕÛɯ ÓÌÚɯ ÙöÎÓÌÚɯ ËɀÐÔ×ÓÈÕÛÈÛÐÖÕɯ

(contrairement aux supermarchés et hypermarchés). Mais le succès des drives 

devrait aussi faire leur limite, au moins pour ce qui est des drives de la grande 

distribution. En effet, la fréquent ation des drives se fait au détriment des magasins 

×ÏàÚÐØÜÌÚɯÌÛɯËÌɯÍÈÐÛɯËÌÚɯÈÊÏÈÛÚɯËɀÐÔ×ulsion au poids économique non négligeable 

dans la rentabilité de ces étaÉÓÐÚÚÌÔÌÕÛÚȭɯ$ÕɯÖÜÛÙÌȮɯÌÕÊÖÙÌɯÈÜÑÖÜÙËɀÏÜÐȮɯÓÌɯÚÌÙÝÐÊÌɯ

est rendu gratuitement (sans surcoût pour le consommateur). Cette posture est 

logique dans une phase de conquête de marché mais rÐÌÕɯÕÌɯËÐÛɯØÜɀÐÓɯÌÕɯÚÌÙÈɯ

toujours ainsi.  

 ÜÛÙÌɯÌßÌÔ×ÓÌɯËɀÏàÉÙÐËÈÛÐÖÕȮɯÊÌÓÜÐɯËÜɯËõÝÌÓÖ××ÌÔÌÕÛɯËÌɯÓɀÐÕÛÌÙÈÊÛÐÖÕɯÌÕÛÙÌɯÓÌÚɯ

boutiques physiques et le réseau notamment par le biais de terminaux mobiles du 

Ûà×ÌɯËÌÚɯÚÔÈÙÛ×ÏÖÕÌÚȭɯ.Õɯ×ÈÙÓÌɯËÌɯȿÊÙÖÚÚɯÊÖÔÔÌÙÊÌȿɯÌÛɯÌÕɯÓɀÖÊÊÜÙÙÌÕÊÌɯÐÊÐɯËɀÜÕɯ

ÊÖÕÊÌ×ÛɯËÐÛɯȿÞÌÉɯÛÖɯÚÛÖÙÌȿȭɯ#Ìɯ×ÓÜÚɯÌÕɯ×ÓÜÚɯÕÖÔÉÙÌÜÚÌÚɯÚÖÕÛɯÓÌÚɯÉÖÜÛÐØÜÌÚɯØÜÐɯ

développement une présence sur le net, non pour devenir des e-commerce mais 

pour développer leur visibilité, leur zone de chalandise et parfois la logique  

ȿÚÌÙÝÐÊÐÌÓÓÌȿɯ ËõÑãɯ õÝÖØÜõÌȭɯ  ɯ 3ÖÜÓÖÜÚÌȮɯ ×ÓÜÚÐÌÜÙÚɯ ËÐáÈÐÕÌÚɯ ËÌɯ ÉÖÜÛÐØÜÌÚɯ

indépendantes se sont ainsi offert un portail sur internet, présenté comme un outil 

ËɀÈÕÐÔÈÛÐÖÕɯÊÖÔÔÌÙÊÐÈÓÌɯËÌÝÈÕÛɯÓÌÚɯÈÔÌÕÌÙɯãɯËõÊÖÜÝÙÐÙɯÓÈɯÙÐÊÏÌÚÚÌɯËɀÜÕÌɯÖÍÍÙÌɯ

spécifique et inciter Ɂles consommateurs à redécouvrir le plaisir des achats en 

centre-villeɂȭɯ+ÈɯÔÜÓÛÐ×ÓÐÊÐÛõɯËÌɯÓɀÖÍÍÙÌɯÈÜÛÖÜÙɯËÌɯÓɀõØÜÐ×ÌÔÌÕÛɯËÌɯÓÈɯ×ÌÙÚÖÕÕÌɯÌÛɯËÌɯ

ÓÈɯÔÈÐÚÖÕɯÑÖÜÈÕÛɯÜÕɯÙĠÓÌɯÔÖÛÌÜÙɯËÈÕÚɯÓɀÈÛÛÙÈÊÛÐÖÕɯÌÚ×õÙõÌȭɯ#ÌÚɯ×ÓÈÊÌÚɯËÌɯ×ÈÙÒÐÕÎɯ

sont offertes. Dans la même loÎÐØÜÌɯÔÈÐÚɯãɯÓɀÐÕÝÌÙÚÌȮɯÊÌÙÛÈÐÕÌÚɯÌÕÛÙÌ×ÙÐÚÌÚɯËÜɯ6$!ɯ

ÝÌÜÓÌÕÛɯÚɀÐÕÚÊÙÐÙÌɯËÈÕÚɯÓÈɯÝÐÓÓÌɯÌÛɯÕÖÛÈÔÔÌÕÛɯËÈÕÚɯÓÌÚɯÌÚ×ÈÊÌÚɯËÌɯÔÖÉÐÓÐÛõɯËÜɯÛà×Ìɯ

ËÌÚɯÎÈÙÌÚɯÐÕÛÌÙÔÖËÈÓÌÚȭɯ/ÈÙɯÌßÌÔ×ÓÌȮɯÓɀÌÕÛÙÌ×ÙÐÚÌɯɅ1ÜÌËÜ"ÖÔÔÌÙÊÌɅɯÈɯÐÕÚÛÈÓÓõɯËÈÕÚɯ
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×ÓÜÚÐÌÜÙÚɯÎÈÙÌÚɯ×ÈÙÐÚÐÌÕÕÌÚɯÜÕɯÔÜÙɯËɀÈchat virtuel proposant des offres de matériel 

õÓÌÊÛÙÖÕÐØÜÌɯÈÝÌÊɯËÌÚɯÊÖËÌÚɯØÜÐɯ×ÌÙÔÌÛÛÌÕÛɯËɀÌÕɯÍÈÐÙÌɯÓɀÈÊÏÈÛɯÐÔÔõËÐÈÛÌÔÌÕÛɯÚÖÜÚɯ

ÙõÚÌÙÝÌɯØÜÌɯÓɀÈ××ÓÐÊÈÛÐÖÕɯÐËÖÐÕÌɯÈÐÛɯõÛõɯÛõÓõÊÏÈÙÎõÌɯÚÜÙɯÚÖÕɯÚÔÈÙÛ×ÏÖÕÌɯÖÜɯÚÈɯ

tablette numéÙÐØÜÌȭɯ+ɀÐËõÌɯÌÚÛɯËÌɯ×ÙÖÍÐÛÌÙɯÈÜɯÔÈßÐÔum du temps du voyageur en 

ÓÜÐɯÖÍÍÙÌÕÛɯÊÖÔÔÌÙÊÌÚɯÌÛɯÚÌÙÝÐÊÌÚȮɯàɯÊÖÔ×ÙÐÚɯÝÐÙÛÜÌÓÚɯËÖÕÊȭɯ2ÐÔ×ÓÌɯȿÉÜááȿɯËÌÚÛÐÕõɯãɯ

ÍÈÐÙÌɯ ÌßÐÚÛÌÙɯ ÓɀÌÕÛÙÌ×ÙÐÚÌɯ ËÈÕÚɯ ÓɀÐÕÊÖÕÚÊÐÌÕÛɯ ÊÖÓÓÌÊÛÐÍɯ ȻÔÈÐÚɯ ÚÈÕÚɯ ØÜÌɯ ÊÌÓÈɯ ÈÐÓÓÌȼɯ

ÑÜÚØÜɀãɯÓɀÈÊÛÌɯËɀÈÊÏÈÛȳɯ$ÕɯÛÖÜÚɯÓÌÚɯÊÈÚɯÊÌÓÈɯÓÐÝÙÌɯÜÕÌɯÐÕÍÖÙÔÈtion somme toute 

õÝÐËÌÕÛÌȮɯ àɯ ÊÖÔ×ÙÐÚɯ ÓÌÚɯ×ÜÙÌɯ ×ÓÈàÌÙÚɯ ÖÕÛɯ ÉÌÚÖÐÕɯ ËÌɯ ÚɀÐÕÚÊÙÐÙÌɯ ËÈÕÚɯ ÓÌɯ ÔÖÕËÌɯ

physique.  

Mais, et sans doute limite essentielle à une domination exclusive du 

commerce numérique, celui-ci est-ÐÓɯ ÊÈ×ÈÉÓÌɯ ËÌɯ ÚÈÛÐÚÍÈÐÙÌɯ ÛÖÜÛɯ ÊÌɯ ØÜɀÌÚÛɯ ÓÈɯ

consommÈÛÐÖÕȳɯ ÜÛÙÌÔÌÕÛɯËÐÛȮɯÜÕɯÈÊÛÌɯËɀÈÊÏÈÛɯÚÌɯÓÐÔÐÛÌ-t-ÐÓɯÜÕÐØÜÌÔÌÕÛɯãɯÕɀ÷ÛÙÌɯ

ØÜɀÜÕɯÈÊÏÈÛȳɯ1Ì×ÙÌÕÖÕÚɯÍÜÎÈÊÌÔÌÕÛȮɯ/ÐÌÙÙÌɯ!ÖÜÙËÐÌÜɯÖÜɯ)ÌÈÕɯ!ÈÜËÙÐÓÓÈÙËȭɯ+Ìɯ

premier, par la Ɂdistinctionɂ évoque le fait que les ɂbiens culturelsɂ jouent un 

rôle dans la Ɂlégitimation des différences socialesɂ. Baudrillard évoque la 

consommation comme une Ɂmanipulation de signifiants sociaux ɂ. Au-delà des 

ÚÌÜÓÚɯÖÉÑÌÛÚɯÊÖÕÚÖÔÔõÚȮɯÓɀÈÊÛÌɯÊÖÕÚÖÔÔÈÛÖÐÙÌɯÚɀÈÛÛÈÊÏÌɯÈÜÚÚÐɯãɯÓÈɯÕÖÛÐÖÕɯËÌɯ

×ÓÈÐÚÐÙȭɯ+ɀÐÕÛÌÙÊÌÚÚÐÖÕɯËÜɯÊÓÈÝÐÌÙɯÌÚÛ-elle suffisante pour procurer ce plaisir? La 

ÊÖÕÚÖÔÔÈÛÐÖÕɯÕɀÌÚÛ-elle pas aussi Ɂune expérience sensorielle qui doit être en 

phase avec les normes esthétiques et symboliques du moment?ɂ Le contexte de 

ÓɀÈÊÏÈÛȮɯÓÌɯÓÐÌÜȮɯÓÈɯËõÈÔÉÜÓÈÛÐÖÕɯ×ÏàÚÐØÜÌȮɯÓÌɯ×ÈÙÈćÛÙÌɯØÜÐɯ×ÌÜÛɯÚɀàɯÈÛÛÈÊher, ne 

sont-ÐÓÚɯ ×ÈÚɯ ÛÖÜÛɯ ÈÜÚÚÐɯ ÐÔ×ÖÙÛÈÕÛÚɯ ËÈÕÚɯ ÓɀÈÊÛÌɯ ÊÖÕÚÖÔÔÈÛÖÐÙÌȳɯ +ɀÐÕÛÌÙÊÌÚÚÌÜÙɯ

ÛÌÊÏÕÐØÜÌɯ ØÜÌɯ ÚÖÕÛɯ ÓÌÚɯ 3("Ȯɯ ÚɀÐÓɯ ÚÌÔÉÓÌɯ Ùõ×ÖÕËÙÌɯ ÊÖÙÙÌÊÛÌÔÌÕÛɯ ÈÜßɯ ÈÛÛÌÕÛÌÚɯ

ËɀÌÍÍÐÊÈÊÐÛõɯËÈÕÚɯÓÌɯÊÖÕÛÌßÛÌɯËÌɯÓÈɯÊÖÔ×ÓÌßÐÛõɯÜÙÉÈÐÕÌɯÕɀÌÚÛ-il pas à la peine pour 

répondre à tout le reste (expérience sensible comme jeux sociaux de toutes 

ÚÖÙÛÌÚȺȳɯ +ÌÚɯ ȿÔÐËÐÕÌÛÛÌÚȿɯ ÚÖÕÛ-ÌÓÓÌÚɯ ×Ù÷ÛÌÚɯ ãɯ ÚɀÌÍÍÈÊÌÙɯ ËÌÙÙÐöÙÌɯ ÓÈɯ ÍÐÎÜÙÌɯ ËÌɯ

Óɀ(ÕÛÌÙÕÈÜÛÌȳɯ +Èɯ ×ÙÖßÐÔÐÛõɯ ÖÍÍÌÙÛÌɯ ×ÈÙɯ ÓɀÐÕÚÛÈÕÛÈÕõÐÛõɯ ÕÜÔõÙÐØÜÌɯ ×ÌÜÛ-elle 

Ùõ×ÖÕËÙÌɯ ãɯ ÓÈɯ ÝÖÓÖÕÛõɯ ËɀÜÕÌɯ ×ÙÖßÐÔÐÛõɯ ×Óus classique, davantage physique, 

ÌÔ×ÙÜÕÛÈÕÛɯÈÜÚÚÐɯÓÈɯÙÌÝÌÕËÐÊÈÛÐÖÕɯÖÜɯÓɀÈÚ×ÐÙÈÛÐÖÕɯËÌɯÊÌÙÛÈÐÕÚɯËÌɯÙÌÕÖÜÌÙɯÈÝÌÊɯ

ÜÕÌɯÝÐÓÓÌɯÐËõÈÓÐÚõÌȮɯÍÈÐÛÌɯËÌɯØÜÈÙÛÐÌÙÚɯÌÛɯËɀÜÕɯÝÐÝÙÌɯÌÕÚÌÔÉÓÌȳɯ+ɀÖÍÍÙÌɯÊÖÔÔÌÙÊÐÈÓÌɯ

devenue pléthorique sur le net ɬ on y trouve de tout et même du contrefait, de 

ÓɀÐÓÓÐÊÐÛÌɯɬ ne se heurte-t-ÌÓÓÌɯ×ÈÚɯãɯÓɀõÊÜÌÐÓɯÐÕÛÙÐÕÚöØÜÌɯËÌɯÓɀÖÙÎÈÕÐÚÈÛÐÖÕɯËɀÜÕɯÚÐÛÌɯ

ÔÈÙÊÏÈÕËɯÖÜɯÈÜßɯÙõ×ÖÕÚÌÚɯãɯÜÕɯÔÖÛÌÜÙɯËÌɯÙÌÊÏÌÙÊÏÌɯØÜɀÐÓɯÈɯËɀÈÐÓÓÌÜÙÚɯÍÈÓÓÜɯÈÜɯ

préalable interroger, donc avoir une idée précise? Où est le plaisir de la 

ËõÈÔÉÜÓÈÛÐÖÕɯÌÛɯËÌɯÓÈɯËõÊÖÜÝÌÙÛÌɯ×ÓÜÚɯÖÜɯÔÖÐÕÚɯÍÖÙÛÜÐÛÌɯËÌɯÓɀÖÉÑÌÛɯØÜÌɯÓɀÖÕɯÕÌɯ

cherchait pas? Les TIC ne souffrent-ÌÓÓÌÚɯ ×ÈÚɯ ËɀÜÕÌɯ ÈÉÚÌÕÊÌɯ ËÌɯ ÚõÙÌÕËÐ×ÐÛõɯ

ÌÕÛÌÕËÜÌɯÓãɯÊÖÔÔÌɯÓÈɯÊÖÕÚÖÔÔÈÛÐÖÕɯËÌɯØÜÌÓØÜÌɯÊÏÖÚÌɯØÜÌɯÓɀÖÕɯÕÌɯÊÏÌÙÊÏÈÐÛɯ×ÈÚȳɯ

$Õɯ ÓɀÖÊÊÜÙÙÌÕÊÌȮɯ ÓɀÈÚ×ÌÊÛɯ ÓÐÉõÙÈÛÌÜÙɯ Ëɀ(ÕÛÌÙÕÌÛɯ ÔÈÐÚɯ ÈÜÚÚÐɯ ÚÈɯ ÊÈ×ÈÊÐÛõɯ ãɯ ȿÙõ-

ÌÕÊÏÈÕÛÌÙȿɯÓÈɯÊÖÕÚÖÔÔÈÛÐÖÕȮɯÈ××ÈÙÈÐÚÚÌÕÛɯÌÕÊÖÙÌɯÜÕɯ×ÌÜɯÛÙÖ×ɯÌÕÎÖÕÊõÚɯËÈÕÚɯÜÕɯ

ÔÖËöÓÌɯȿÙÌØÜ÷ÛÌ-Ùõ×ÖÕÚÌȿɯÐÕÚÜÍÍÐÚÈÕÛɯÈÜɯÛÐÛÙÌɯËÌɯȿËÐÚ×ÖÚÐÛÐÍɯÊÜÙÐÖÚÐÛÐÍȿȭɯ+ÌÚɯÊÏÖÚÌÚɯ

évoluent certes, le surf autorisant uÕÌɯËÖÚÌɯËÌɯȿÚõÙÌÕËÐ×ÐÛõȿȭɯ ÓÈÐÕɯ1ÈÓÓÌÛɯõÝÖØÜÌɯ
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ainsi une Ɂflânerie virtuelle Ɂ le réseau pouvant également donner libre cours à la 

ÚÈÐÚÐÌɯËɀÖ××ÖÙÛÜÕÐÛõÚɯËɀÈÊÏÈÛÚɯÕÖÕɯÐÔÈÎÐÕõÌÚɯÈÜɯ×ÙÌÔÐÌÙɯÊÓÐÊÒȭɯ,ÈÐÚȮɯÌÛɯÚÈÕÚɯ

doute heureusement, les lieux de consommation, la vie urbaine, offrent 'un plus' 

bien difficile à numériser.  

Ce serait néanmoins une erreur pour le commerce de se contenter de cette forme 

ËɀÈÊÛÐÍɯ ÐÔÔÈÛõÙÐÌÓɯ ØÜɀÌÚÛɯ ÓÈɯ ÉÖÜÛÐØÜÌɯ ÚÜÙɯ ÙÜÌȭɯ $Õɯ ÌÍÍÌÛȮɯ ÓÈɯ ËõÈÔÉÜÓÈÛÐÖÕɯ ×ÌÜÛɯ

continuer en ville et les achats se faire de plus en plus sur Internet où les offres 

compétitives se multiplient, par exemple dans le domaine de la mode. Le commerce 

×ÏàÚÐØÜÌɯËÖÐÛɯÈÜÚÚÐɯÚɀÈËÈ×ÛÌÙɯ×ÈÙɯÜÕÌɯÈÔõÓÐÖÙÈÛÐÖÕɯËÌɯÓÈɯ×ÙÌÚÛÈÛÐÖÕɯËÌɯÚÌÙÝÐÊÌÚɯ

ÈÊÊÖÔ×ÈÎÕÈÕÛɯÓɀÈÊÏÈÛȭɯ/ÖÜÙɯÚÜÙÝÐÝÙÌȮɯÓÌɯÊÖÔÔÌÙñÈÕt doit se faire un peu plus que 

ÊÖÔÔÌÙñÈÕÛȭɯ"ɀÌÚÛɯÕÖÛÈÔÔÌÕÛɯÓÌɯÊÙÌËÖɯËÌɯÓɀõÊÖÕÖÔÐÚÛÌɯ/ÏÐÓÐ××Ìɯ,ÖÈÛÐɯØÜÐɯ×ÌÙñÖÐÛɯÌÛɯ

×ÙõÊÖÕÐÚÌɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËɀÜÕÌɯÓÖÎÐØÜÌɯɅÚÌÙÝÐÊÐÌÓÓÌɅȭɯ"ÌÛɯÈÜÛÌÜÙɯÌÕÛÌÕËɯ×ÈÙɯÓãɯÓÈɯ

ÕõÊÌÚÚÐÛõɯ ËɀÜÕÌɯ ÈÔõÓÐÖÙÈÛÐÖÕɯ ËÌɯ ÓɀÈÊÊÖÔ×ÈÎÕÌÔÌÕÛɯ ËÜɯ ÊÓÐÌÕÛȯɯ ÊÖÕÚÌÐÓɯ ãɯ ÓɀÈÊÏÈÛȮɯ

service après-vente. Cet accompagnement peut aussi emprunter des voies plus 

ÈÔÉÐÛÐÌÜÚÌÚɯÈÝÌÊɯÓÌɯ×ÈÚÚÈÎÌɯãɯÜÕÌɯ×ÌÙÚÖÕÕÈÓÐÚÈÛÐÖÕɯÈÊÊÙÜÌɯËÌɯÓɀÖÍÍÙÌɯÌÕɯËÐÙÌction de 

la clientèle (mais le commerce électronique est également bien placé pour cela). 

1ÖÔ×ÈÕÛɯÈÝÌÊɯÓÌɯÊÖÔÔÌÙÊÌɯËÌɯÔÈÚÚÌȮɯÊÌÛÛÌɯËõÔÈÙÊÏÌɯÝÐÚÌɯãɯÜÕɯȿÊÖÔÔÌÙÊÌɯËÌɯ

×ÙõÊÐÚÐÖÕȿɯÖÜɯÈÝÌÊɯÜÕÌɯÐÕÛÖÕÈÛÐÖÕɯ×ÓÜÚɯÙõÈÓÐÚÛÌȮɯÔ÷ÔÌɯÚÐɯÌÓÓÌɯÙÌÚÚÌÔÉÓÌɯãɯÜÕɯÖßymore, 

ÜÕɯ ȿÊÖÔÔÌÙÊÌɯ ËÌɯ ÔÈÚÚÌɯ ×ÌÙÚÖÕÕÈÓÐÚõȿȭɯ "ÌÛÛÌɯ ËÐÔÌÕÚÐÖÕɯ ÚÌÙÝÐÊÐÌÓÓÌɯ ÌÚÛɯ

particulièrement int éressante à étudier dans le cas des librairies. En effet, ce sont les 

commerces qui sont le plus affectés par la concurrence du commerce électronique: le 

commerce électronique représente déjà 18% de la vente des biens dits culturels. On 

relève de fait que ce type de commerce, du moins les librairies indépendantes 

développent de nombreuses activités à côté de la seule vente de livres: conférences, 

ËõÉÈÛÚȮɯËõÝÌÓÖ××ÌÔÌÕÛɯÊÖÕÑÖÐÕÛɯËɀÌÚ×ÈÊÌÚɯËÌɯÙÌÕÊÖÕÛÙÌɯÌÛɯËÌɯÊÖÕÝÐÝÐÈÓÐÛõɯÈÓÓÈÕÛɯ

ÑÜÚØÜɀãɯÖÍÍÙÐÙɯËÌÚɯÚÌÙÝÐÊÌÚɯËÌɯÙestauration. Le commerce pour survivre doit donc 

ÌÕÝÌÓÖ××ÌÙɯÚÖÕɯÈÊÛÐÝÐÛõɯÐÕÐÛÐÈÓÌɯËɀÜÕɯÌÕÝÐÙÖÕÕÌÔÌÕÛɯËÌɯ×ÓÜÚɯÌÕɯ×ÓÜÚɯÊÖÔ×ÓÌßÌȭɯ"Ìɯ

ÕɀÌÚÛɯØÜɀãɯÊÌÛÛÌɯÙõÚÌÙÝÌɯØÜɀÐÓɯÔÈÐÕÛÐÌÕËÙÈɯÚÌÚɯ×ÈÙÛÚɯËÌɯÔÈÙÊÏõɯÝÖÐÙÌɯØÜÌɯËÌÚɯÝÌÕÛÌÚɯ

ROPO pourront encore exister.  

 

 

3. Entre réalité et potentialité, quelles implications pour le commerce de détail et 

la ville en général?  

 

Cette évolution pose des questions à la ville et plus généralement remet 

×ÖÛÌÕÛÐÌÓÓÌÔÌÕÛɯÚÜÙɯÓɀõÛÈÉÓÐɯÓɀÌÕÚÌÔÉÓÌɯËÌɯÓɀÖÙÎÈÕÐÚÈÛÐÖÕɯÛÌÙÙÐÛÖÙÐÈÓÌɯËÜɯÊÖÔÔÌÙÊÌɯ

eÛɯ×ÓÜÚɯÓÈÙÎÌÔÌÕÛɯËÌÚɯõÊÏÈÕÎÌÚɯõÊÖÕÖÔÐØÜÌÚȭɯ2ɀÐÓɯÌÚÛɯ×ÙõÔÈÛÜÙõɯËÌɯ×ÈÙÓÌÙɯËÌɯ

révolution commerciale, les implications territoriales et socio -spatiales sont 

théoriquement énormes. Elles dessinent des perspectives tant positives que 

ÕõÎÈÛÐÝÌÚȭɯ#ɀÜÕɯ×ÖÐÕÛɯËÌɯÝÜe théorique et scientifique, cela amène à adopter une 

autre posture en matière de géographie du commerce.  
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+ɀÐÙÙÜ×ÛÐÖÕɯÌÛɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËÌÚɯÛÌÊÏÕÖÓÖÎÐÌÚɯËÌɯÓɀÐÕÍÖÙÔÈÛÐÖÕɯËÖÕÕÌÕÛɯËÜ 

corps à une nouvelle mythologie territoriale. Un peu comme Emerson, cité par 

Mumford, voyait ɁÕÖÛÙÌɯÊÐÝÐÓÐÚÈÛÐÖÕɯÌÛɯÚÌÚɯÊÖÕÊÌ×ÛÐÖÕÚɯȱȭɯÌÕɯÛÙÈÐÕɯËÌɯÛÙÈÕÚÍÖÙÔÌÙɯÓÈɯ

terre en un grand cerveauɂ ÚÖÜÚɯ ÓɀÐÔ×ÈÊÛɯ ËÌɯ ÓÈɯ ÝÈ×ÌÜÙɯ ÌÛɯ ËÜɯ ÛõÓõÎÙÈ×ÏÌɯ ØÜÐɯ

Ɂanthropomorphisen t cette boule rondeɂ, les TIC constituent une pièce supplémentaire 

ËÌɯÊÌɯÙõÊÐÛɯÔàÛÏÖÓÖÎÐØÜÌȭɯ$Õɯ×ÈÙÈÓÓöÓÌɯãɯÓɀÈÊÊÙÖÐÚÚÌÔÌÕÛɯËÌÚɯÔÖÉÐÓÐÛõÚȮɯãɯÓÈɯÉÈÐÚÚÌɯËÌÚɯ

ÊÖĸÛÚɯËÌɯÛÙÈÕÚ×ÖÙÛȮɯÓÈɯÔÖÕÛõÌɯËÌÚɯ3("ɯÈɯÚÌÔÉÓõɯÙõËÜÐÙÌɯÓÌɯÛÌÙÙÐÛÖÐÙÌȮɯØÜɀÐÓɯÚÖÐÛɯÓÖÊÈÓȮɯ

régional ou national, en reliquat désuet, reflet des pesanteurs de la géographie. 

Pesanteurs en cours de dépassement voire de disparition? 

+Èɯ×ÓÜÚɯÎÙÈÕËÌɯÊÖÕÕÌÊÛÐÝÐÛõɯÈÝÌÊɯÜÕɯÝÈÚÛÌɯÔÖÕËÌȮɯÓɀÐÙÙÜ×ÛÐÖÕɯËÌɯȿÓÈɯÝÐÓÓÌɯãɯ

ËÖÔÐÊÐÓÌȿɯ×ÈÙɯÓÌɯÉÐÈÐÚɯËÌɯÊÌɯÕõÖ-colportage que sont finalement les sites marchands 

ËÐÚ×ÖÕÐÉÓÌÚɯ×ÈÙɯÓɀÐÕÛÌÙÔõËÐÈÐÙÌɯËɀÜÕÌɯÔÈÊÏÐÕÌɯ×ÌÙÚÖÕÕÌÓÓÌȮɯÙÌÕËÌÕÛɯÝÐÚÐÉÓÌÚɯÓÌÚɯ

ÐÕõÎÈÓÐÛõÚɯËÌɯ×ÖÚÚÌÚÚÐÖÕɯÖÜɯËɀÈÊÊöÚɯãɯËÌÚɯõÊÏÌÓÓÌÚɯÌÛɯ×ÖÜÙɯËÌÚɯ×ÙÖËÜÐÛÚɯÌÕɯÕÖÔÉÙÌɯ

croissant, et mettent à jour un catalogue de choix quasiment illimités pour un 

ÕÖÔÉÙÌɯËÌɯ×ÓÜÚɯÌÕɯ×ÓÜÚɯÐÔ×ÖÙÛÈÕÛɯËɀÜÚÈÎÌÙÚɯÐÕËõ×ÌÕËÈÔÔÌÕÛɯËÌɯÓÌÜÙɯÓÖÊÈÓÐÚÈÛÐÖÕȭɯ

Cette mise en relation facilitée et démultipliée entre une offre et une demande 

diversifiées constitue tout à la fois une stimulation de la consommation et un 

facteur de prolifération et de diversification des canaux de distribution. En raison 

ËɀÜÕÌɯÔÌÐÓÓÌÜÙÌɯÊÐÙÊÜÓÈÛÐÖÕɯËÌɯÓɀÐÕÍÖÙÔÈÛÐÖÕɯÌÛɯËÌɯÓɀÐÕÚÛÈÕÛÈÕõÐÛõɯËɀÜÕɯÙÈ××ÖÙÛɯ

marchand, y compris depuis le domicile, le correctif de la distance semble moins 

interférer sÜÙɯ ÓÌÚɯ ÈÜÛÙÌÚɯ ËõÛÌÙÔÐÕÈÕÛÚɯ ËÌɯ ÓɀõÊÏÈÕÎÌɯ ØÜÌɯ ÚÖÕÛɯ ÓÌɯ ËõÚÐÙɯ ȹËÌɯ

ÊÖÕÚÖÔÔÌÙȺɯÌÛɯÓÈɯËÐÍÍõÙÌÕÊÌɯȹÊÌɯØÜÌɯÑÌɯÕɀÈÐɯ×ÈÚɯÌÛɯËÖÕÛɯÑɀÈÐɯÉÌÚÖÐÕɯÖÜɯØÜÐɯÝÐÌÕÛɯ

stimuler mon désir de po ssession), pour reprendre les Ɂtrois dɁ, proposés en son 

temps par Jacqueline Beaujeu-GarÕÐÌÙȭɯ +ɀÜÚÈÎÌɯ ËÌÚɯ 3("ɯ ÖÜÝÙÌɯ ËɀÈÜÛÙÌÚɯ

perspectives quelles que soient les localisations des vendeurs comme des 

acheteurs. Cette remise en question du paramètre distance a eu pour effet de 

×ÙÖÔÖÜÝÖÐÙɯÓɀÐËõÌɯËɀÜÕɯÌÍÍÖÕËÙÌÔÌÕÛɯËÌɯÓɀÌÚ×ÈÊÌɯÌÛɯËÜɯÛÌÔ×Úȭɯ#ÌɯÍÈÐÛȮ ÊÌɯȿÊÖÓÓÈ×ÚÜÚɯ

ËÌɯÓɀÌÚ×ÈÊÌ-ÛÌÔ×Úȿ ÕÖÜÙÙÐÛɯÜÕÌɯÕÖÜÝÌÓÓÌɯÔàÛÏÖÓÖÎÐÌɯÛÌÙÙÐÛÖÙÐÈÓÌɯãɯÉÈÚÌɯËɀÜÉÐØÜÐÛõɯÌÛɯ

de dé-hiérarchisation urbaine. Le commerce électronique remet en cause la logique 

christallérienne. Est-ÊÌɯÓÈɯÍÐÕɯËÌɯÓÈɯÝÐÓÓÌɯÔÈÙÊÏÈÕËÌɯÈÜɯ×ÙÖÍÐÛɯËɀÜÕÌɯÈÊÊÌssibilité 

ÜÉÐØÜÐÛÈÐÙÌɯÌÛɯ×ÌÙÔÈÕÌÕÛÌɯãɯÜÕɯÚ×ÌÊÛÙÌɯËɀÖÍÍÙÌɯÐÓÓÐÔÐÛõȳɯ#ÌɯÍÈÐÛɯËÖÐÛ-on craindre une 

ÔÜÓÛÐ×ÓÐÊÈÛÐÖÕɯËÌÚɯÍÙÐÊÏÌÚɯÊÖÔÔÌÙÊÐÈÓÌÚȳɯ#ɀÈÜÛÈÕÛɯØÜÌɯÓÌÚɯÊÌÕÛÙÌÚɯÊÖÔÔÌÙÊÐÈÜßɯ

ÊÖÕÛÐÕÜÌÕÛɯËÌɯÉõÕõÍÐÊÐÌÙɯËɀÐÕÝÌÚÛÐÚÚÌÔÌÕÛÚɯÐÔ×ÖÙÛÈÕÛÚɯàɯÊÖÔ×ÙÐÚɯËÈÕÚɯËÌÚɯÚÖÊÐõÛõÚɯ

matures. En France, pays déjà bien équipé, on observe un différentiel inquiétant 

entre le rythme de progression des surfaces de vente du commerce de détail et la 

ÊÖÕÚÖÔÔÈÛÐÖÕȯɯÈÓÖÙÚɯØÜÌɯÊÌÛÛÌɯËÌÙÕÐöÙÌɯÕɀÈɯ×ÙÖÎÙÌÚÚõɯØÜÌɯËÌɯƕƘǔɯÌÕÛÙÌɯƕƝƝƖɯÌÛɯ

2004, le parc a ÈÜÎÔÌÕÛõɯËÌɯƘƘǔȭɯ+ÌɯÔÖÜÝÌÔÌÕÛɯÕɀÌÚÛɯ×ÈÚɯÛÈÙÐɯ×ÜÐÚØÜÌɯËɀÐÊÐɯƖƔƕƙȮɯ

66 centres commerciaux doivent être créés et la rénovation/extension de 56 autres 

est prévue, pour un total de 2,3 millions de m² supplémentaires. Quelles 
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ÊÖÕÚõØÜÌÕÊÌÚɯ ×ÖÜÙɯ ÓÌɯ ÔÈÐÕÛÐÌÕɯ ËɀÜÕɯ Êommerce de centre-ville alors que 

ÓɀÈÊÊÌÚÚÐÉÐÓÐÛõɯÈÜÛÖÔÖÉÐÓÌɯËÌɯÊÌÓÜÐ-ci est de plus en plus combattue? 

/ÖÜÙÛÈÕÛȮɯÓÌÚɯÓÖÎÐØÜÌÚɯËÌɯÓÖÊÈÓÐÚÈÛÐÖÕɯÕɀÖÕÛɯ×ÈÚɯËÐÚ×ÈÙÜȭɯ2ÐɯÓÌÚɯ3("ɯ×ÈÙÛÐÊÐ×ÌÕÛɯ

évidemment de la fluidification des échanges, elles sont loin de corrigÌÙɯËɀÜÕÌɯÍÈñÖÕɯ

ÜÕÐÝÖØÜÌɯÓÌɯÙÈ××ÖÙÛɯËÌÚɯÈÊÛÐÝÐÛõÚɯÏÜÔÈÐÕÌÚɯãɯÓɀÌÚ×ÈÊÌȭɯ+ÈɯÙõÚÐÓÐÌÕÊÌɯËÌɯÓÈɯËÐÚÛÈÕÊÌɯ

passe par la confrontation incontournable entre le réseau virtuel et les dessertes 

×ÏàÚÐØÜÌÚɯ ØÜÐɯ ÓɀÈÊÊÖÔ×ÈÎÕÌÕÛȭɯ $Õɯ ÉÙÌÍȮɯ ÓÖÙÚØÜÌɯ ÓɀõÊÏÈÕÎÌɯ ÚÌɯ ÍÈÐÛɯ ÔÈÙÊÏÈÕËɯet 

concerne non uniquement des services mais des biens, les nécessités logistiques avec 

ÓÌÜÙɯÊÖÙÛöÎÌɯËÌɯÊÖĸÛÚɯÌÛɯËɀÐÔ×õÙÈÛÐÍÚɯËÐÝÌÙÚɯÚɀÐÔ×ÖÚÌÕÛȭɯ"ÌÓÈɯÐÕÝÐÛÌɯÓÈɯØÜÌÚÛÐÖÕɯËɀÜÕÌɯ

géographie des flux avec une démultiplication des capillaires logistiques. Il sur vient 

le problème lié à la gestion de flux de marchandises éclatés, notamment dans le 

ËÌÙÕÐÌÙɯÒÐÓÖÔöÛÙÌȭɯ"ɀÌÚÛɯÓÌɯÛÏöÔÌɯËÌɯÓÈɯÓÖÎÐÚÛÐØÜÌɯÜÙÉÈÐÕÌɯÌÛɯËÌɯÓÈɯÙõÚÖÓÜÛÐÖÕɯËɀÜÕɯ

ÊÌÙÛÈÐÕɯÕÖÔÉÙÌɯËÌɯÊÖÕÛÙÈËÐÊÛÐÖÕÚȮɯÕÖÛÈÔÔÌÕÛɯËÌɯÓɀÐÕÚÌÙÛÐÖÕɯËÌɯÓÈɯÔÈÙÊÏÈndise dans 

la ville dense et compacte, dans laquelle la voiture est de moins en moins tolérée. 

Mais cela pose aussi la question des livraisons éclatées dans des espaces de basse 

densité, y compris le périurbain. Rien ne dit que la politique visant à ne pas surtaxer 

les livraisons selon le lieu de destination ne perdurera pas. La localisation 

deviendrait de fait à nouveau un élément discriminant recréant des hiérarchies par 

ÓɀÈÊÊÌÚÚÐÉÐÓÐÛõɯÌÍÍÌÊÛÐÝÌɯãɯÓÈɯÔÈÙÊÏÈÕËÐÚÌɯÈÊÏÌÛõÌɯÚÜÙɯÓÌɯÙõÚÌÈÜɯÕÜÔõÙÐØÜÌȭɯ 

Le maintien de servitudÌÚɯ ÓÖÎÐÚÛÐØÜÌÚɯ ÚɀÈÊÊÖÔ×ÈÎÕÌɯ ËɀÈÜÛÙÌÚɯ ÔÈÙØÜÈÎÌÚɯ

territoriaux: le développement de centres de traitement de données et les centres 

ËɀÈ××ÌÓȮɯÕÖÛÈÔÔÌÕÛɯÓÐõÚɯÈÜɯ2 5ȭɯ-ɀÖÜÉÓÐÖÕÚɯ×ÈÚɯÌÕÍÐÕɯØÜÌɯÓɀõÊÖÕÖÔÐÌɯÕÜÔõÙÐØÜÌȮɯ

ÕÖÛÈÔÔÌÕÛɯËÜɯ×ÖÐÕÛɯËÌɯÝÜÌɯËÌɯÓɀÐÕÕÖÝÈÛÐÖÕȮɯËÌÔÌÜre urbaine. Fin de la géographie et 

de ses pesanteurs? Non, plutôt une nouvelle écriture des rapports entre sociétés et 

ÌÚ×ÈÊÌȭɯ #ɀÈÜÛÈÕÛɯ ØÜÌɯ ÓÈɯ ×ÙÖÍÜÚÐÖÕɯ ÕÜÔõÙÐØÜÌɯ ËÖÕÕÌɯ ÈÜÚÚÐɯ ÚÈɯ ÊÏÈÕÊÌɯ ãɯ ËɀÈÜÛÙÌÚɯ

ÛÌÙÙÐÛÖÐÙÌÚɯÌÛɯõÊÏÌÓÓÌÚɯËɀÈÊÛÐÖÕȮɯÌÕɯÉÙÌÍɯÊÖÕÚÛÙÜÐÛɯÌÕɯ×ÈÙÈllèle une autre géographie.  

 

Ɉ Renouveau territorial et nouvelle chance pour le local?  

 

Le déploiement du commerce électronique apparaît comme la diffusion spatiale 

ËɀÜÕɯÈÛÛÙÐÉÜÛɯÜÙÉÈÐÕɯÊÖÕÊÙõÛÐÚÈÕÛɯÓÈɯÝÐÊÛÖÐÙÌɯËÜɯÔÖÕËÌɯÜÙÉÈÐÕɯàɯÊÖÔ×ÙÐÚɯËÈÕÚɯÓÌÚɯ

espaces ruraux. Pour la France on observe que les modes de vie régionaux sont 

ÜÕÐÍÐõÚɯÌÛɯȿ(ÕÛÌÙÕÌÛɯÈÊÏöÝÌɯÓɀÜÕÐÍÐÊÈÛÐÖÕɯÎõÖÎÙÈ×ÏÐØÜÌȿɯËÜɯÛÌÙÙÐÛÖÐÙÌȭɯ2ÈÕÚɯËÖÜÛÌɯØÜÌɯ

ÓÌÚɯÕÖÜÝÌÓÓÌÚɯÚÛÙÈÛõÎÐÌÚɯÙõÚÐËÌÕÛÐÌÓÓÌÚɯãɯÓɀõÊÏÌÓÓÌɯËÜɯÛÌÙÙÐÛÖÐÙÌɯÕÈÛÐÖÕÈÓɯÈÝÌÊɯÜÕÌɯ

ÊÌÙÛÈÐÕÌɯȿÙÌÕÈÐÚÚÈÕÊÌɯËÌÚɯÊÈÔ×ÈÎÕÌÚȿɯÌÛɯËÌɯØÜÌÓØÜÌÚɯÝÐÓÓÌÚɯÔÖàÌÕÕÌÚȮɯÌÕɯÛÖÜÚɯÓÌÚɯ

cas la diffusion de la croissance démographique, sont aussi le produit du 

renforcement de la connectivité y compris en termes de consommation, offerte par 

les TIC. Peut-être que cela offre aussi une compensation pour un vaste périurbain 

éloigné du centre-ÝÐÓÓÌȮɯÕÖÛÈÔÔÌÕÛɯ×ÖÜÙɯÓɀÈÊÊÌÚÚÐÉÐÓÐÛõɯÈÜßɯ×ÙÖËÜÐÛÚɯÊÜÓÛÜÙÌÓÚȭɯ$Õɯ

ÉÙÌÍɯÓÈɯÊÖÕÕÌÊÛÐÝÐÛõȮɯÔÈÙÊÏÈÕËÌɯÌÕɯÓɀÖÊÊÜÙÙÌÕÊÌȮɯÖÍÍÙÌɯÓÈɯÓÐÉÌÙÛõɯËÌɯ×ÓÜÚɯËɀÐÚÖÓÌÔÌÕÛɯ

sans rupture, ou sentiment de rupture, avec le reste du monde.  
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Ainsi que déjà souligné, le réseau numérique est tout à la fois le vecteur de 

tendances oligopolistiques et un nouvel espace de libération des échanges. En 

×ÈÙÈÓÓöÓÌɯ ×ÓÜÚɯ ØÜɀÌÕɯ Ö××ÖÚÐÛÐÖÕɯ ÈÝÌÊɯ ÓɀÐËõÌɯ ËɀÜÕÌɯ ËÐÍÍÜÚÐÖÕɯ ËɀÜÕɯ ÜÙÉÈÐÕɯ

inter cesseur de la mondialisation et accélérateur de la diffusion de produits 

ÕÖÙÔÈÓÐÚõÚȮɯÜÕɯÊÖÔÔÌÙÊÌɯõÓÌÊÛÙÖÕÐØÜÌɯËÖÕÛɯÓɀÈÊÊÌÚÚÐÉÐÓÐÛõɯÛÌÊÏÕÐØÜÌɯÌÛɯÍÐÕÈÕÊÐöÙÌɯ

à un nombre croisÚÈÕÛɯËɀÈÊÛÌÜÙÚȮɯËÈÕÚɯÓÌɯÊÖÕÛÌßÛÌɯËɀÜÕÌɯÖÙÎÈÕÐÚÈÛÐÖÕɯÓÖÎÐÚÛÐØÜÌɯ

de plus en plus efficÐÌÕÛÌȮɯ ÈÜÛÖÙÐÚÌɯ ÓɀõÔÌÙÎÌÕÊÌɯ ËÌɯ ÓÖÎÐØÜÌÚɯ ÛÌÙÙÐÛÖÙÐÈÓÌÚɯ

ËÐÍÍõÙÌÕÛÌÚȭɯ#ÈÕÚɯÓÈɯÓÖÎÐØÜÌɯËɀÜÕÌɯõÊÓÖÚÐÖÕɯɅÉÖÛÛÖÔ-up' et non pas seulement top 

down on voit se multiplier des acteurs agissant à des échelles locales et 

régionales. Ces nouvelles proximités se traduisent ainsi par une présence accrue 

ËÌÚɯÊÐÙÊÜÐÛÚɯÊÖÜÙÛÚɯÚÜÙɯÓÈɯÚ×ÏöÙÌɯÕÜÔõÙÐØÜÌȭɯ/ÈÙɯÌßÌÔ×ÓÌɯÉÌÈÜÊÖÜ×ɯËɀ , /ɯ

possèdent une visibilité sur Internet ce qui permet à la fois de se faire connaître et 

ËɀÌÕÙÌÎÐÚÛÙÌÙɯÓÌÚɯÊÖÔÔÈÕËÌÚȭɯ#ɀÈÜÛÙÌɯ×ÈÙÛȮɯÓÈɯÍÈÊÐÓÐÛõɯËɀÈÊÊöÚ donne sa chance à 

des entreprises et des productions qui auraient été autrefois strictement 

ÊÈÕÛÖÕÕõÚɯãɯÓɀõÊÏÌÓÓÌɯÓÖÊÈÓÌɯÌÛɯÙõÎÐÖÕÈÓÌȭɯ3ÌÓɯÈÙÛÐÚÈÕɯ×ÌÜÛɯÊÖÔÔÌÙÊÌÙɯÈÝÌÊɯÓÌɯ

ÔÖÕËÌɯÌÕÛÐÌÙɯȹÌßȭɯËÌɯÍÙÖÔÈÎÌÚɯÝÌÕËÜÚɯãɯ)ǶƕɯÖÜɯÑÜÚÛÌɯÜÕɯ×ÌÜɯ×ÓÜÚȮɯËÌɯÓɀÈÜÛÙÌɯÊĠÛõɯ

de lɀ ÛÓÈÕÛÐØÜÌȺȭɯ3ÌÓÓÌɯÔÐÊÙÖ-entreprise, abritée sur e-Bay, possède des clients 

ËÈÕÚɯ ÓÌɯ ÔÖÕËÌɯ ÌÕÛÐÌÙȭɯ "ɀÌÚÛɯ ÛÖÜÛɯ ÓÌɯ ÑÌÜɯ ËɀõÊÏÌÓÓÌɯ ØÜÐɯ ÌÚÛɯ ×ÖÛÌÕÛÐÌÓÓÌÔÌÕÛɯ

ÉÖÜÓÌÝÌÙÚõɯÈÝÌÊɯÜÕÌɯÔÜÓÛÐ×ÓÐÊÈÛÐÖÕɯËɀõÊÏÈÕÎÌÚɯõÊÖÕÖÔÐØÜÌÚɯÐÔ×ÌÕÚÈÉÓÌÚɯÑÜÚØÜɀãɯ

il y a peu. Dans certains cÈÚɯÚÌɯ×ÖÚÌɯÓÈɯØÜÌÚÛÐÖÕɯËÌɯÓÈɯËÜÙÈÉÐÓÐÛõɯËɀÜÕɯÛÌÓɯÚàÚÛöÔÌɯ

car conduisant à une démultiplication du colisage.  

3ÖÜÛɯÊÌÓÈɯÔÖÕÛÙÌɯØÜÌɯÓÈɯÙÌÓÈÛÐÖÕɯÌÕÛÙÌɯÓÌÚɯ3("ɯÌÛɯÓÌɯ×ÙÖÊÌÚÚÜÚɯÊÖÔÔÌÙÊÐÈÓɯÕɀÌÚÛɯ×ÈÚɯ

ÜÕÐÝÖØÜÌȭɯ+ÈɯÍÓÜÐËÐÍÐÊÈÛÐÖÕɯËÌɯÓɀõÊÏÈÕÎÌɯÕÌɯÑÖÜÌɯ×ÈÚɯÚÐÔ×ÓÌÔÌÕÛ ËÈÕÚɯÓÌɯÚÌÕÚɯËɀÜÕÌɯ

dilatation géographique de celui -ci. Les TIC, au-delà du seul processus de diffusion 

ËÌɯÓɀõÊÏÈÕÎÌɯÚÌÓÖÕɯÜÕÌɯÓÖÎÐØÜÌɯËÌÚÊÌÕËÈÕÛÌɯËɀÌÕÛÙÌ×ÙÐÚÌÚɯÖÓÐÎÖ×ÖÓÐÚÛÐØÜÌÚȮɯ×ÌÜÝÌÕÛɯ

õÎÈÓÌÔÌÕÛɯ ×ÈÙÛÐÊÐ×ÌÙɯ ãɯ ÓɀÈÔõÓÐÖÙÈÛÐÖÕɯ ËÌÚɯ ÊÖÔÔÌÙÊÌÚɯ ËÌɯ ×ÙÖßÐÔÐÛõɯ ÌÛɯà la 

réorganisation des territoires de production. Elles pourraient même se poser en 

ÈÓÛÌÙÕÈÛÐÝÌɯÍÈÊÌɯãɯÓÈɯ×ÖÚÚÐÉÐÓÐÛõɯËɀÜÕɯÙÌÛÖÜÙÕÌÔÌÕÛɯËÌɯÛÌÕËÈÕÊÌɯËÈÕÚɯÓÌÚɯÊÖĸÛÚɯËÌɯ

transport des marchandises. Autrement dit, les TIC seraient tout autant associées au 

Ɂvil lage globalɂ ËÌɯ,ÈÙÚÏÈÓÓɯ,Ê+ÜÏÈÕɯØÜɀãɯɁÓɀÌÚ×ÈÊÌɯÈÜÎÔÌÕÛõɂ pour des acteurs 

autrefois contraints par la modicité de leur activité. Les TIC ne signent donc pas la fin 

ËÌɯÓÈɯÎõÖÎÙÈ×ÏÐÌɯÔÈÐÚɯÓɀõÔÌÙÎÌÕÊÌɯËɀÜÕÌɯÕÖÜÝÌÓÓÌɯÎõÖÎÙÈ×ÏÐÌɯÈÝÌÊɯËÌÚɯÐÕÛÌÙÍõÙÌÕÊÌÚɯ

scalaireÚɯÈÓÓÈÕÛɯÛÈÕÛɯËÈÕÚɯÓÌɯÚÌÕÚɯËɀÜÕÌɯÐÙÙÜ×ÛÐÖÕɯËÜɯɅÎÓÖÉÈÓɅɯËÈÕÚɯÛÖÜÚɯÓÌÚɯÐÕÛÌÙÚÛÐÊÌÚɯ

des sociétés humaines que dans la possibilité renforcée pour des acteurs modestes, 

ËÜɯÊĠÛõɯËÌɯÓɀÖÍÍÙÌɯÊÖÔÔÌɯËÌɯÓÈɯËÌÔÈÕËÌȮɯËɀàɯ×ÈÙÛÐÊÐ×ÌÙȭɯ+ÈɯÝÈÙÐÈÉÓÌɯȿËÐÚÛÈÕÊÌȿɯÕÌɯ

ÚɀÌÍÍÈÊÌɯÕullement et les 'interstices' se multiplient et complexifient à la fois la 

ÊÖÔ×ÖÚÐÛÐÖÕɯ ÌÛɯ ÓÈɯ ÓÌÊÛÜÙÌɯ ËÌɯ ÓɀÌÚ×ÈÊÌȭɯ $ÓÓÌɯ ×ÌÜÛɯ ÛÖÜÛɯ ÈÜɯ ÊÖÕÛÙÈÐÙÌɯ ÈÊØÜõÙÐÙɯ ËÌɯ

nouvelles vertus commerciales, son franchissement facilité autorisant, et donc 

valorisant, des possibilités multiples de mise en contact. Ces constats sont importants 

ÊÈÙɯÐÓÚɯÑÖÜÌÕÛɯÈÜÚÚÐɯÚÜÙɯÓÌɯËÌÎÙõɯËɀÈÊÊÌ×ÛÈÛÐÖÕɯÚÖÊÐÈÓÌɯËÌɯÓɀÖÜÛÐÓɯÌÛɯÚÈɯËÐÍÍÜÚÐÖÕɯÊÈÙɯÌÕɯ

définitive tout le monde peut, ou semble, y trouver son compte.  
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Ɉ +ÈɯØÜÌÚÛÐÖÕɯËÜɯȿÝÐÝÙÌɯÌÕÚÌÔÉÓÌȿȮɯËÜɯȿÍÈÐÙÌɯÚÖÊÐõÛõȿɯËÈÕÚɯÜÕɯÔÖÕËÌɯËɀõÊÏÈÕÎÌÚɯ

numériques?  

 

Cette forte empreinte des TIC sur le commerce et plus généralement dans la 

ØÜÖÛÐËÐÌÕÕÌÛõɯËÌɯÕÖÔÉÙÌÜÚÌÚɯ×ÙÈÛÐØÜÌÚɯ×ÖÚÌɯØÜÌÚÛÐÖÕȭɯ+ɀÜÚÈÎÌɯÎõÕõÙÈÓÐÚõɯËÌÚɯ3("ɯ

peut-ÐÓɯÍÈÐÙÌɯÖÍÍÐÊÌɯËÌɯÝÐÌɯÌÕɯÚÖÊÐõÛõȳɯ-ɀàɯa-t-ÐÓɯ×ÈÚɯÓÌɯÙÐÚØÜÌɯËɀÜÕɯÙÌÕÍÖÙÊÌÔÌÕÛɯËÌɯ

ɅÓɀÌÕÛÙÌ-ÚÖÐɅɯ ÌÛɯ ËɀÜÕɯ ÊÖÔÔÜÕÈÜÛÈÙÐÚÔÌɯ ÝÐÙÛÜÌÓȳɯ #Ìɯ ×ÈÙɯ ÓÌÜÙÚɯ ÊÈÙÈÊÛõÙÐÚÛÐØÜÌÚɯ

ÐÕÛÙÐÕÚöØÜÌÚȮɯÖÕɯ×ÌÜÛɯÐÔÈÎÐÕÌÙɯØÜÌɯÓÌÚɯ3("ɯÑÖÜÌÕÛɯÜÕɯÙĠÓÌɯËÈÕÚɯÓɀÈÊÊÌÕÛÜÈÛÐÖÕɯËÜɯ

processus de Ɂcommunautarisation hypermoderne ɂ identifié  par Gilles 

+Ð×ÖÝÌÛÚÒàȮɯÌÕɯÊÌɯØÜɀÌÓÓÌÚɯ×ÈÙÈÐÚÚÌÕÛɯÈÝÖÐÙɯ×ÈÙÛÐÌɯÓÐõÌɯÈÝÌÊɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËɀÜÕɯ

Ɂcosmos consommationiste en continu désynchronisé et hyperindividualiste ɂ. 

"ÌÙÛÌÚȮɯÓɀÐÔ×ÖÙÛÈÕÊÌɯËÌɯÓɀÐÕËÐÝÐËÜÈÓÐÚÔÌȮɯÍÜÛ-il seulement consumériste, ne signifie 

pÈÚɯÓÌɯÙÌ×ÓÐɯÚÜÙɯÚÖÐȭɯ+ÌÚɯÚÖÊÐÖÓÖÎÜÌÚɯËɀõÝÖØÜÌÙɯÓÈɯÕÖÛÐÖÕɯɁËɀÐÕËÐÝÐËÜÈÓÐÚÔÌɯÙÌÓÐõɁ. 

Mais cela suffit-ÐÓɯ×ÖÜÙɯÍÈÐÙÌɯÚÖÊÐõÛõȳɯ"ÌɯÊÖÔÔÜÕÈÜÛÈÙÐÚÔÌɯÊÖÕÚÜÔõÙÐÚÛÌɯÚɀÈ××ÜÐÌɯ

et nourrit des mouvements (risques?) sociaux de fond tels le cocooning voire le 

bunkering identifiés par Faith Popcorn. Appuyé par des tribalismes numériques ce 

ÚÖÕÛɯÈÜÚÚÐɯËɀÈÜÛÙÌÚɯÍÖÙÔÌÚɯËÌɯÊÖÔÔÜÕÈÜÛÈÙÐÚÔÌÚɯËɀÌÚÚÌÕÊÌɯÌÛÏÕÐØÜÌɯÌÛɯÚÖÊÐÖ-

Ú×ÈÛÐÈÓÌɯØÜÐɯ×ÌÜÝÌÕÛɯ×ÙÖÚ×õÙÌÙɯÊÖÔÔÌɯÊÌɯØÜÌɯÓɀÖÕɯÖÉÚÌÙÝÌɯËÌ×ÜÐÚɯ×ÓÜÚÐÌÜÙÚɯÈÕÕõÌÚɯ

autour des gated communities. Outils de nouvelles sociabilités, marchandes ou pas, 

ÓÌÚɯ3("ɯÚÖÕÛɯÛÖÜÛɯÈÜÛÈÕÛɯ×ÖÙÛÌÜÚÌÚɯ ËɀÜÕɯÙÌÕÍÌÙÔÌÔÌÕÛɯÚÜÙɯÚÖÐɯÖÜɯ ÜÕɯ ÎÙÖÜ×Ìɯ

ËõÓÐÔÐÛõȭɯ ÝÌÊɯãɯÓÈɯÊÓõɯËÌÚɯ×ÈÙÈËÖßÌÚɯÊÖÔÔÌɯÊÌÓÜÐɯËÌɯÓɀÖÜÝÌÙÛÜÙÌɯËɀÜÕÌɯÍÌÕ÷ÛÙÌɯ

comme jamais sur le monde mais pouvant se traduire par une fermeture à sa 

proximité immédiate. Le développement du e -commerce et plus généralement 

ËɀÜÕÌɯȿÚÖÊÐÈÉÐÓÐÛõȿɯÊÏÖÐÚÐÌɯÚÜÙɯ(ÕÛÌÙÕÌÛɯÐÕÝÐÛÌɯÓÌɯÛÏöÔÌɯËÜɯÔÈÐÕÛÐÌÕɯËÌɯÓɀÈÎÖÙÈɯÌÛɯËÌɯ

la vitalité des espaces publics ou en tous les cas de croisement physique de 

ÓɀÌÕÚÌÔÉÓÌɯËÌɯÓÈɯ×Ö×ÜÓÈÛÐÖÕȭɯ0ÜÌstions clés de la ville de demain! Tout comme 

#ÈÝÐËɯ1ÐÌÚÔÈÕɯÚɀÐÕÛÌÙÙÖÎÌÈÐÛɯÚÜÙɯÓÌÚɯÊÖÕÚõØÜÌÕÊÌÚɯËÌɯÓɀöÙÌɯËÌɯÓÈɯÊÖÕÚÖÔÔÈÛÐÖÕɯËÌɯ

masse dans les années cinquante aux Etats-Unis, tablant sur une forme de 

révolution faisant ta ble rase des valeurs des relations économiques et sociales et 

des régimes politiques, le e-commerce suscite de telles interrogations. Les 

ÙõÍÓÌßÐÖÕÚɯËÌɯ1ÐÌÚÔÈÕɯÈÜÛÖÜÙɯËÌɯÓɀÏÖÔÔÌɯɁother-directedɁȮɯËÐÙÐÎõɯ×ÈÙɯÓɀÌßÛõÙÐÌÜÙɯ

avec des conséquences sur la fidélité envers la faÔÐÓÓÌɯËÈÕÚɯÓÌɯÊÈËÙÌɯËɀÜÕÌɯ×ÓÜÚɯ

grande liberté de conduite et des possibilités de communications interpersonnelles 

ÊÙÖÐÚÚÈÕÛÌÚȮɯÛÙÖÜÝÌÕÛɯÈÜÑÖÜÙËɀÏÜÐɯÜÕɯõÊÏÖɯËémultiplié par les réseaux numériques.  

 

 

4. Conclusion s 

 

Le commerce électronique va-t-il tout balayer? Un regard sur ces vingt ou trente 

ËÌÙÕÐöÙÌÚɯÈÕÕõÌÚɯËÖÐÛɯÕÖÜÚɯÐÕÝÐÛÌÙɯËɀÈÉÖÙËɯãɯÓÈɯÔÖËÌÚÛÐÌȵɯ#ÐÍÍÐÊÐÓÌɯËɀÈÕÛÐÊÐ×ÌÙɯÛÈÕÛɯ

ÓÌɯÙÈ××ÖÙÛɯÐÕÕÖÝÈÛÐÖÕɯÛÌÊÏÕÐØÜÌɯÌÛɯÚÖÊÐõÛõɯÌÕÍÈÕÛÌɯËÌÚɯ×ÙÈÛÐØÜÌÚɯØÜÐɯÕɀÈÝÈÐÌÕÛɯ×ÈÚɯ
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õÛõɯÐÔÈÎÐÕõÌÚɯãɯÓɀÖÙÐÎÐÕÌȮɯÕÐɯËÈÕÚɯleur nature, ni dans leur intensité. Selon certaines 

õÛÜËÌÚȮɯÌÕɯÓɀÖÊÊÜÙÙÌÕÊÌɯÈÜ×ÙöÚɯËÌÚɯÌÕÛÙÌ×ÙÌÕÌÜÙÚɯËÜɯÊÖÔÔÌÙÊÌȮɯÓÈɯ×ÈÙÛɯËÜɯÌ-

commerce dans le commerce de détail pourrait atteindre 24% en 2020.  

Sans doute peut-ÖÕɯ ÈÝÈÕÊÌÙɯ ØÜɀÐÓɯ ÕɀÌÚÛɯ ÎÜöÙÌɯ ×ÙÖÉÈÉÓÌɯ ØÜÌɯ Óe commerce 

õÓÌÊÛÙÖÕÐØÜÌɯËÌÝÐÌÕÕÌɯÓÈɯÚÌÜÓÌɯÍÈñÖÕɯËɀõÊÏÈÕÎÌÙȭɯ2ÈÕÚɯËÖÜÛÌɯÈÜÚÚÐɯÕɀÌÚÛ-ce pas 

souhaitable tant cela peut contribuer à déliter le vivre ensemble. Par contre il 

apparaît déjà comme une pièce centrale de la consommation avec des pratiques 

ËɀÈÊÏÈÛÚ, de mobilités qui ont des incidences sur la vie urbaine à différents niveau: 

ÓÖÎÐÚÛÐØÜÌɯÜÙÉÈÐÕÌȮɯËõ×ÓÈÊÌÔÌÕÛɯËÌÚɯÊÖÕÚÖÔÔÈÛÌÜÙÚȮɯÐÕÊÓÜÚÐÖÕɯËÌɯÓɀÈÊÛÌɯËɀÈÊÏÈÛɯ

ËÈÕÚɯ ÓÌÚɯ ÈÜÛÙÌÚɯ ÔÖÛÐÍÚɯ ËÌɯ Ëõ×ÓÈÊÌÔÌÕÛÚȭɯ +ɀÈÕÈÓàÚÌɯ ËÌÚɯ ×ÙÈÛÐØÜÌÚɯ ËÌÚɯ ÑÌÜÕÌÚɯ

générations ɬ par exemple le fait que maintenant les jeunes passent plus de temps 

ÚÜÙɯ (ÕÛÌÙÕÌÛɯ ØÜɀãɯ ÙÌÎÈÙËÌÙɯ ÓÈɯ ÛõÓõÝÐÚÐÖÕȮɯ ÈÓÐÔÌÕÛÈÕÛɯ ÜÕÌɯ ÊÖÏÖÙÛÌɯ ØÜÌɯ ÊÌÙÛÈÐÕÚɯ

ÐËÌÕÛÐÍÐÌÕÛɯ ÊÖÔÔÌɯ ËÌÚɯ ȿËÐÎÐÛÈÓɯ ÕÈÛÐÝÌÚȿɯɬ invite à penser que ce canal de 

distribution a encore une grande marge de progression.  

La géographie du commerce et plus généralement la géographie urbaine doit de 

ÍÈÐÛɯÐÕÛõÎÙÌÙɯËÌɯ×ÓÜÚɯÌÕɯ×ÓÜÚɯÊÌÛÛÌɯÛÙÈÔÌɯÝÐÙÛÜÌÓÓÌɯËÈÕÚɯÓɀÈÕÈÓàÚÌɯÚ×ÈÛÐÈÓÌȭɯ$ÓÓÌɯËÖÐÛɯ

ÙõÍÓõÊÏÐÙɯãɯÓɀõÝÖÓÜÛÐÖÕɯËÌÚɯÔÖÉÐÓÐÛõÚɯÜÙÉÈÐÕÌÚɯÐÕËÜÐÛÌÚȭɯ(ÓɯàɯÈɯÈÐÕÚÐɯãɯÙÌ×ÌÕÚÌÙɯÜn 

ÜÙÉÈÕÐÚÔÌɯ ËɀÈÙÛÐÊÜÓÈÛÐÖÕɯ ÌÕÛÙÌɯ ÓÌÚɯ ÌÚ×ÈÊÌÚɯ ÙõÛÐÊÜÓÈÐÙÌÚɯ ÌÛɯ ÓÌÚɯ ÛÌÙÙÐÛÖÐÙÌÚɯ ËÜɯ

ØÜÖÛÐËÐÌÕȭɯ"ÌÛÛÌɯÙõÍÓÌßÐÖÕɯËÖÐÛɯ×ÈÚÚÌÙɯ×ÈÙɯÓɀÈÕÈÓàÚÌɯËÌÚɯÚÛÙÈÛõÎÐÌÚɯÚ×ÈÛÐÈÓÌÚɯËÌÚɯ

acteurs économiques mais aussi des consommateurs, les développements récents 

du e-commerce montrant une innovation multiforme et une dialectique croissante 

entre offre et demande.  

$ÕÍÐÕȮɯÐÓɯÊÖÕÝÐÌÕÛɯËÌɯÕÖÛÌÙɯØÜÌɯÓɀÐÕÛõÙ÷Ûɯ×ÖÜÙɯÓÌɯËõÝÌÓÖ××ÌÔÌÕÛɯËÜɯÊÖÔÔÌÙÊÌɯ

électronique reste focalisé sur les villes du Nord. Il serait intéressant de développer 

davantage les études sur le développement des villes du Sud. Ces sociétés y 

ÔÈÕÐÍÌÚÛÌÕÛɯ ÜÕÌɯ ÎÙÈÕËÌɯ ×ÖÙÖÚÐÛõɯ ãɯ ÓɀÐÕÕÖÝÈÛÐÖÕɯ ÚÖÊÐÈÓÌɯ ÌÛɯ ÛÌÊÏÕÖÓÖÎÐØÜÌȭɯ +Ìɯ

développeÔÌÕÛɯËÌÚɯÜÚÈÎÌÚɯËÌÚɯÛõÓõ×ÏÖÕÌÚɯ×ÖÙÛÈÉÓÌÚɯØÜɀÐÓɯÚɀÈÎÐÚÚÌɯËÌɯÊÖÔÔÈÕËÌÚɯ

ou de transactions financières en témoigne (cf. Kenya ou Sénégal par exemple). Par 

ÌßÌÔ×ÓÌɯÓÌɯÛÈÜßɯËÌɯ×õÕõÛÙÈÛÐÖÕɯËÌÚɯ×ÖÙÛÈÉÓÌÚɯÌÚÛɯËÌɯƝƔǔɯÈÜɯ2õÕõÎÈÓɯÛÈÕËÐÚɯØÜɀÈÜɯ

*ÌÕàÈȮɯƚƚǔɯËÌÚɯÛÙÈÕÚÍÌÙÛÚɯËɀÈÙÎÌÕÛɯÚÌɯÍÖÕÛɯ×ÈÙɯÜÕÌɯÈ××ÓÐÊÈÛÐÖÕɯÚÜÙɯÛõÓõ×ÏÖÕÌɯ

portable (contre 2% pour les banques). On pourrait aussi évoquer la montée des 

ÈÙÕÈØÜÌÚɯÚÜÙɯ(ÕÛÌÙÕÌÛɯÌÕɯ×ÙÖÝÌÕÈÕÊÌɯËÌɯÓÈɯ"ĠÛÌɯËɀ(ÝÖÐÙÌɯ×ÖÜÙɯÓÈɯ%ÙÈÕÊÌȭɯ4Õɯ×ÌÜɯ

comme le succès du téléphone portable est le résultat des déficiences des 

installations tél éphoniques classiques, ne peut-on pas postuler que les faiblesses de 

ÓɀõØÜÐ×ÌÔÌÕÛɯ ÊÖÔÔÌÙÊÐÈÓɯ ÈÍÙÐÊÈÐÕȮɯ ÌÕɯ ÛÖÜÚɯ ÓÌÚɯ ÊÈÚɯ ÚÖÜÚɯ ÚÖÕɯ ÈÚ×ÌÊÛɯ ÔÖËÌÙÕÌȮɯ

×ÖÜÙÙÈÐÛɯÑÖÜÌÙɯÜÕɯÙĠÓÌɯËɀÈÊÊõÓõÙÈÛÌÜÙɯËÈÕÚɯÓÈɯËÐÍÍÜÚÐÖÕɯËÌɯÊÌɯÊÈÕÈÓɯËÌɯËÐÚÛÙÐÉÜÛÐÖÕɯ

un peu selon le modèle de Gerschenkron notant dans certaines circonstances les 

ȿÈÝÈÕÛÈÎÌÚɯËÜɯÙÌÛÈÙËȿȳɯ2ÈÕÚɯËÖÜÛÌɯØÜÌɯÓÌÚɯØÜÌÚÛÐÖÕÚɯÓÖÎÐÚÛÐØÜÌÚɯÌÛɯÓÈɯÙõÚÐÓÐÌÕÊÌɯËÌɯÓÈɯ

ÎõÖÎÙÈ×ÏÐÌȮɯ×ÈÙɯÓÌɯÔÈÐÕÛÐÌÕɯËÌɯ×ÙÖÉÓöÔÌÚɯËɀÐÕÍÙÈÚÛÙÜÊÛÜÙÌÚɯ×ÏàÚÐØÜÌÚȮɯÖ××ÖÚÌÕÛɯÌÛɯ

Ö××ÖÚÌÙÖÕÛɯÌÕÊÖÙÌɯËÌÚɯÖÉÚÛÈÊÓÌÚȭɯ,ÈÐÚɯ×ÈÚɯÈÜɯ×ÖÐÕÛɯØÜɀÖÕɯÕÌɯ×ÜÐÚÚÌɯÓɯÐÔÈÎÐÕÌÙɯÌÛɯ

en sentir quelques frémissements.  
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FOR A MORE CRITICAL CONSUMPTION HISTORY  

 

 

Retail and Consumption are topics with not yet a very much important 

scientific research on, except on the Anglo-Saxon world. Furthermore the majority 

of the current research use to be or very local, fragmented and empirical, or too 

general and vague. But because of the fact that absolutely all the people buy and 

consume, many colleagues dare to superficially comment on these topics, even 

coming to conclusions on one aspect or other or on the consumption as a whole. 

For many years, since 1987 we have been accumulating data, information and 

documentation on retail and consumption in the Observatori del Comerç Urbà de la 

Universitat de Barcelona (OCUB), through d ifferent studies financed by the 

ÔÜÕÐÊÐ×ÈÓÐÛàɯ ÖÍɯ !ÈÙÊÌÓÖÕÈȮɯ ÛÏÌɯ "ÏÈÔÉÌÙɯ ÖÍɯ "ÖÔÔÌÙÊÌɯ ÖÙɯ ÚÖÔÌɯ ÙÌÛÈÐÓÌÙɀÚɯ

association. We succeed to do many different publications starting by retail 

location, structure and trends 1 and trying to achieve a new interpretation o f 

ÊÖÕÚÜÔ×ÛÐÖÕȮɯÌÚ×ÌÊÐÈÓÓàɯÖÍɯÛÏÌɯÊÖÕÚÜÔÌÙɀÚɯÚÖÊÐÌÛàȭɯ(ÛɯÏÈÚɯÉÌÌÕɯÈɯÝÌÙàɯÚÐÔÐÓÈÙɯ

conceptual itinerary that of our Portuguese co lleague Teresa Barata Salgueiro in 

her famous book2.  

On this way it is necessary to remark that consumption is not an exact 

equivalent to the traditional economic concept of Demand. Consumption is more 

general and diverse concept that includes many social, cultural, political and 

economic processes3. The new consumer today becomes in many aspects the real 

producer of the new offer/s upply, in a non -contradictory way. Consumer is not an 

only passive subject and every people can develop different consumption habits, 

according to its different ego 4. 

 

 

1. An Economic History too focused on production  

 

It is more and more necessary, and we are very interested in the construction of 

a historical substratum of the evolution of the World Economy. Especially in front 

                                                 
* OCUB/Anterrit (Observatori del Comerç Urbà de la Universitat de Barcelona - Urban Retail 

Observatory of the University of Barcelona), Universitat de Barcelona 
1 The most significant was the Retail Atlas of Barcelona (Carles Carreras, Atles comercial de Barcelona, 

Ajuntament de Barcelona, Barcelona, 2003). 
2 Teresa Barata Salgueiro, Do Comércio à Distribuição. Roteiro de uma Mudança, Celta, Oieras, 1996. 
3 Néstor García Canclini, Culturas híbridas. Estrategias para entrar y salir de la modernidad, Ed. Grijalbo, 

México, 1990. 
4 Norbert Elias, La sociedad de los individuos: ensayos, Península, Barcelona, 1990. 
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of the general ahistoricity of the majority of economists, with a very few 

exceptions, like Paul Krugman5 (b. 1953), David Landes6 (1924-2013) or Robert 

Allen 7. That has already been pointed out by the French Sociologist Pierre 

Bourdieu (1930-2002) in one of his last publications on the characteristics of the 

housing market 8; he insisted in the fact that the market is the result of the evolution 

of the processes of production, not an unchangeable Deus ex machina. This remark 

becomes very important for us, because our geographical tradition considers the 

Territory, our object of study, as an intrinsically time -space dynamic relationship 9. 

The analysis of the long duration cycles from Nikolaj D. Kondratieff (1892 -

1938), the famous Kondratieff waves, suggests a very interesting approach from 

the Statistics to the historicity of the Economy10. Because the cycles were mainly 

based on evolution of prices, production and wages, it would probably be possible 

to superpose some milestones of the consumption goods diffusion over this 

classical production cycles. We started some years ago reconstructing a history of 

some of the more significant goods that have had a big influence into the everyday 

life of consumers, dramatically changing their way of life: cars, refrigerators, 

television, cellular phones or computers 11. But this so empirical history implicitly 

defines a sort of accumulative curve, coherent with the developmental ideas of the 

ƕƝƚƔɀÚȰɯÛÏÐÚɯÊÜÙÝÌɯÞÈÚɯÐÕÊÙÌÈÚÐÕÎÓàɯÌß×ÖÕÌÕÛÐÈÓɯÉÌÊÈÜÚÌɯÛÏÌɯÐÔ×ÜÓÚÌɯÖÍɯÈɯÊÌÈÚÌÓÌÚÚɯ

technological innovation process. Cycles were a clear time expression that could 

also match with the same accumulative curve as a general trend, but with irregular 

changes on their rhythm. Prosperity, recession, depression and improvement 

maintaining their regular and constant sequence at a global scale were the essence 

ÖÍɯÛÏÌɯ*ÖÕËÙÈÛÐÌÍÍɯÞÈÝÌÚȭɯ-ÌÝÌÙÛÏÌÓÌÚÚɯÛÏÐÚɯÊàÊÓÌɀÚɯÙÌÎÜÓÈÙÐÛàɯÚeems to be more 

esthetically formal than scientifically explanatory, probably because its only 

statistical origins, far from theoretic economic or historic purposes 12. A first 

hypothesis could be, that accepting the cyclical way of the global economy, the 

                                                 
5 Paul Krugman, End this Depression Now!, Norton & Company, New York, 2012.  
6 David S. Landes, The Wealth and Poverty of Nations: Why Some Are So Rich and Some So Poor, Norton 

& Company, New York, 1998. 
7 Robert C. Allen, Global Economic History. A very short introduction, Oxford University Press, New 

York, 2011. 
8 Pierre Bourdieu, +ÌÚɯÚÛÙÜÊÛÜÙÌÚɯÚÖÊÐÈÓÌÚɯËÌɯÓɀõÊÖÕÖÔÐÌ, Ed. du Seuil, Paris, 2000. 
9 Milton Santos, A natureza do espaço. Técnica, Tempo. Razâo, Emoçâo. Sâo Paulo, Editora Nobel, 1996; 

Doreen Massey, For space, Sage, London, 2005. 
10 Nikolai Kondra tieff and  George Garvy, Las ondas largas de la economía, Revista de Occidente, 

Madrid, 1946, 124 pp. (original German edition from 1926).  
11 Sergio Moreno, Aproximación teórica y práctica a las relaciones entre comercio y ciudad. El caso de la 

producción y el consumo de libros en la ciudad de Barcelona, Universitat de Barcelona, Barcelona, Tesis 
Doctoral on line, 2011. 

12 (ÛɯÐÚɯÕÌÊÌÚÚÈÙàɯÛÖɯÏÈÝÌɯÐÕɯÔÐÕËɯÛÏÈÛɯÛÏÌɯÚÛÈÛÐÚÛÐÊÈÓɯ*ÖÕËÙÈÛÐÌÍÍɀÚɯÍÖÙÔÜÓÈÛÐÖÕȮɯÉÈÚÌËɯÈÛɯÏÐÚɯÖÙÐÎÐÕÚɯÐn 
the Marx theory, has been condemned by the Stalinist regime, and has signified first his imprisonment 
(1930) and finally his execution (1938). Scientific debate among statistics has become a political 
challenge to the soviet orthodoxy; social scientists use to be in danger under the dictatorships. 
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time duration of each wave could be different, as pointed out by Ernest Mandel 

(1923-1995) in 197813ȮɯÈÕËɯÛÏÈÛɯÞÌɯÈÙÌɯÈÚÚÐÚÛÐÕÎɯÛÖɯÈɯÊÓÌÈÙɯÈÊÊÌÓÌÙÈÛÐÖÕɯÖÍɯÊàÊÓÌɀÚɯ

duration at least since the ending of the XXth Century, the fifth Kondratieff wave 

for its developers.  

The isolated efforts of Kondratieff were in some way integrated into the search 

ÍÖÙɯ ÔÖËÌÓÚɯ ÐÕɯ ÛÏÌɯ ƕƝƗƔɀÚɯ ÈÔÖÕÎɯ ËÐÍÍÌÙÌÕÛɯ ÚÖÊÐÈÓɯ ÚÊÐÌÕÛÐÚÛȮɯ ÓÐÒÌɯ ÛÏÌɯ &ÌÙÔÈÕɯ

geographer Walter Christaller (1893-1969) or the Moravian-American economist 

Joseph A. Schumpeter14 (1883-1950), the real diffuser of the Kondratieff ideas. This 

modeling in Social Sciences implies the scientific diffusion of philosophic 

×ÖÚÐÛÐÝÐÚÔȮɯÈÕËɯÖÍɯÛÏÌɯÐÕÍÓÜÌÕÊÌɯÖÍɯÚÖÔÌɯ-ÈÛÜÙÈÓɯ2ÊÐÌÕÊÌɀÚɯ×ÈÙÈËÐÎÔÚɯȹÎÙÈÝÐÛàɯ

laws, evolution principles and so  on). The central role of Germany, of some 

German and Austro -Hungarian scientists, in some way between Russia and the 

Anglo -Saxon world, has been very important for the knowledge transfer and 

development du ring the first half of the XX th Century. By contrast, since the end of 

the Second World War, American universities and British publishers have 

oligopolized the knowledge and its diffusion almost all around the world.  

From this awareness, since 2006, we have tried to develop a transversal 

knowledge, connecting the outputs of our fragmented research with different 

international teams from Brazil to Italy, including Portugal, Spain and France. 

Analyzing retail structures and dynamics we are also structuring a complementary 

vision of the consumption evolution.  This vision could appear as critic because of 

the explicit wanted exteriority of the analysis, without rejecting the interior vision 

of our own developed capitalism, basically described by the Anglo -Saxon 

ÓÐÛÌÙÈÛÜÙÌȭɯ3ÏÜÚɯÊÖÕÚÜÔÌÙɀÚɯÚÖÊÐÌÛàɯÐÚɯÌÕÝÐÚÈÎÌËɯÈs a global process with different 

rhythms and locations, different intensities and densities, even throughout 

different circuits. The main conclusion is that the general economic system 

evolution has its almost constant sequence of periods of prosperity, recession, 

depression and improvement, but with some possible differences in their length, 

and in the magnitudes in each cycle. At the same time, these cycles are designed 

with an increasing trend, around an accumulative curve, both quantitative 

(magnitudes) and qualit ative (welfare, knowledge). The line designing the cycles is 

also complex, because it is only the average of many different data with also 

different values.  

One of the most important factors of this complexity could be envisaged from 

the pioneer theory of the two circuits of the capitalist economy, formulated at the 

beginning of the years 1970 by the Brazilian geographer Milton Santos (1926-2001), 

                                                 
13 $ÙÕÌÚÛɯ,ÈÕËÌÓȮɯɁ$ÓɯËÌÉÈÛÌɯÐÕÛÌÙÕÈÊÐÖÕÈÓɯÚÖÉÙÌɯÓÈÚɯÖÕËÈÚɯÓÈÙÎÈÚɯËÌÓɯËÌÚÈÙÙÖÓÓÖɯÊÈ×ÐÛÈÓÐÚÛÈȯɯÜÕɯ

ÉÈÓÈÕÊÌɯÐÕÛÌÙÔÌËÐÖɂȮɯRevista Mundo Siglo XXI (reproduced in Sin Permiso, Barcelona, 12, 2013, pp. 33-
57). 

14 Joseph A. Schumpeter, Business Cycles: A theoretical, historical and statistical analysis of the Capitalist 
process, McGraw-Hill, New York, 1939 (Spanish translation, 2002).  
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on the definition of a shared space15. This theory was created in order to bring a 

more scientific explanation of the socio-economic situation of the then so-called 

underdeveloped countries. In addition to this binary conception of the capital 

circuits and their relationships, we can integrate some conclusions from the studies 

of the Argentinean anthropo logist Nestor Garcia Canclini (b. 1938). We dare to 

suggest the implementation of this Milton Santos theory of the two circuits of the 

Economy to the Consumption itself. On the one hand, the majority of consumers of 

the affluent cities and regions constitu te the people operating in the upper circuit; 

the best expression of this upper circuit would be the global cities 16 and their 

ÚÏÖ××ÐÕÎɀÚɯÈÕËɯÓÌÐÚÜÙÌɯÍÈÊÐÓÐÛÐÌÚȭɯ.ÕɯÛÏÌɯÖÛÏÌÙɯÏÈÕËȮɯÛÏÌɯÐÕÛÌÙÕÈÛÐÖÕÈÓɯÞÖÙÒÌÙÚɯ

migration, legal or illegal 17, could constitute the lower circuit 18. The majority of the 

consumption places (public spaces, shopping centers or flea markets) could 

become connections between these two circuits; people circulating on the upper 

circuit could consume almost everywhere, and on the contrary not so many people 

of the lower circuit could consume spaces of the upper, even punctually some of its 

goods and services. 

(ÍɯÈÊÊÖÙËÐÕÎɯÛÖɯ,ÐÓÛÖÕɯ2ÈÕÛÖÚȮɯ&ÓÖÉÈÓÐáÈÛÐÖÕɯÊÖÕÚÛÐÛÜÛÌÚɯÛÏÌɯÛÖËÈàɀÚɯÛÌÊÏÕÐÊɯ

scientific informational environment 19, the global network of  communication, 

based on the satellite technologies and all their developments, is the real new 

infrastructure of the informational society 20. Into this network, internet already is 

relatively m inority, and appears more connected to the upper circuit, especially for 

ÐÕÍÖÙÔÈÛÐÖÕɯÈÕËɯÎÖÖËɀÚɯÊÖÕÚÜÔ×ÛÐÖÕȭɯ!ÜÛɯÔÖÉÐÓÌɯÛÌÓÌ×ÏÖÕÌÚȮɯÐÕɯÊÖÕÚÛÈÕÛɯÌÝÖÓÜÛÐÖÕɯ

with its constellation of social networks, and satellite television result the 

majoritarian i nfrastructure of communication for the lower circuit; parabolic aerials 

become the most visible sign of the diffusion of these infrastructures. Of course it 

ËÖÌÚÕɀÛɯÌßÐÚÛÚɯÈÕàɯÉÈÙÙÐÌÙɯÉÌÛÞÌÌÕɯÛÏÌÚÌɯÐÕÍÙÈÚÛÙÜÊÛÜÙÌɯÍÖÙɯÔÐÕÖÙÐÛàɯÜÚÌÚɯÐÕɯÖÕÌɯÖÙɯ

other circuit  

In contrast with the bi -directional and multidirectional possibilities of  the 

information infrastructures, both into the upper as well into the lower circuit, with 

                                                 
15 The first publication on the two circuits is dated in 1972, in a Spanish magazine, but the first book 

version dates from 1975, in French (Milton Santos, O espaço dividido. Os dois Circuitos da economia urbana 
dos Paises Subdesenvolvidos, Edusp, Sâo Paulo, second brazilian edition, 2004) 

16 Saskia Sassen, The Global City: New York, London, Tokyo, Princeton University Press, Princeton NJ, 
1991. 

17 3ÏÌɯËÈàÚɯÖÍɯÛÏÌɯ-È×ÓÌÚɯÚÌÔÐÕÈÙɯÞÌɯÞÌÙÌɯÓÐÝÐÕÎɯÛÏÌɯÚÈËɯÌß×ÌÙÐÌÕÊÌɯÖÍɯÖÕÌɯÖÍɯÛÏÌɯ+ÈÔ×ÌËÜÚÈɀÚɯ
worst tragedies, the evidence of the illegal circuit of migration.  

18 Upper and low circuits are not synonymous  of formal and informal, nor legal and illegal as 
pointed out for many authors (Santos, O espaço ËÐÝÐËÐËÖȮɯÊÐÛȭȰɯ,ÈÙÐÈɯ+ÈÜÙÈɯ2ÐÓÝÌÐÙÈȮɯɁ4ÙÉÈÕÐáÈÊÐĞÕɯ
ÓÈÛÐÕÖÈÔÌÙÐÊÈÕÈɯàɯÊÐÙÊÜÐÛÖÚɯËÌɯÓÈɯÌÊÖÕÖÔąÈɯÜÙÉÈÕÈɂȮɯRevista Geográfica de América Central, número 
especial EGAL, 2, 2011, 47E, pp. 1-17.)  

19 Santos, A natureza do espaço, cit. 
20 Manuel Castells, The Informational City, Basil Blackwell, Oxford , 1989; Manuel Castells, The Rise of 

the Network Society. Basil Blackwell, Oxford, 1996. 
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flexibility and limited restrictions, the urban space remains comparatively more 

rigid. Especially the urban residential areas and their domestic spaces constitute 

the place of social segregation, as it has been described and criticized for the first 

time by Friedrich Engels (1820-1895) in 1844. The public spaces, some public 

spaces, are the only places where socialization among citizens and social classes 

could be possible for private consumption, for collective consumption and even for 

pol itic expression21. From this fact arouse a new hypothesis: the institutionalization 

of urban planning at the beginning of XX th Century has become the unique 

technique to build and or ganize the cities all around the world in a sort of a 

crystallization of the social segregation of the earliest capitalism. Even the ordinary 

people in his everyday life could easily experience today this contradiction 

between the diff usion of increasing democratic human rights and developments on 

multilateral communication facilities and the rigidity of social segregation of urban 

neighbourhoods or the dramatic consequences of the centre-periphery dialectics in 

the big metropolitan areas22.  

 

 

2. Where are we? 

 

The current global financial crisis, initiated with the failure of the subprime 

mortgages in USA, and the European Union and IMF austerity policies have been 

ÈÕËɯÚÛÐÓÓɯÈÙÌɯËÙÈÔÈÛÐÊÈÓÓàɯÌÙÖËÐÕÎɯÛÏÌɯÊÖÕÚÜÔÌÙɀÚɯÚÖÊÐÌÛàȭɯ3ÏÌɯÛÌÙÙÐÉÓÌɯ×ÙÌÚÌÕÛɯ

situation, th e so-called economic crisis, differently affecting many countries like 

Spain, probably could give us a new and interesting perspective to historically 

analyse consumption. The austerity policies, in order to reduce the public 

administration deficits, incre ÈÚÌɯÛÏÌɯÜÕÌÔ×ÓÖàÔÌÕÛɯÙÈÛÌÚɯÈÕËɯÊÜÛɯÛÏÌɯÞÖÙÒÌÙɀÚɯ

salaries, with material reductions or with the dissemination of the so -called 

minijobs. All these cuts reduce, both materially and morally, consumption; 

especially among a large and increasing number of households, growing the 

numbers of the poor everywhere and reinforcing the disappearance of a never 

well -defined middle class. The awareness of the crisis itself and of the structural 

changes in the economic and political system probably has similar and even bi gger 

effects on the reduction of consumption, or, at least, in the moderation of 

individual and familiar expenses that a real lack of money.  

                                                 
21 In the last years, our research team is trying to develop a project to study the relationship between 

new urban social movements (Arab springs, indignados, Occupy Wall Street) and the Mediterranean 
public spaces (Barcelona, Madrid, Alexandria or Sarajevo). 

22 Maria Encarnação Beltrão Sposito, Interview in the journal Mais Valor, Sao Paulo, 2013. The analysis 
of the Bosnian capital of Sarajevo affords an interesting study case of the remains of an equalitarian 
×ÓÈÕÕÐÕÎɯÐÕɯÛÏÌɯÛÙÈÕÚÐÛÐÖÕɯÍÙÖÔɯ2ÖÊÐÈÓÐÚÔɯÛÖɯ"È×ÐÛÈÓÐÚÔɯȹ"ÈÙÙÌÙÈÚɯÌÛɯÈÓȭȮɯɁ'àÉÙid places. The Sarajevo 
ÊÈÚÌɂɯÐÕɯSouthEastern Europe, in press). 
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The failure of the capitalist financial system and even more the subsequent 

failure of the citizenship confidence iÕɯÉÈÕÒÚɯÐÕɯÎÌÕÌÙÈÓɯËÖÕɀÛɯÌÕÊÖÜÙÈÎÌɯÝÌÙàɯÔÜÊÏɯ

new social savings. Nevertheless at the same time, a very visible minority of rich 

people is always increasing their number 23, and their luxury goods and services 

consumption in the network of Global cities. Toda y, even more that in 1991 when 

Mollenkopf and Castells published his famous book 24, the process of dualization of 

the society is bigger. 

3ÏÌɯØÜÌÚÛÐÖÕɯÐÚɯÐÍɯÈÓÓɯÛÏÌÚÌɯÍÈÊÛÚɯÊÈÕɯÛÖɯÚÜÉÚÛÈÕÛÐÈÓÓàɯÊÏÈÕÎÌɯÛÏÌɯÊÖÕÚÜÔÌÙɀÚɯ

society or even to finish with. In this reÎÈÙËȮɯÛÏÌɯÍÈÔÖÜÚɯ&ÈÓÉÙÈÐÛÏɀÚɯÈÍÍÓÜÌÕÛɯÚÖÊÐÌÛàɯ

could have been a more or less fifty-five years cycle (1950-2005), with an important 

inflection in 1973. In the same way, this economic cycle probably has some 

connection with the shorter duration of the Cold W ar period (1945-1989). The most 

significant combination of the two facts, whose causality is difficult to establish, 

has been the arising of only one Capitalist world, that allows to speak on 

Globalization. There is also the re-emergence of China as a global power, with 

deep penetration everywhere, but especially in Africa and Latin America, and 

already with unpr edictable consequences. The political role of China, together with 

the new putinian Russia, in the international backstage, with their historical i nertia 

in many conflicts, probably could define a new Frozen War period today, in some 

way continuing the most classical geopolitical school of the Scottish geographer 

Halford J. MacKinder (1861-1947).  

The new concept of BRICS, around the self-association of Brazil, Russia, India, 

China and South-Africa in 2009, parallels the Non-ÈÓÐÎÕÌËɯÔÖÝÌÔÌÕÛɯÖÍɯÛÏÌɯƕƝƙƔɀÚȮɯ

and hides a complex heterogeneity behind their big figures, both demographic or 

ÌÊÖÕÖÔÐÊȮɯÈÕËɯËÖÌÚÕɀÛɯÏÌÓ×ÚɯÝÌÙàɯÔÜÊÏɯÛÖɯÌß×ÓÈÐÕɯÛÏÌɯÙÌÈÓÐÛàȭɯ(ÛɯÐÚ a very similar 

concept to that of Tiers Monde, created in 1952 by the French demographer Alfred 

de Sauvy (1898-1990), because both they cover a very large range of different 

situations from the most significant points of view, economic and politic, as wel l as 

social and cultural.  

The Arab spring, started at the end of 2010, has been another new social 

phenomenon troubling the international political scene, affecting one of the fronts 

of the famous clash of civilizations defined by Samuel Huntington (1927 -2008) first 

on 1992, and published later25. The stagnation of the majority of these social 

movements could be a clear sign of the failure of the expected universality of the 

bourgeois democracy and its values, together with the expansion of other urban 

                                                 
23 As periodically register the lists and rankings of billionaires in popular magazines, like Forbes or 

Fortune. 
24 John H. Mollenkopf, Manuel Castells, Dual City. Restructuring New York, Sage Foundation, New 

York, 1991. 
25 Samuel Huntington, Clash of civilizations and the remaking of World Order, Simon & Schuster, New 

York, 1996. 
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movements like the Spanish indignados26, or the American Occupy Wall Street and 

other27. At the same time, the backstage of these movements underlines the 

resilience of the urban public spaces, and of the City itself, especially on the 

Mediterranean cities. 

We are thus dealing with an apparent contradiction between the 

homogenization process connected with the economic and technical Globalization 

and the different forms of the social and spatial organization. From a Cultural 

point of view, crucial in the explanat ion of consumption, this situation reinforces 

the necessity to analyse the diversity of values and feelings all around the world 28. 

 

 

3. The claim for a new agenda, a work in progress  

 

The first objective in our research agenda must be to go beyond the 

fragmentation of the study cases, trying to elaborate a general explanation for 

ÍÖÙÔÚɯÈÕËɯÊÖÕÛÌÕÛÚɯÖÍɯÛÏÌɯÛÖËÈàɀÚɯÊÖÕÚÜÔÌÙɯÚÖÊÐÌÛàȭɯ(ÕɯÖÙËÌÙɯÛÖɯËÖɯÛÏÈÛȮɯÌÚÊÈ×ÐÕÎɯ

the simplification that generalization normally implies, we must to revisit the 

classical bibliography, from the pioneer French contributions 29 and the more recent 

Anglo -Saxon30. Pierre George (1909-2006) as a geographer did an interesting 

empirical approach to the differential diffusion of some consumption goods on the 

first d ecades of the affluent society; probably he was included into the general flow 

pretending that development was a process of more or less rapid and general 

homogenization, process that never succeed, but his differential data give us a very 

good starting point. Jean Baudrillard (1929-2007) as a sociologist has been more 

successful in the diffusion of the criticism to capitalist consumption, but with 

certain elitism in his values and judgements. Daniel Miller (b. in 1954) a British 

anthropologist put co nsumption in the agenda of research in all the Social Sciences, 

trying to conciliate the subjects and objects in the study of social relations implied 

in consumption. And finally, the New Zealander geographer Juliana Mansvelt did 

the first handbook on Geographies of Consumption, a very ho nest and 

comprehensive work. We need the coherent integration of all this contributions 

                                                 
26 The name of the Spanish social movement comes from the popular book of the French diplomat 

Stéphane Hessel (1917-2013) of 2010 (Stéphane Hessel S., Indignez-Vous!, Indigène Editions, Montpéllier, 
2010) translated as Indignados in Spanish and Time for Outrage in English.  

27  Manuel Castells, Networks of Outrage and Hope. Social Movements in the Internet Age, Polity Press, 
Cambridge Ma, 2012. 

28 We analyzed many different aspects of this Cultural diversity in a collective work some years ago 
(Carles Carreras, ed, Atlas de la Diversidad, Enciclopedia Catalana, Barcelona, 2004). 

29 Pierre George, Géographie de la consommation, Presses Universitaire Françaises, col. Que sais-je? 
1062, Paris, 1963; Jean Baudrillard, La société de consommation, Ed. du Seuil, Paris, 1970. 

30 Daniel Miller (1995), Acknowledging Consumption. A review of new studies, Routledge, London, 1995; 
Juliana Mansvelt, Geographies of Consumption, Sage, London, 2005. 
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together with all the other quoted along this text in a critical way, founded in the 

general theories of modern human geography. 

In order to implement this agenda we ne ed also some new methodological 

approaches. In addition to the classical quantitative analysis of the scarce data 

existing, we have applied some qualitative analysis mainly based on different 

observation techniques; especially working on the relationship b etween Geography 

and Literature. We will try to develop some analysis on the way of a Geography of 

the emotions, on the path of the last theoretical work of Milton Santos 31. 

We need to create a complex and integrated consumption history, considering 

the evolution and diffusion of goods and services, of commercial forms and 

formats, of changing behaviour of consumers, and of the social values that lie 

behind all these dynamics. We must to consider a non-cumulative history, with 

cycles and declining, even disappearance. Today, for instance, raises a new topic on 

the abandonment of the recent commercial spaces, the devastated retail spaces, like 

in the industrial ones some years ago. Even to consider the impact of different 

forms and densities of residential areas into the retail and consumption structures.  

We need to refine our economic analysis, looking at the most relevant variables: 

like the composition of the fiscal structure at the state level, in order to evaluate the 

percentages that consumption practically affords to the total amount of fiscal 

contributions 32; like also the relevance of the role of the urban real-estate market, in 

order to properly evaluate the retail evolution and its location strategies, and their 

consequences on consumption patterns; like the necessary emphasis in the role of 

the organization of logistic activities behind all the distribution processes, every 

day more and more strategic, both at the local and at the global scale; like the 

analysis of the present significance of competition and complementarity of 

different distributions and consumption activities and processes; like the 

evaluation of the rise and consequences of the diffusion of the different forms of e-

commerce, comparing the virtual and the real world and their relations hip; and 

finally like the study of the political structure of the territory, going forward the 

apparent irr ationality of the juridical and historical organization and the different 

distribution of wealth and power.  

Last but not least, it is necessary to consider also the effects of Globalization in 

all its consequences, even in the realm of moral and social values. The traditional 

bourgeoisie that developed the capitalist cities, or the Modernity in David Harvey 

words 33 was situated at a local or regional level; they used to accumulate some 

Cultural capital in different forms (art, institutions, monuments, museums, 

                                                 
31 Santos, A natureza do espaço, cit. 
32 According to the Folha de Sâo Paulo journal of 02/06/2013, OCDE evaluates this percentage in 52% 

in Argentina, 44% in Brazil, 30% in the United Kingdom, 25% in F rance, 24% in Canada and only in 18% 
in USA. 

33 David Harvey , Paris capital of Modernity, Basil Blackwell, Oxford, 2003. 



For a more critical Consumption History 73 

 

 

theaters), strongly appreciating the quality of the creativity. The example of the 

dandy was in some way the representation of the social success. Today the new 

ÎÓÖÉÈÓɯÉÖÜÙÎÌÖÐÚÐÌȮɯÛÏÌɯÕÌÞɯÔÐÓÓÐÖÕÈÐÙÌÚȮɯÈ××ÌÈÙɯÛÖɯËÖÕɀÛɯÏÈÝÌɯÙÌÈÓɯÙÖÖÛÚȮɯÈÕËɯÛÖɯÉÌɯ

only interested in the simple accumulation of money capital and luxurious 

consumptions goods; eve the different forms of Art seems to be another form of 

inv estment, like finance or real-estate. A big part of the responsibility for this 

change is also on the side of the artists and intellectuals who selling their Works in 

the global market became their selves a simple good, with a big devaluation of the 

content, paradoxically in a proportional way to the rise of its price. It could be said, 

that it is something similar to the fact that New York city, in the middle of XX th 

Century, stole the capitality of modernity to Paris 34. 

 

 

Additional references  

 

David Harv ey, The Enigma of Capital and the Crisis of Capitalism, Oxford University 

Press, Oxford, 2010. 

Gaston Imbert, Des mouvements de longue durée Kondratieff, La Pensée Universitaire, 

Aix -en-Provence, 1959. 

Frenk Trentman, The History of Consumption, Oxford Uni versity Press, Oxford, 

2012. 

                                                 
34 Serge Guilbaut, How New York stole the Idea of Modern Art, University of Chicago Press, Chicago, 
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CITTÀ, COMMERCIO URBANO E CONSUMO:  

UN APPROCCIO DI GEOGRAFIA CRITICA RADICALE  

 
(ÓɯÝÌÙÖɯ×ÙÖÉÓÌÔÈɯÚÛÈɯÕÌÓÓɀÐËÌÕÛÐÍÐÊÈÙÌɯ 

la vera natura del problema stesso. 
Paul Auster 

 

 

Questo saggio si propone di evidenziare la forza che ha il pensiero della critica 

ÙÈËÐÊÈÓÌɯ ÚÝÐÓÜ××ÈÛÖÚÐɯ ÈÓÓɀÐÕÛÌÙÕÖɯ ËÌÓÓÈɯ ÚÊÐÌÕáÈɯ ÎÌÖÎÙÈÍÐÊÈȮɯ ÐÕɯ ×ÈÙÛÐÊÖÓÈÙÌɯ ØÜÌÓÓÖɯ

relativo alle questioni degli spazi del commercio e del consumo, nel senso della 

capacità di riconoscere e svelare le contraddizioni esistenti in questi spazi della 

città contemporanea. Discuteremo, pertanto, gli aspetti teorici che danno 

fondamento a tali studi, sebbene vada ricordato che tale approccio è radicato nei 

×ÙÖÉÓÌÔÐɯËÌÙÐÝÈÕÛÐɯËÈÓÓɀÖÚÚÌÙÝÈáÐÖÕÌɯËÌÓÓÈɯÝÐÛÈɯÙÌÈÓÌɯÊÏÌ la città contemporanea ci 

pone. 

 1. ɬ Un primo problema che ci tocca in questi ultimi tempi, almeno nel quadro 

ËÌÓÓÈɯÎÌÖÎÙÈÍÐÈɯÉÙÈÚÐÓÐÈÕÈȮɯöɯÊÏÌɯÓɀÈÊÊÌÛÛÈáÐÖÕÌɯÌɯÓɀÈÉÉÈÕËÖÕÖɯËÌÓÓÌɯÛÌÔÈÛÐÊÏÌɯÌɯËÌÐɯ

modi di interpretare lo spazio della vita nella città nasco no e spariscono negli 

incontri scientifici, e ciò ci porta a pensare che non stiamo davvero costruendo un 

pensiero geografico, e neanche costruendo diverse scuole di pensiero. La pressione 

ËÌÐɯÛÌÔ×ÐɯËÐɯ×ÙÖËÜáÐÖÕÌɯÊÐɯÏÈɯ×ÖÙÛÈÛÖɯÈÓÓɀÜÛÐÓÐááÖɯËÐɯÊÐğɯÊÏÌɯÝÈɯËÐ moda, che non ha 

una durata nel tempo, come se la teoria potesse essere cambiata come cambiamo 

un capo di abbigliamento.  

La mancanza di un pensiero più potente e critico nelle nostre università è anche 

il risultato della mancanza di tempo per approfondir e gli studi, a causa della 

necessità di aggiornare continuamente un ranking della produttività di insegnanti e 

ÚÛÜËÌÕÛÐȭɯ"ÖÔÌɯ×ÌÙɯÓɀÈÉÉÐÎÓÐÈÔÌÕÛÖȮɯÖÎÎÐɯÈÕÊÏÌɯÓÌɯÜÕÐÝÌÙÚÐÛãɯÏÈÕÕÖɯÜÕɯ×ÙÖ×ÙÐÖɯ

marchio. Questa è una catastrofe da tempo annunciata e la situazione è 

ulteriormente peggiorata, perché trattiamo le scienze umane così come trattiamo le 

altre scienze, che per la loro diversa natura sono in grado di produrre conoscenza 

in tempi più brevi. Non è il caso di noi geografi. Questo ha a che fare con quello 

che dirò più avanti sul commercio. Nel XIX secolo Marx scrisse:  

 
infine arrivò un tempo in cui tutto ciò che gli uomini consideravano come 
ÐÕÈÓÐÌÕÈÉÐÓÌɯËÐÝÌÕÕÌɯÖÎÎÌÛÛÖɯËÐɯÚÊÈÔÉÐÖȮɯËÐɯÛÙÈÍÍÐÊÖɯÌɯ×ÖÛÌÝÈɯÌÚÚÌÙÌɯÈÓÐÌÕÈÉÐÓÌɯȻȱȼɯOɯÐÓɯ
tempo della corruzione generale, della venalità universale o, per esprimerci in 
termini di economia politica, il tempo in cui ogni cosa morale o fisica, convertita in 

                                                 
* Departamento de Planejamento Territorial e Geoprocessamento, Universidade Estadual Paulista 
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valore di scambio, viene portata sul mercato per essere apprezzata per il suo valore 
equo1.  

 

Non ci sono parole! 

 

2. ɬ Per quanto riguarda la nostra specifica tematica, ȿcittà, commercio e 

consumoȿȮɯ ×ÖÚÚÐÈÔÖɯ ÌÝÐËÌÕáÐÈÙÌɯ ÈÓÊÜÕÐɯ ×ÙÖÉÓÌÔÐɯ ËÐɯ ØÜÌÚÛɀÖÙËÐÕÌȭɯ (Óɯ ÊÖÕÚÜÔÖɯ

ÎÜÈËÈÎÕÈɯÕÖÛÖÙÐÌÛãɯȹÖÚÚÐÈɯÊÌÕÛÙÈÓÐÛãɯÕÌÓÓɀÐÕÚÐÌÔÌɯËÌÓÓÈɯ×ÙÖËÜáÐÖÕÌɯÎÌÕÌÙÈÓÌɯËÌÓÓÈɯ

società ɬ produzione, distri buzione e scambio) a partire dalla fine del secolo scorso 

e, nel nostro caso, si tratta di esaminare scientificamente il nostro quotidiano, in cui 

siamo allo stesso tempo ricercatori e consumatori. Cerchiamo sempre di capire in 

che direzione va il prodotto  finito attraverso lo spazio urbano, poiché analizziamo 

il momento in cui il prodotto diventa tale, vale a dire quando sarà consumato: 

quindi analizziamo e allo stesso tempo veniamo analizzati, pertanto continuiamo 

ad essere colpiti individualmente. Ricord ÖȮɯÈËɯÌÚÌÔ×ÐÖȮɯÜÕɯÌÚÛÙÈÛÛÖɯËÈÓɯÍÐÓÔɯɁIl 

Diavolo veste PradaɂȮɯÐÕɯÊÜÐɯÐÓɯ×ÌÙÚÖÕÈÎÎÐÖɯËÐɯ,ÌÙàÓɯ2ÛÙÌÌ×ɯȹ,ÐÙÈÕËÈȺɯËãɯÜÕÈɯÓÌáÐÖÕÌɯ

alla sua assistente Andy (Anne Hathaway), che indossa un maglione blu e ride 

perché non riesce a vedere la differenza tra due cinture che stanno scegliendo. 

Miranda la ri m×ÙÖÝÌÙÈɯËÐÊÌÕËÖȯɯɁ"ÏÌɯÊÖÚÈɯÊɅöɯËÐɯÊÖÚĆɯËÐÝÌÙÛÌÕÛÌȳɂɯ+ɀÈÚÚÐÚÛÌÕÛÌȮɯÊÏÌɯ

×ÌÕÚÈɯËÐɯÕÖÕɯÊÈ×ÐÙÌɯÕÜÓÓÈɯËÐɯÔÖËÈȮɯÊÌÙÊÈɯËÐɯÚÊÜÚÈÙÚÐɯÔÈɯ,ÐÙÈÕËÈɯÊÖÕÛÐÕÜÈȯɯɁ Ïȵɯ

certo, ho capito. Pensi che qui non ci sia nulla che abbia a che fare con te. Apri il 

ÛÜÖɯÈÙÔÈËÐÖɯÌɯÚÊÌÎÓÐɯØÜÌÚÛɀÖÙÙÐÉÐÓÌɯÔÈÎÓÐÖÕÌȭɯ(ÓɯÊÖÓÖÙÌɯËÌÓɯÔÈÎÓÐÖÕÌɯÕÖÕɯöɯÜÕɯ

ÚÌÔ×ÓÐÊÌɯÉÓÜɯȱɯÕÖÕɯöɯÛÜÙÊÏÌÚÌɯȭȭȭɯÕÖÕɯöɯÓÈ×ÐÚÓÈááÜÓÖɯȭȭȭɯöɯÊÌÓÌÚÛÌȭɯ$ɯÛÜɯÐÎÕÖÙÐɯÐÓɯÍÈÛÛÖɯ

ÊÏÌɯÕÌÓɯƖƔƔƖɯ.ÚÊÈÙɯËÌɯÓÈɯ1ÌÕÛÈɯÈÉÉÐÈɯÊÙÌÈÛÖɯÜÕɀÐÕÛÌÙÈɯÊÖÓÓÌáÐÖÕÌɯËÐɯØÜÌÚÛÖɯÊÖÓÖÙÌɂɯ

.... e continua, mostrando come questo colore sia stato imitato, come abbia lasciato 

gli studi dei famosi stilisti, come sia andato a finire nei grandi magazzini e, infine, 

ÕÌÐɯÕÌÎÖáÐɯ×Ö×ÖÓÈÙÐɯɂËÖÝÌɯÛÜɯÚÌÕáÈɯËÜÉÉÐÖɯÓɀÏÈÐɯÊÖÔ×ÙÈÛÖɯÐÕɯÚÈÓËÖɂȭɯ,Ðranda 

prosegue mettendo in evidenza quanti milioni di dollari e quanto lavoro 

ÙÈ××ÙÌÚÌÕÛÐɯØÜÌÓɯÉÓÜɯÌɯÍÐÕÐÚÊÌɯÐÓɯËÐÚÊÖÙÚÖɯËÐÊÌÕËÖȯɯɁ×ÐÜÛÛÖÚÛÖɯÐÙÖÕÐÊÖɯØÜÈÕËÖɯ×ÌÕÚÐɯ

di aver fatto una scelta ma in realtà questo maglione è stato scelto dalle persone 

che sono in ØÜÌÚÛÈɯÚÛÈÕáÈɂȭ 

3. ɬ 4ÕɯÈÓÛÙÖɯ×ÜÕÛÖɯÊÏÌɯÔÌÙÐÛÈɯÜÕÈɯ×ÈÙÛÐÊÖÓÈÙÌɯÊÖÕÚÐËÌÙÈáÐÖÕÌɯöɯÓɀÌÔÌÙÎÌÙÌɯËÐɯ

una scuola di pensiero nella geografia brasiliana, principalmente presso 

Óɀ4ÕÐÝÌÙÚÐÛãɯËÐɯ2ÈÕɯ/ÈÖÓÖɯÌɯÛÙÈɯÎÓÐɯÚÛÜËÌÕÛÐɯËÌÓÓÈɯÔÈÎÐÚÛÙÈÓÌȮɯÊÏÌɯÕÌÎÓÐɯÈÕÕÐɯ2ÌÛÛÈÕÛÈɯ

percepirono le contraddizioni tra la realtà brasiliana e la teoria che avevano 

appreso durante gli anni precedenti trascorsi come studenti di laurea. 

Naturalmente ciò ha anche a che fare con il periodo politico che viveva il paese, 

periodo in cui il co ntrolÓÖɯËÌÓÓɀÐÕÍÖÙÔÈáÐÖÕÌɯÙÌÕËÌÝÈɯÔÖÓÛÖɯËÐÍÍÐÊÐÓÌɯÐÓɯÊÖÕÛÈÛÛÖɯÊÖÕɯ

autori come Marx, le cui opere, ad esempio, scomparvero dalle librerie. Leggere e 

                                                 
1 Karl Marx, Textos filosóficos, Editorial Estampa, Lisboa, 1975. 
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ÚÝÐÓÜ××ÈÙÌɯÜÕÈɯÊÙÐÛÐÊÈɯËÌÓÓɀÌÊÖÕÖÔÐÈɯ×ÖÓÐÛÐÊÈɯÌÙÈɯØÜÐÕËÐɯÔÖÓÛÖɯËÐÍÍÐÊÐÓÌȮɯÔÈɯÕÖÕɯ

impossibile grazie a questioni che non è il caso di approfondire ora. Ciò che vorrei 

qui evidenziare è che in quel periodo, in occasione delle varie ricerche geografiche, 

emerge la critica ai modelli che contraddicevano ciò che la vita reale ci mostrava. 

Quindi, cercando di dimostrare il  ×ÌÙÊÏõɯ ËÌÓÓɀÌÚÐÚÛÌÕáÈɯ ËÐɯ ÚÜ×ÌÙÔÌÙÊÈÛÐɯ ÐÕɯ

determinati punti di San Paolo e dintorni (nella regione metropolitana), io cercai di 

andare al di là di ciò che era stato il risultato relativo a questo tema in Geografia2, 

prendendo come punto di partenza " la riorganizzazione dello spazio come oggetto 

di studio della geografia, identificandolo come prodotto e come condizione della 

riproduzione della soci etàɂ3.  

Partendo dal presupposto di voler comprendere quel concetto del commercio, 

ho cominciato: 

 
ɁÈɯÙÐÍÓÌÛÛÌÙÌ ÚÜÓÓÖɯÚÊÈÔÉÐÖɯÕÌÓÓÈɯÚÖÊÐÌÛãɯÊÈ×ÐÛÈÓÐÚÛÈɯ×ÌÙɯ×ÖÐɯ×ÈÚÚÈÙÌɯÈÓÓɀÈÕÈÓÐÚÐɯËÌÐɯ
processi di concentrazione e centralizzazione del capitale e del metodo di produzione 
capitalista che comporta una concentrazione di attività commerciali. A partire dai 
seguenti parametri (fondendoli) ɬ la produzione, il commercio e il mercato interno ɬ 
(ho discusso) lo sviluppo e la crescente concentrazione dei consumi in città e la 
ÊÖÕÊÖÙÙÌÕáÈɯÐÕÌÙÌÕÛÌɯÈÓɯÚÐÚÛÌÔÈɯÊÈ×ÐÛÈÓÐÚÛÈɯËÐɯ×ÙÖËÜáÐÖÕÌɂ4.  

 

In quella tesi di laurea affiora anche lɀÐËÌÈɯ ËÐɯ ÐÕËÐÝÐËÜÈÙÌɯ ÐÓɯ ÓÜÖÎÖɯ ËÌÓɯ

ÊÖÔÔÌÙÊÐÖɯÊÖÔÌɯÐÓɯ×ÜÕÛÖɯÐÕɯÊÜÐɯÓÈɯÔÌÙÊÌɯÊÐÙÊÖÓÈɯ×ÐķɯÝÌÓÖÊÌÔÌÕÛÌɯȹÕÌÓÓɀÈÙÛÐÊÖÓÈáÐÖÕÌɯ

spazio-tempo).  

4. ɬ Oggi, come risultato della ricerca per comprendere questa forma 

commerciale (e quando mi riferisco alla forma mi rife risco anche alla struttura e 

alla funzione, cioè ad una triade) penso che il supermercato sia stato proprio la 

forma che più di ogni altra ha cambiato il quotidiano della metropoli, facendo 

capire come una novità, a partire dalla metà degli anni Sessanta (durante la 

dittatura), abbia trasformato in maniera decisiva la distribuzione dei prodotti di 

principale consumo della società di San Paolo e del resto del Brasile, selezionando 

luoghi sempre più centrali, ossia dove si concentra il reddito della popolazio ne, per 

ÓɀÈ×ÌÙÛÜÙÈɯËÌÓÓÌɯÝÈÙÐÌɯÙÌÛÐɯËÐɯÚÜ×ÌÙÔÌÙÊÈÛÐȭɯ,ÈɯÐɯÊÈÔÉÐÈÔÌÕÛÐɯÕÌÓɯÚÌÛÛÖÙÌɯÕÖÕɯÚÐɯ

fermano e vengono alterati i metodi di concorrenza tra le reti commerciali, 

ÚÖ×ÙÈÛÛÜÛÛÖɯËÖ×ÖɯÓɀÐÕÎÙÌÚÚÖɯÕÌÓɯÔÌÙÊÈÛÖɯËÐɯCarrefour. Oggi i consumatori vivono in 

ÜÕɀÌÕÖÙÔe concorrenza in questo settore. Tuttavia, non possiamo dimenticare che 

                                                 
2 Silvana Maria Pintaudi, Os Supermercados na Grande São Paulo: contribuição ao transformação do 

comércio varejista de gêneros alimentícios nas Grandes Metrópoles, Mimeo, São Paulo, 1982. 
3  ÕÈɯ%ÈÕÐɯ ÓÌÚÚÈÕËÙÐɯ"ÈÙÓÖÚȮɯɁ1Ì×ÌÕÚÈÕËÖɯÈɯÎÌÖÎÙÈÍÐÈɯÜÙÉÈÕÈȯɯÜÔÈɯÕÖÝÈɯ×ÌÙÚ×ÌÊÛÐÝÈɯÚÌɯÈÉÙÌɂȮɯÐÕɯ

Ana Fani Alessandri Carlos (ed), Os caminhos da reflexão sobre a cidade e o urbano, Editora da 
Univ ersidade de São Paulo, São Paulo, 1994, p. 192. 

4 "ÈÙÓÖÚȮɯɁ1Ì×ÌÕÚÈÕËÖɯÈɯÎÌÖÎÙÈÍÐÈɯÜÙÉÈÕÈȯɯÜÔÈɯÕÖÝÈɯ×ÌÙÚ×ÌÊÛÐÝÈɯÚÌɯÈÉÙÌɂȮɯÊÐÛȭȮɯ××ȭɯƕƝƖ-193 (una 
ÙÐÍÓÌÚÚÐÖÕÌɯËÌÓÓɀÈÜÛÙÐÊÌɯÚÜÓÓÈɯÔÐÈɯÛÌÚÐɯËÐɯÔÈÚÛÌÙȺȭɯ 
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ÓÌɯÍÖÙÔÌɯÚÖÕÖɯÜÕɀÐÔÐÛÈáÐÖÕÌɯȹ×ÈÙÓÌÙğɯËÐɯØÜÌÚÛÖɯ×ÐķɯÈÝÈÕÛÐȺȮɯÍÈÛÛÖÙÌɯÊÏÌɯÊÖÔ×ÖÙÛÈɯ

ÓɀÈÜÔÌÕÛÖɯËÌÓÓɅespansione di tale forma di consumo dei prodotti che ɬ anche nel 

caso dei supermercati ɬ mi astengo dal chiamare di ȿprima necessitàȿ. Mi spiego: è 

possibile che il latte sia un prodotto di prima necessità ma, oltre al latte, ciò che 

adesso troviamo sullo scaffale di un supermercato è una molteplicità di tipologie di 

latte e ciò sta a dimostrare che il concetto di prima necessità dipende da altri 

fattori. Le merci hanno sempre qualcosa da dire, ed è bene prestare attenzione a ciò 

che dicono, anche perché, in quei luoghi, parlano direttamente al consumatore 

(viene in mente Marcovaldo nel Supermercato di Italo Calvino).  

5. ɬ Ma, andando avanti, oltre a mostrare la concentrazione e centralizzazione 

del capitale commerciale urbano, questa forma cambierà la forma urbana stessa, 

tanto spazialmente (eliminando vecchi negozi di generi alimentari e dand o spazio 

alla creazione di nuove centralizzazioni e simultaneità del prodotto), quanto con la 

ripetizione attraverso le reti commerciali. La distribuzione dei supermercati dà 

luogo a un cambiamento nelle precedenti relazioni sociali tra acquirenti e 

vendit ori, facendo venir meno la mediazione del venditore, cioè di colui che faceva 

da mediatore, tra acquirente e merce. Questa sorta di vendita si estende a molti 

altri negozi, in particolare ai grandi magazzini, dove è sempre più frequente il self-

service. 

6. ɬ Ora ogni forma commerciale consente la riproduzione di rapporti specifici 

perché prodotta in un determinato momento storico, ma il capitale colonizza tutto 

e lo fa tramite l'attualizzazione delle forme 5. La genesi di una forma spaziale ci dà 

la possibilità di comprendere la sua esistenza nel tempo così come nel futuro. Una 

forma commerciale, per durare, deve essere in grado di resistere, di mettere radici, 

di avere uno scopo, ma per fare ciò si deve continuamente aggiornare al fine di 

poter dialogare con le forme emergenti. Necessario per tutte le forme commerciali 

è anche il flusso di capitali, che verrà riprodotto su larga scala, ma chiaramente non 

tutti ce la fanno.  

7. ɬ Ed ora una considerazione sul franchising, che oggi domina il settore dei 

centri commerciali del Brasile. Quando abbiamo analizzato i centri commerciali per 

la prima volta negli anni Ottanta, abbiamo notato che, nei contratti dei 

commercianti, si richiedeva una ristrutturazione del negozio ogni cinque anni; in 

quel periodo ancora non erano i franchising che dominavano, ma oggi questa 

                                                 
5 $ɀɯÐÓɯÊÈÚÖɯËÌÓɯ"ÌÕÛÙÖɯ"ÖÔÔÌÙÊÐÈÓÌɯSt. Germain a Parigi. In origine, nel 1482, i religiosi ottennero una 

licenza per poter aprire un mercato con 400 negozi e i commercianti abitavano al primo piano. Fu 
ËÐÚÛÙÜÛÛÖɯËÈɯÜÕɯÐÕÊÌÕËÐÖɯÕÌÓɯƕƜƕƕɯÌɯÙÐÊÖÚÛÙÜÐÛÖɯËÈɯ!ÓÖÕËÌÓɯÚÖÛÛÖɯ-È×ÖÓÌÖÕÌɯ(ȭɯ(Ú×ÐÙÈÛÖɯÈÓÓɀÈÙÊÏÐÛÌÛÛÜÙÈɯ
italianaȮɯÓɀÌËÐÍÐÊÐÖɯÌÚÐÚÛÌÕÛÌɯÈÕÊÖÙÈɯÖÎÎÐɯöɯÊÖÚÛÐÛÜÐÛÖɯËÈɯÜÕÈɯ×ÐÈááÈɯÊÌÕÛÙÈÓÌɯÊÖ×ÌÙÛÈɯÌɯÊÐÙÊÖÕËÈÛÈɯËÈɯ
doppie colonne. Nel 1967, però, vengono ristabiliti a Parigi i mercati che ci ricordano molto il Marché 
Saint Germain, ma il mercato che in origine era di 6.000 m2 diventa di 1.000 m2 e funziona come GAP, 20 
boutique, un auditorio, un conservatorio, un centro sportivo e un asilo nido, per non parlare del fatto 
ÊÏÌȮɯËÜÙÈÕÛÌɯÓÈɯÔÐÈɯÙÐÊÌÙÊÈȮɯÊɀÌÙÈɯÈÕÊÏÌɯÜÕɯ×ÈÙÊÏÌÎÎÐÖɯÚÖÛÛÌÙÙÈÕÌÖɯËÐɯƘƔƔɯ×ÖÚÛÐȭ 
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ristruttur azione è automatica in ogni rete di franchising per mantenere aggiornata 

ÓɀÐÔÔÈÎÐÕÌɯ ËÌÓÓÈɯ ×ÙÖ×ÙÐÈɯ ÔÈÙÊÈɯ ȹÚÌÔ×ÙÌɯ ÕÌÓɯ ×ÙÌÚÌÕÛÌȺȭɯ "ÏÐɯ ÐÕÝÌÊÊÏÐÈɯ ÚÖÕÖɯ ÓÌɯ

persone (anche se fanno ginnastica o si rifanno). 

8. ɬ Marketing e franchising: il primo mette il prodotto brevettato sul mercato e il 

secondo affitta un marchio brevettato, la cui proprietà rimane privata. La rapida 

espansione di questi due segmenti, in particolare in Brasile, mostra come il 

monopolio  istituito dalle marche può essere redditizio ɬ ÕÖÕɯÚÐɯ×ÜğɯËÈÙÌɯÜÕɀÈÓÛÙÈɯ

ÐËÌÕÛÐÛãɯÈɯÜÕɀÐÔÔÈÎÐÕÌɯÎÐãɯÊÙÌÈÛÈȭɯ(ÓɯÝÈÓÖÙÌɯËÐÝÌÕÛÈɯÚÐÔÉÖÓÖɯÈÛÛÙÈÝÌÙÚÖɯÓÈɯÓÖÎÐÊÈɯ

della diff erenza, segno che, secondo Baudrillard, definisce il campo specifico del 

consumo. La moda, ad esempio, è istituita dal sistema per esaltare il valore 

distintivo e par aËÖÚÚÈÓÌȯɯÊÐğɯÚÐÎÕÐÍÐÊÈɯÊÏÌɯÌÚ×ÙÐÔÌɯÜÕɀÖ×ÐÕÐÖÕÌɯËÐÝÌÙÚÈɯÖɯÊÖÕÛÙÈÙÐÈȮɯ

ÔÈɯɁÚÌÕáÈɯÊÖnvinzione, (solo) per il gusto di divertirsi, di brillare, o di provocare 

ammirazioneɂ6. Il franchising e la sua distribuzione in numerosi punti sono 

portatori dei segni.  

9. ɬ Mi chiedo: davanti a questa forma urbana, con tali forme commerciali, dove 

ÚÐɯÐÕÚÌÙÐÚÊÌɯÓɀÐÔÔÈÎÐÕÈÙÐÖɯËÌÓɯÊÐÛÛÈËÐÕÖȳɯ2ÈÙãɯÊÏÌɯØÜÌÚÛÈɯÙÐ×ÌÛÐáÐÖÕÌɯöɯÎÐÜÚÛÐÍÐÊÈÛÈɯ

solo dalla logisticaȳɯ.ɯ×ÌÙɯÐÓɯÔÖËÖɯÐÕɯÊÜÐɯÝÐÌÕÌɯÊÖÕÊÌ×ÐÛÖɯÐÓɯÊÈ×ÐÛÈÓÌɯÕÌÓÓɀÈÔÉÐÛÖɯ

commerciale - quando si sa che oggi il capitale investito in questa attività non è più 

il risultato di accumulo nel settore commerciale (vedi il caso del franchising)? Sarà 

che noi non siamo affetti da questa forma di costruzione dello spazio che si ripete 

fino alla nausea? A volte ci siamo imbattuti in studi sul comportamento 

ËÌÓÓɀÐÕËÐÝÐËÜÖɯËÌÓÓɀÌÛãɯÊÖÕÛÌÔ×ÖÙÈÕÌÈȭɯ ÉÉÐÈÔÖɯÚÌÕÛÐÛÖɯËÐÙÌɯÌɯÔÖÓÛÐɯËÐɯÕÖÐɯÏÈÕÕÖɯ

anche scritto che gli individui -consumatori sono narcisisti e individualisti. Ma sarà 

ÊÏÌɯÓÖɯÚ×ÈáÐÖɯËÌÓÓÈɯȿÍÖÙÔÈɀɯÊÏÌɯÝÐÌÕÌɯÙÐ×ÙÖËÖÛÛÖɯÕÖÕɯÏÈɯÕÜÓÓÈɯÈɯÊÏÌɯÝÌËÌÙÌɯÊÖÕɯÛÜÛÛÖɯ

ciò? A pensarci bene, mi permetto di dire, sì, e ciò che dirò in seguito è solo un 

primo approccio. La ripetizione di spazi commerciali, come il franchising, che sono 

già strutturati, individua il negozio di una determinata marca e, poiché essa viene 

ripetuta non solo nazionalmente ma anche internazionalmente, non vi è alcun 

ËÜÉÉÐÖɯÚÜÓÓɀÈÊØÜÐÚÛÖɯɬ ɁÚÌɯ×ÖÚÚÖɯÊÖÔ×ÙÈÙÌɯØÜÌÚÛÈɯÔÈÙÊÈɯöɯ×ÌÙÊÏõɯ×ÖÚÚÖɯ×ÈÎÈÙÓÈɂȮɯ

Ö××ÜÙÌɯɁØÜÌÚÛÈɯÔÈÙÊÈɯÚÐɯÈËËÐÊÌɯÈÓɯÔÐÖɯÔÖËÖɯËÐɯÌÚÚÌÙÌɂȭɯOɯÊÖÔÌɯ×ÙÌÎÈÙÌȮɯÊÖÔÌɯ

ripetere il mantra che rimuove l'ansia (senza riflettere). Questo è il rituale. La 

ripetizione dello spazio commerciale è ciò che lo permette. Rimuove la paura e la 

ÚÖÍÍÌÙÌÕáÈɯÌɯÊÖÚĆɯ ɁÙÌÈÓÐááÐÈÔÖɯÐÓɯ ÕÖÚÛÙÖɯËÌÚÐËÌÙÐÖɂɯ ÐÕɯƕƔɯÙÈÛÌɯÌɯÛÜÛÛÖɯÊÐğɯ×Üğɯ

benissimo aumentare il consumo (non parlerò del credito, sarebbe troppo lungo).  

10. ɬ In conclusione, gli spazi di consumo e commerciali di oggi sono prodotti 

come merci da consumo e implicano ȿuno stile di vitaȿ (che ci guida nel quotidiano) 

apparentemente inevitabile. È bene interpretare in maniera corretta i segni emessi 

da questi spazi, in particolare quelli delle forme commerciali più recenti che si 

                                                 
6 André Lalande, Vocabulário técnico e crítico da Filosofia, Martins Fontes, São Paulo, 1999, III ed., p. 

789. 
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moltiplicano  visibilmente per la città e che aggiornano, indirettamente, le altre 

forme del sistema di distribuzione commerciale dei prodotti. I contrasti che le 

forme commerciali presentano nel paesaggio urbano emergono, in particolare, tra 

le diverse forme perché la logica che lega la produzione e il consumo di beni 

raggiunge tutte le forme di scambio, anche se a prima vista ciò può non sembrare 

così evidente. Così, i luoghi destinati al commercio e al consumo possono 

distinguersi in quanto a morfologia, ma la maggio r parte si sviluppa con la stessa 

ÓÖÎÐÊÈɯ ÌÊÖÕÖÔÐÊÈɯ ËÌÓÓɀÈÛÛÜÈÓÌɯ ÊÈ×ÐÛÈÓÐÚÔÖɯ ÊÖÚĆɯ ÊÖÔÌȮɯ ×ÌÙɯ ÓÈɯ ÚÛÌÚÚÈɯ ÙÈÎÐÖÕÌȮɯ ÐÓɯ

cittadino è portato a consumare. La necessità di consumare viene definita a priori. 

È per questi motivi che ritengo importante la comprensione dello spazio urbano 

del commercio e del consumo, in quanto il suo scintillio ci colpisce così tanto da 

ÈÊÊÌÊÈÙÊÐȭɯ(ÕɯÜÕɯÌÚÛÙÈÛÛÖɯËÈÓɯÓÐÉÙÖɯɁ2ÈÎÎÐÖɯÚÜÓÓÈɯ"ÌÊÐÛãɂȮɯ2ÈÙÈÔÈÎÖɯÈÛÛÐÙÈɯÓÈɯÕÖÚÛÙÈɯ

attenzione attraverso la voce del medico cieco che quando cerca di guarire gli altri 

ciechi della città nel caos in cui si trovano dice:  

 
Ɂ5ÐɯÚÛÈÛÌɯÊÖÔ×ÖÙÛÈÕËÖɯÚÛÜ×ÐËÈÔÌÕÛÌɯȻȭȭȭȼɯÚÌɯöɯÝÖÚÛÙÈɯÐÕÛÌÕáÐÖÕÌɯÙÌÕËÌÙÌɯÛÜÛÛÖɯÊÐğɯÜÕɯ
inferno, proseguite pure perché siete sulla buona strada, ma ricordatevi che siamo 
soli, nessuno ci ÈÐÜÛÌÙãȮɯÙÐÊÖÙËÈÛÌɯÊÐğɯÊÏÌɯÝÐɯËÐÊÖɂ7.  

 

Anche qui non ci sono parole! 

 

 

 

 

                                                 
7 José Saramago, Ensaio sobre a Cegueira, Companhia das Letras, São Paulo, 1995, 33ª ristampa, p. 54. 



 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

FIRST SESSION  

CITIES AND METROPOLITAN AREAS  

IN THE NEW URBAN RETAILING AND CONSUMPTION SCENARIOS  
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CAMPANIA REGI ONE IN TRASFORMAZIONE:  

IL RUOLO DEL COMMERCIO  

 

 

1. Una regione a lungo polarizzata  

 

4ÕÖɯ ËÌÐɯ ×Ðķɯ ÙÐÓÌÝÈÕÛÐɯ ÛÙÈÛÛÐɯ ÊÏÌɯ ÊÖÕÕÖÛÈɯ ÓɀÜÙÉÈÕÐááÈáÐÖÕÌɯ ÔÖËÌÙÕÈɯ ËÌÓɯ

territorio italiano risiede, da un lato, nella presenza di una fitta trama di città e, 

ËÈÓÓɀÈÓÛÙÖȮɯÕÌl fatto che tale specificità si è potuta a lungo riscontrare solo per 

Óɀ(ÛÈÓÐÈɯÊÌÕÛÙÖ-settentrionale e non per il Mezzogiorno 1. Tale struttura dualistica, 

di derivazione medievale, si è protratta nel corso del tempo e, nel lento procedere 

ËÌÓÓɀÜÙÉÈÕÐááÈáÐÖne del Paese, la formazione della rete urbana, che si compie 

negli anni Cinquanta e Sessanta del Novecento, finisce per riproporre una 

dinamica territoriale il cui tratto saliente è individuabile nella divaricazione tra la 

dinamica del fenomeno urbano nel Mezzogiorno e quello che si riscontra nel 

Centro-Nord 2. 

"ÖÚĆȮɯÐÕɯÈ×ÌÙÛÜÙÈɯËÌÎÓÐɯÈÕÕÐɯ.ÛÛÈÕÛÈɯËÌÓɯÚÌÊÖÓÖɯÚÊÖÙÚÖȮɯÓɀÈÚÚÌÛÛÖɯÜÙÉÈÕÖɯÐÕɯ(ÛÈÓÐÈɯÚÐɯ

caratterizzava per la presenza di grandi poli metropolitani che facevano capo a 

cinque grandi città centrali (Tori no, Milano, Genova, Roma, Napoli). 

La loro espansione aveva integrato o stava integrando le città medie e medio-

grandi circostanti (poli secondari) in strutture multipolari gerarchiche. In alcuni 

casi (Veneto, Friuli, Emilia -Romagna, Toscana settentrionale) si presentavano 

invece strutture metropolitane policentriche, meno polarizzate, costituite da più 

'città centrali ' medio-grandi e grandi, interconnesse e con funzioni complementari 

ÛÙÈɯ ÓÖÙÖȭɯ 0ÜÌÚÛÐɯ ËÜÌɯ ÛÐ×Ðɯ ËÐɯ ÚÛÙÜÛÛÜÙÌɯ ÔÌÛÙÖ×ÖÓÐÛÈÕÌɯ ÊÖÚÛÐÛÜÐÝÈÕÖɯ ÈÓÓɀÌ×Öca 

ÓɀÈÙÔÈÛÜÙÈɯÜÙÉÈÕÈɯ×ÙÐÕÊÐ×ÈÓÌɯËÌÓɯ×ÈÌÚÌȮɯÊÏÌɯ×ÈÓÌÚÌÔÌÕÛÌɯ×ÙÐÝÐÓÌÎÐÈÝÈɯÓÌɯÙÌÎÐÖÕÐɯ

centro-settentrionali  (Fig. 1).  

 

 

 

 

 

                                                 
* #Ð×ÈÙÛÐÔÌÕÛÖɯËÐɯ2ÊÐÌÕáÌɯ4ÔÈÕÌɯÌɯ2ÖÊÐÈÓÐȮɯ4ÕÐÝÌÙÚÐÛãɯËÐɯ-È×ÖÓÐɯɁ+ɀ.ÙÐÌÕÛÈÓÌɂȭɯ2ÖÕÖɯËÈɯÈÛÛÙÐÉÜÐÙÌɯÈɯ

Lida Viganoni i paragrafi 1 e 2, a Fabio Amato i paragrafi 3, 4 e 5. 
1 "ÈÙÓÖɯ"ÈÛÛÈÕÌÖȮɯɁ+ÈɯÊÐÛÛãɯÊÖÕÚÐËÌÙÈÛÈɯÊÖÔÌɯ×ÙÐÕÊÐ×ÐÖɯÐËÌÈÓÌɯËÌÓÓÌɯÐÚÛÖÙÐÌɯÐÛÈÓÐÈÕÌɂȮɯCrepuscolo, n. 42-

44-50-52, 1858. 
2 Pasquale Coppola e Lida ViganonÐȮɯɁ(Óɯ,ÌááÖÎÐÖÙÕÖɯÜÙÉÈÕÖȯɯÓÈɯÊÖÔ×ÓÌÚÚÐÛãɯËÌÓɯÙÐÛÈÙËÖɂȮɯÐÕɯ

Giuseppe Dematteis (a cura di), Il fenomeno urbano in Italia: interpretazioni, prospettive, politiche, 
FrancoAngeli, Milano, 1992, pp. 55- 90. 
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Fig. 1 ɬ 2ÛÙÜÛÛÜÙÌɯËÌÓÓɀÜÙÉÈÕÐááÈáÐÖÕÌɯÐÕɯ(ÛÈÓÐÈɯÕÌÎÓÐɯÈÕÕÐɯ.ÛÛÈÕÛÈ 

 
Fonte: Dematteis, Il fenomeno urbano in Italia, cit., p. 50 

 
In questo quadro, nondimeno, il Mezzogiorno esibiva una trama urbana assai 

diversificata (Fig. 2). Da un lato si collocavano regioni prive di apparati urbani 

predominanti su spazi significativi e anche il tessuto delle città di dimen sioni 

intermedie si presentava molto debole e sgranato (Molise, Basilicata, Calabria, 

2ÈÙËÌÎÕÈɯÌȮɯ×ÈÙáÐÈÓÔÌÕÛÌȮɯ ÉÙÜááÖȺȭɯ#ÈÓÓɀÈÓÛÙÖɯÜÕɀÈÙÔÈÛÜÙÈɯÜÙÉÈÕÈɯËÐÚÊÙÌÛÈÔÌÕÛÌɯ

sviluppata, articolata su un più diffuso patrimonio di città di dimensioni 

intermedie, era presente solo in Puglia e in Sicilia. La trama restava però nel 

complesso poco compatta, data la persistente concentrazione dei suoi termini forti 

lungo il perimetro costiero, mentre gli assi di connessione e di riequilibrio 

mancano di spessore e continuità.  
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Fig. 2 ɬ Il Mezzogiorno urbano negli anni Ottanta 

 
Fonte: Viganoni , "ÐÛÛãɯÌɯÔÌÛÙÖ×ÖÓÐɯÕÌÓÓɀÌÝÖÓÜáÐÖÕÌɯËÌÓɯ,ÌááÖÎÐÖÙÕÖ, cit., p. 38 

 

Al vertice di questo impianto, fortemente gerarchizzato, si collocava la vasta e 

popolosa Area metropolitana di Napoli  che, secondo la perimetrazione della 

2ÝÐÔÌáȮɯÚÐɯÌÚÛÌÕËÌÝÈɯÓÜÕÎÖɯÓÈɯÊÖÚÛÈɯËÈɯ,ÖÕÛÌɯËÐɯ/ÙÖÊÐËÈɯÈɯ!ÈÛÛÐ×ÈÎÓÐÈɯÌȮɯÈÓÓɀÐÕÛÌÙÕÖȮɯ

da Capua fino ad Atripalda e Solofra. Con una popolazione di 4,3 milioni di 

ÈÉÐÛÈÕÛÐɯ ȹÊÐÙÊÈɯ ÓÌɯ ÔÌÛãɯ ËÌÓÓɀÐÕÛÌÙÖɯ ,ÌááÖÎÐÖÙÕÖɯ ÜÙÉÈÕÖȺȮ essa rappresentava 

ɁÓɀÜÕÐÊÈɯÙÌÈÓÛãɯÛÌÙÙÐÛÖÙÐÈÓÌɯËÌÓɯ,ÌááÖÎÐÖÙÕÖɯÊÏÌɯ×ÌÙɯËÐÔÌÕÚÐÖÕÐȮɯÌÕÛÐÛãɯÌɯÍÙÌØÜÌÕáÈɯ

ËÌÐɯÙÈ××ÖÙÛÐɯÛÙÈɯÓÌɯÚÜÌɯÊÖÔ×ÖÕÌÕÛÐɯ×ÜğɯÌÚÚÌÙÌɯËÌÍÐÕÐÛÈɯÊÖÔÌɯÈÙÌÈɯÔÌÛÙÖ×ÖÓÐÛÈÕÈɂ3.  

Dal punto di vista strutturale la macro -area gravitante su Napoli era ÈÓÓɀÌ×ÖÊÈɯ

estremamente complessa. Accanto al fulcro principale, cui si affiancavano due 

fasce di comuni suburbani, si collocavano tre poli di secondo livello (Caserta, 

Avellino e Salerno), con relative corone in forte accrescimento demografico4. In più 

vi  si riscontravano una serie di direttrici di sviluppo tra le quali fungevano da 

riferimenti forti i tracciati autostradali che da Napoli si irradiavano verso i 

                                                 
3 Svimez, 1È××ÖÙÛÖɯÚÜÓÓɀÌÊÖÕÖÔÐÈɯËÌÓɯ,ÌááÖÎÐÖÙÕÖ, Il M ulino, Bologna, 1987, p. 231. 
4 /ÈÚØÜÈÓÌɯ"Ö××ÖÓÈɯÌɯ+ÐËÈɯ5ÐÎÈÕÖÕÐȮɯɁ,ÌááÖÎÐÖÙÕÖɯÐÕɯÛÙÈÚÍÖÙÔÈáÐÖÕÌȭɯ2ÝÐÓÜ××ÖɯÐÕËÜÚÛÙÐÈÓÌɯÌɯÛÙÈÔÈɯ

ÜÙÉÈÕÈɯÐÕɯÜÕɯËÐÚÛÙÌÛÛÖɯÈɯ-ÖÙËɯËÐɯ-È×ÖÓÐɂȮɯÐÕɯ ÕÕÈɯ2ÌÎÙÌɯȹÈɯÊÜÙÈɯËÐȺȮɯRegioni in transizione, FrancoAngeli, 
Milano, 1985, pp. 189-219. 
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capoluoghi già ricordati, e un asse, ancora discontinuo, che si protendeva verso 

Benevento5.  

La ÊÈ×ÈÊÐÛãɯ ËÌÓɯ ÊÈ×ÖÓÜÖÎÖɯ ×ÈÙÛÌÕÖ×ÌÖɯ ËÐɯ ÌÚÌÙÊÐÛÈÙÌɯ ÐÓɯ ×ÙÖ×ÙÐÖɯ ȿËÖÔÐÕÐÖȿɯ

territoriale, condizionando e drenando lo sviluppo del suo grande Hinterland, che 

superava gli stessi confini regionali, si esplicitava anche nel comparto specifico del 

commercio, confermando una tendenza già riscontrata nel passato, là dove ad un 

alto tasso di urbanizzazione dello spazio campano faceva riscontro un basso 

sviluppo delle funzioni industriali e terziarie 6.  

"ÐğɯöɯÝÌÙÖɯÈÕÊÏÌɯ×ÌÙɯØÜÈÕÛÖɯÙÐÎÜÈÙËÈɯÐÓɯÊÖÔÔÌÙÊÐÖȯɯÈÓɯƕƝƚƕȮɯɁÕÌÓÓɀÈmbito delle 

attività di terziario urbano, gli addetti al comune di Napoli al settore commerciale 

ÌÙÈÕÖɯÊÐÙÊÈɯƝȭƙƔƔɯÌɯØÜÐÕËÐɯÙÈ××ÙÌÚÌÕÛÈÝÈÕÖɯ×ÐķɯËÌÓÓɀƜƔǔɯËÌÎÓÐɯÈËËÌÛÛÐɯÈÓɯÊÖÔÔÌÙÊÐÖɯ

×ÙÌÚÌÕÛÐɯÐÕɯÛÜÛÛÐɯÐɯÊÌÕÛÙÐɯËÌÓÓÈɯ"ÈÔ×ÈÕÐÈɂ7. 

Nel complesso, comunque, sembrano attivati processi di maggiore articolazione 

e redistribuzione delle funzioni, che accordano spazio crescente ai centri medi e 

aprono nuovi fronti, seppur ancora modesti, di riequilibrio. In questo assetto 

permane infatti una sostanziale carenza di fondo che riguarda i limiti della base 

produttiva delle città del Mezzogiorno, una terziarizzazione della struttura 

economica scarsamente orientata verso un sentiero di sviluppo che approdi ad una 

generale modernizzazione e un peso cospicuo dei flussi di sussidio pubblico che 

funge da sostegno al reddito e, soprattutto, ai consumi.  

 

 

2. Verso un assetto plurale  

 

Molte delle configurazioni e delle tendenze che abbiamo visto profilarsi 

ÕÌÓÓɀÈÚÚÌÛÛÖɯÜÙÉÈÕÖɯËÌÓÓÌɯÙÌÎÐÖÕÐɯÔÌÙÐËÐÖÕÈÓÐɯÕÌÎÓÐɯÈÕÕÐɯ.ÛÛÈÕÛÈȮɯÛÙÖÝÈÕÖɯÊÖÕÍerma 

Èɯ ËÐÚÛÈÕáÈɯ ËÐɯ ÝÌÕÛÐɯ ÈÕÕÐɯ Ìɯ ÛÌÚÛÐÔÖÕÐÈÕÖȮɯ ÚÖ×ÙÈÛÛÜÛÛÖȮɯ ÓɀÐÕÕÌÚÊÖɯ ËÐɯ ÚÐÎÕÐÍÐÊÈÛÐÝÐɯ

episodi di ascesa urbana e di rivalorizzazione periferica, con gravitazioni regionali 

meno deboli e slegate8. 

Nel complesso la nuova immagine del Mezzogiorno urbano oltre  a dar conto di 

una maggiore articolazione dei quadri insediativi, evidenzia, soprattutto, il 

progressivo modificarsi della tradizionale concentrazione dei capisaldi urbani 

lungo il perimetro costiero, che aveva fortemente contribuito a generare i tanti 

                                                 
5 Maria Mautone e Laura Sbordone, Città e organizzazione del territorio in Campania, ESI, Napoli, 1983. 
6 Alessandro Busca, Caratteristiche funzionali dei centri urbani del Mezzogiorno, Giuffrè, Napoli, 1973. 
7 +ÐÉÌÙÈɯ#ɀ ÓÌÚÚÈÕËÙÖȮɯɁ+ÌɯËÐÕÈÔÐÊÏÌɯÛÌÙÙÐÛÖÙÐÈÓÐɯËÌÓɯÊÖÔÔÌÙÊÐÖȯɯÐÓɯÊÈÚÖɯËÐɯ-È×ÖÓÐɂȮɯÐÕɯ"ÈÛÌÙÐÕÈɯ"ÐÙÌÓÓÐɯ

(a cura di), Gli spazi del commercio nei processi di trasformazione urbana, Pàtron, Bologna, 2007, p. 350. 
8 /ÈÚØÜÈÓÌɯ"Ö××ÖÓÈɯÌɯ+ÐËÈɯ5ÐÎÈÕÖÕÐȮɯɁ(Óɯ,ÌááÖÎÐÖÙÕÖɯÜÙÉÈÕÖȯɯÓÈɯÊÖÔ×ÓÌÚÚÐÛãɯËÌÓɯÙÐÛÈÙËÖɂȮɯÊÐÛȭȰɯ+ÐËÈɯ

5ÐÎÈÕÖÕÐȮɯɁ2ÛÈÛÖȮɯÛÌÕËÌÕáÌɯÌɯ×ÙÖÚ×ÌÛÛÐÝÌɯËÌÓɯÍÌÕÖÔÌÕÖɯÜÙÉÈÕÖɯÕÌÓɯ,ÌááÖÎÐÖÙÕÖɂȮɯÐÕɯ+ÐËÈɯ5ÐÎÈÕÖÕÐɯȹÈɯ
cura di), "ÐÛÛãɯÌɯÔÌÛÙÖ×ÖÓÐɯÕÌÓÓɀÌÝÖÓÜáÐÖÕÌɯËÌÓɯ,ÌááÖÎÐÖÙÕÖ, FrancoAngeli, Milano, 1992a, pp. 15-57; Lida 
5ÐÎÈÕÖÕÐȮɯɁ"ÐÛÛãɯÌɯÔÌÛÙÖ×ÖÓÐɯËÌÓɯ,ÌááÖÎÐÖÙÕÖȯɯÐɯÓÐÔÐÛÐɯÚÛÙÜÛÛÜÙÈÓÐɂȮɯÐÕɯ&ÐÜÚÌ××Ìɯ#ÌÔÈÛÛÌÐÚȮɯIl fenomeno 
urbano in Italia, cit. 
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squilibri di cui la debolezza degli impianti urbani e le carenze, talvolta anche 

ÓɀÈÚÚÖÓÜÛÈɯ ÔÈÕÊÈÕáÈȮɯ ËÌÓÓÌɯ ÙÌÛÐɯ ÜÙÉÈÕÌɯ ÌÙÈÕÖɯ ÌÚ×ÙÌÚÚÐÖÕÌȮɯ Ìɯ ËÌÓÓɀÈÓÛÙÌÛÛÈÕÛÖɯ

tradizionale carenza di assi di connessione e di riequilibrio, soprattutto con 

riferimento alle aree interne (Fig. 3). 

 

Fig. 3 ɬ Il Mezzogiorno urbano negli anni Duemila 

 
Fonte: Viganoni, Il Mezzogiorno delle città, cit., p. 21 

 

I cambiamenti intervenuti sono in gran parte ascrivibili ad una serie di eventi. 

Già in apertura degli anni Novanta si cominci ano a delineare gli effetti positivi 

generati, in parte, dai lunghi anni di politiche a favore del Mezzogiorno che hanno 

inciso significativamente soprattutto nelle aree interne e, per altra parte, 

ËÈÓÓɀÌÔÌÙÎÌÙÌɯËÐɯÕÜÔÌÙÖÚÌɯÐÕÐáÐÈÛÐÝÌɯËÐɯÚÝÐÓÜ××ÖɯÌÕËÖÎÌÕÖȮ nonché dalla maggiore 

e più capillare dotazione infrastrutturale.  

Per quanto risulti abbastanza difficile dar conto in questa sede di altri non 

secondari aspetti, non può non riconoscersi che in questi anni il processo di 

sviluppo degli spazi urbani del S ud è andato anche rafforzandosi per il mutato 

orientamento che guida le politiche urbane messe in campo dai nuovi attori che 
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operano nella sfera del governo locale, unitamente a quelle collegate agli stimoli 

ÐÔ×ÙÌÚÚÐɯËÈÓÓɀ4ÕÐÖÕÌɯ$ÜÙÖ×ÌÈ9.  

Le grandi polari tà restano comunque i vertici degli impianti urbani che le 

ospitano. È qui che continuano a concentrarsi le funzioni di governo regionale; esse 

tendono a rafforzare il proprio ruolo economico, richiamando nella loro immediata 

periferia centri commerciali e  ipermercati, grandi strutture ricreative, accentuando 

la specializzazione terziaria e rafforzando le infrastrutture di trasporto di livello 

superiore, come porti e aeroporti. 

In Campania lo stesso predominio della metropoli partenopea resta ancora 

marcato, e gli stessi confini della sua Area metropolitana ulteriormente dilatati, per 

ØÜÈÕÛÖɯ ØÜÌÚÛÈɯ ÊÐÙÊÖÚÛÈÕáÈɯ ÕÖÕɯ ÏÈɯ ÐÔ×ÌËÐÛÖɯ ÐÓɯ ȿËÐÚÛÈÊÊÖȿɯ ÍÜÕáÐÖÕÈÓÌɯ ËÌÓɯ ×ÖÓÖɯ

salernitano, né è riuscita a fagocitare del tutto gli altri capoluoghi provinciali, che 

hanno progressivamente acquisito una loro significativa autonomia funzionale e 

anche di raccordo e di riequilibrio territoriale.  

+Ìɯ ÔÖËÐÍÐÊÏÌɯ ×Ðķɯ ÐÔ×ÖÙÛÈÕÛÐɯ ÚÐɯ ÌÝÐËÌÕáÐÈÕÖɯ ÕÌÓÓɀÈÛÛÐÝÈáÐÖÕÌɯ ËÐɯ ×ÙÖÊÌÚÚÐɯ ËÐɯ

maggiore articolazione e distribuzione delle funzioni che accor dano spazio 

ÊÙÌÚÊÌÕÛÌɯÈɯÊÌÕÛÙÐɯËÐɯÔÌËÐÌɯËÐÔÌÕÚÐÖÕÐȯɯØÜÌÓÓÐɯÈÓÓɀÐÕÛÌÙÕÖɯËÌÓɯ×ÌÙÐÔÌÛÙÖɯÜÙÉÈÕÐááÈÛÖɯ

ËÌÓÓÌɯ×ÙÖÝÐÕÊÌɯËÐɯ-È×ÖÓÐɯȹ-ÖÓÈȮɯ/ÖÔÐÎÓÐÈÕÖɯËɀ ÙÊÖȮɯ ÍÙÈÎÖÓÈɯÌɯ/ÖááÜÖÓÐȺɯÌɯËÐɯ

"ÈÚÌÙÛÈɯȹ2ȭɯ,ÈÙÐÈɯ"È×ÜÈɯ5ÌÛÌÙÌȮɯ ÝÌÙÚÈȮɯ"È×ÜÈɯÌɯ,ÈÙÊÐÈÕÐÚÌȺȮɯËÌÓÓɀÈÙÌÈɯ(Ù×ÐÕÈɯ

(Ari ano Irpino, Calitri, Lioni), delle valli del Sannio beneventano e delle piccole 

×ÖÓÈÙÐÛãɯËÌÓÓɀÈÙÌÈɯÊÐÓÌÕÛÈÕÈɯÌɯËÌÓɯ5ÈÓÓÖɯËÐɯ#ÐÈÕÖ10. 

Al riassetto complessivo della rete urbana della Campania, frutto delle nuove 

Ú×ÐÕÛÌɯÎÌÕÌÙÈÛÌɯËÈÓÓɀÌ×ÖÊÈɯ×ÖÚÛ-fordista e dalla diffusione urbana, un contributo 

rilevante è stato offerto dai considerevoli interventi di infrastrutturazione 

ÚÜÊÊÌÚÚÐÝÖɯÈÓɯÛÌÙÙÌÔÖÛÖɯËÌÓɯƕƝƜƔɯÊÏÌɯÏÈÕÕÖɯÔÐÎÓÐÖÙÈÛÖɯÓɀÈÊÊÌÚÚÐÉÐÓÐÛãɯËÌÓÓÌɯÈÙÌÌɯ

interne. In più un ruolo di primo piano è stato rivestito dal la rete stradale 

realizzata a livello provinciale che ha significativamente contribuito al 

decongestionamento della città di Napoli (Fig. 4). A scala extraregionale si 

segnalano, oltre allo storico percorso che cuce longitudinalmente la regione (NA-

Roma e SA-RC), due direttrici trasve rsali verso la Puglia e la Basilicata (A16 AV-

! ɯ Ìɯ ÐÓɯ ÙÈÊÊÖÙËÖɯ ËÌÓÓɀ Ɨɯ ÊÖÕɯ ÓÈɯ !ÈÚÌÕÛÈÕÈȺȭɯ (Óɯ ÊÖÓÓÌÎÈÔÌÕÛÖɯ ÛÙÈɯ Ðɯ ÊÈ×ÖÓÜÖÎÏÐɯ

provinciali si è infittito negli anni: così alla congestionata Napoli -Salerno, si è 

ÈÎÎÐÜÕÛÖɯÓɀÈÚÚÌɯ2ÈÓÌrno-"ÈÚÌÙÛÈɯȹ ɯƗƔȺɯÌɯÓÌɯËÐÙÈÔÈáÐÖÕÐɯËÌÓÓɀ ƕƚɯÊÏÌɯÊÖÓÓÌÎÈÕÖɯ

Salerno, Avellino e Benevento. 

 

 

 

                                                 
9 +ÐËÈɯ5ÐÎÈÕÖÕÐȮɯɁ(Óɯ,ÌááÖÎÐÖÙÕÖȮɯÊÐÛÛãɯÌɯÙÌÛÐɯÜÙÉÈÕÌȯɯÜÕɯ×ÌÙÊÖÙÚÖɯÌÝÖÓÜÛÐÝÖɂȮɯÐÕɯ+ÐËÈɯ5ÐÎÈÕÖÕÐɯȹÈɯ

cura di), Il Mezzogiorno delle città. Tra Europa e Mediterraneo, FrancoAngeli, Milano, 2007, pp. 15-28. 
10 %ÈÉÐÖɯ ÔÈÛÖȮɯɁ#ÈÓÓɀÈÙÌÈɯÔÌÛÙÖ×ÖÓÐÛÈÕÈɯËÐɯ-È×ÖÓÐɯÈÓÓÈɯ"ÈÔ×ÈÕÐÈɯ×ÓÜÙÈÓÌɂȮɯÐÕɯ+ÐËÈɯ5ÐÎÈÕÖÕÐɯȹÈɯÊÜÙÈɯ

di), Il Mezzogiorno delle città, cit., pp. 175-221. 
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Fig. 4 ɬ La rete infrastrutturale della Campania  

 

 
 

Fonte: Regione Campania, Cartogrammi ASA, 2012. 

 

Questa rete di livello regionale si è ulteriormente densific ata a scala 

comprensoriale (la Tangenziale di Napoli nei primi anni Settanta e la 

Circumvallazione di Benevento in anni più recenti) e soprattutto a scala 

provinciale su cui domina il massiccio e invasivo intervento funzionale al 

decongestionamento della città di Napoli: alla Circumvallazione esterna 

(ormai fagocitata dal tessuto insediativo) si sono affiancate ɬ nella stessa 

direzione est-ovest ɬ ÓɀÈÚÚÌɯÔÌËÐÈÕÖɯÌɯØÜÌÓÓÖɯËÐɯÚÜ××ÖÙÛÖɯÐÕɯËÐÙÌáÐÖÕÌɯËÌÓɯ

"ÈÚÌÙÛÈÕÖȮɯÊÜÐɯÚÐɯÈÎÎÐÜÕÎÌɯÓɀÈÚÚÌɯËÐɯ×ÌÕÌÛÙÈáÐÖÕÌɯÊÏÌɯÙÈÊÊorda queste tre linee 

ÐÕɯËÐÙÌáÐÖÕÌɯ×ÌÙ×ÌÕËÐÊÖÓÈÙÌɯ ÕÊÖÙÈɯÖÎÎÐȮɯ×ÌÙÛÈÕÛÖȮɯÓɀÈÙÌÈɯÝÈÚÛÈɯ×ÈÙÛÌÕÖ×ÌÈɯ
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funge da cuore della mobilità regionale attraverso una fitta rete di svincoli, 

viadotti, raccordi 11.  

4ÕÈɯÛÙÈÔÈɯÊÏÌɯÕÌÓÓɀÈÙÌÈɯÊÖÔ×ÙÌÚÈɯÛÙÈɯÓÈɯ×ÙÐÔÈɯ×ÌÙÐÍÌÙÐÈɯÕÈpoletana, il Nolano e 

la parte meridionale della provincia di Caserta (tra Capua, Marcianise e Aversa), 

funge da catalizzatore per la delocalizzazione di alcuni processi dal capoluogo 

regionale. Nonostante il rilievo assunto da questi processi di riequilib rio, bisogna 

ricordare che il peso maggiore è stato destinato al trasporto su gomma. La 

progettualità del nuovo millennio promossa dalla Regione Campania ha favorito 

un pr ocesso di pianificazione e di riassetto del sistema dei trasporti per definire un 

piaÕÖɯ ËÐɯ ÚÌÙÝÐáÐɯ ÐÕÛÌÎÙÈÛÐɯ ÊÏÌɯ ×ÜÕÛÈÚÚÌɯ ÚÜÓÓɀÐÕÛÌÙÊÖÕÕÌÚÚÐÖÕÌɯ Ìɯ ÓÈɯ ÙÌÛÐÊÖÓÈÙÐÛãɯ

intermodale considerate nei modi collettivi, individuali, pubblici e privati (la c.d. 

metropolitana regionale). Un processo di trasformazione che, dopo i primi 

confortanti risulta ÛÐȮɯöɯÚÛÈÛÖɯÍÙÌÕÈÛÖɯÈɯ×ÈÙÛÐÙÌɯËÈÓɯƖƔƔƜɯÊÖÕɯÓɀÐÕËÌÉÖÓÐÙÚÐɯËÌÓÓÌɯÍÖÕÛÐɯËÐɯ

finanziamento nazi onale. 

 

 

3. La regione tra crisi, contraddizioni e spunti postfordisti  

 

Ɨȭƕɯ4ÕɯÈÕËÈÔÌÕÛÖɯËÌÔÖÎÙÈÍÐÊÖɯÜÕɯ×ÖɀɯÔÌÕÖɯȿnapoletanocentricoȿ 

 

La Campania è ancora la regione ×ÐķɯËÌÕÚÈÔÌÕÛÌɯÈÉÐÛÈÛÈɯËɀ(ÛÈÓÐÈɯȹƘƗƖɯÈÉɤ*ÔØȺɯÌɯ

si colloca al secondo posto per numero di abitanti, facendo registrare una crescita 

ËÌÓÓÈɯÚÜÈɯ×Ö×ÖÓÈáÐÖÕÌɯÊÖÚÛÈÕÛÌɯÈɯ×ÈÙÛÐÙÌɯËÈÓÓɀ4ÕÐÛãȮɯÈÛÛÌÚÛÈÕËÖÚÐɯÈÓɯƖƔƕƕɯÚÜÐɯƙȮƜƛɯ

milioni di abitanti.  Nei primi decenni de l millennio, le tendenze demografiche della 

regione vedono ancora prevalere il comune capoluogo e il suo Hinterland, benché, 

ÚÌÊÖÕËÖɯÐɯËÈÛÐɯËÌÓÓɀÜÓÛÐÔÖɯÊÌÕÚÐÔÌÕÛÖɯȹƖƔƕƕȺȮɯÚÐɯÚÐÈɯÈÚÚÐÚÛÐÛÖɯÈËɯÜÕÈɯÊÙÌÚÊÐÛÈɯÙÌÓÈÛÐÝÈɯ

soprattutto nel quadrante nord -occidentale della provincia di Napoli e in alcuni 

comuni salernitani (Tab. 1).  

In particolare, a fronte di un trend di decrescita della città di Napoli (che perde 

ÜÕɯ ØÜÐÕÛÖɯ ËÌÓÓÈɯ ×Ö×ÖÓÈáÐÖÕÌɯ ÙÌÚÐËÌÕÛÌɯ ÕÌÓÓɀÈÙÊÖɯ ËÐɯ ÛÙÌÕÛɀÈÕÕÐȺɯ Ìɯ ËÌÐɯ ÊÖÔÜÕÐɯ

litoranei della direttrice v esuviana, si registra una crescita esplosiva ad ovest nel 

caso di Giugliano in Campania, una più contenuta ma costante ascesa di Pozzuoli e 

una crescita rilevante anche nel quadrante settentrionale (Acerra, Marano ed 

Afragola) (Fig. 5). Con le dovute propo rzioni, si ripresenta la stessa logica tra il 

comune centrale di Salerno e le nuove polarizzazioni periferiche (Scafati e 

Battipaglia).  

 

 

 

                                                 
11 %ÈÉÐÖɯ ÔÈÛÖȮɯɁ#ÈÓÓɀÈÙÌÈɯÔÌÛÙÖ×ÖÓÐÛÈÕÈɯËÐɯ-È×ÖÓÐɯÈÓÓÈɯ"ÈÔ×ÈÕÐÈɯ×ÓÜÙÈÓÌɂȮɯÊÐÛȭ 
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Tab. 1 ɬ Andamento demografico dei comuni campani con più di 50.000 abitanti 

(in grassetto i comuni capoluogo) 

Comune 2011 2001 Var. % 

2001-2011 

1981 Var. %  

1981-2011 

Napoli  962.003 1.004.500 -4,2 1.212.387 -20,7 

Salerno 132.608 138.188 -4,0 157.385 -15,7 

Giugliano in Camp.  108.793 97.999 11,0 44.220 146,0 

Torre del Greco 85.922 90.607 -5,2 103.605 -17,1 

Pozzuoli  80.357 78.754 2,0 69.861 15,0 

Casoria 78.647 81.888 -4,0 68.521 14,8 

Caserta 75.640 75.208 0,6 62.710 20,6 

C.mmare di Stabia 65.944 66.929 -1,5 70.685 -6,7 

Afragola  63.820 62.319 2,4 57.367 11,2 

Benevento 61.489 61.773 -0,5 59.009 4,2 

Marano di Napoli  57.204 57.448 -0,4 41.571 37,6 

Acerra 56.465 45.688 23,6 36.052 56,6 

Portici  55.765 60.219 -7,4 80.410 -30,6 

Avellino  54.222 52.703 2,9 56.896 -4,7 

Cava de' Tirreni 53.885 52.616 2,4 50.667 6,4 

Ercolano 53.677 56.738 -5,4 58.310 -7,9 

Aversa 52.830 53.369 -1,0 56.425 -6,4 

Battipaglia  50.464 50.359 0,2 40.797 23,7 

Scafati 50.013 47.082 6,2 34.061 46,8 

Fonte: ns. elaborazione su dati Istat 

 

-ÌÓɯ "ÈÚÌÙÛÈÕÖȮɯ ÓɀÈÕËÈÔÌÕÛÖɯ ËÌÔÖÎÙÈÍÐÊÖɯ ËÌÓɯ ÊÈ×ÖÓÜÖÎÖɯ öȮɯ ÐÕÝÌÊÌȮɯ ÐÕɯ

controtendenza, risultando ancora positivo aÕÊÏÌɯÕÌÓÓɀÐÕÛÌÙÝÈÓÓÖɯËÌÎÓÐɯÜÓÛÐÔÐɯËÜÌɯ

censimenti. Questo semplice indicatore, pertanto, ci conferma la presenza di spunti 

ËÐɯ ÙÐÌØÜÐÓÐÉÙÐÖɯ ÉÌÕÊÏõɯ ÓɀÈÙÌÈɯ ÝÈÚÛÈɯ ×ÈÙÛÌÕÖ×ÌÈɯ ÊÖÕÛÐÕÜÐɯ Èɯ ÊÖÕÚÌÙÝÈÙÌɯ ÜÕÈɯ ÚÜÈɯ

significativa central ità. 
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Fig. 5 ɬ Comuni campani > 50.000 ab. in crescita e in decrescita (2001-2011) 

 
Fonte: ns. elaborazione su dati Istat 

 

 
3.2 Il valore aggiunto del commercio 

 

Le trasformazioni della struttura economico -produttiva del territorio regionale, 

più di quelle demografiche, sembrano fornire elem enti per una potenziale 

armonizzazione della regione, invertendo la tendenza alla concentrazione nella 

fascia litoranea che caratterizzava anche la tradizionale dimensione produttiva, 

assicurando al settore terziario, nel senso più ampio, un ruolo di netta  prevalenza 

in termini di addetti e di indotto.  

È in particolare il settore del commercio che ha assunto un ruolo di rilievo. Tale 

settore presenta infatti oggi un valore aggiunto corrispondente a circa il 18% del 
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